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3 THE NATIONAL NEWSPAPER OF MARKETING 


Don't Lose Sight of Ads in Zeal for 
Marketing Role, Ebel Cautions ANA 


Mahoney Sells 
Agency; Will 
Head Good Humor 


Agency, Accounts of 
Onetime ‘Boy Genius’ 
Go to MacManus, John 


New York, March 16—From 
agency mail clerk at 22 to corpora- 
tion president at 32. That’s the 
saga of David J. Mahoney. 

Mr. Mahoney, onetime $25-a- 
week mail room employe of Ruth- 
rauff & Ryan, this week concluded 
a deal whereby his agency will be 
sold to MacManus, John & Adams 
while he moves over to Brooklyn 
and the Good Humor Corp., an ice 
cream products 
operation, where 
he will be presi- 
dent. The moves 
are effective next 
Aug. 1. 

Mac Manus, 
which last year 
billed $38,800,000, 
called the addi- 
tion of Mahoney’s 
people and ma- 
jor clients “a 
major expan- 
sion.” Most of the 26 persons now 
at the Mahoney agency will move 
to the New York office of Mac- 
Manus, John & Adams. 

Clients involved in the switch 
to MacManus were listed as fol- 
lows: Noxzema shaving cream, 
Rembrandt cigarets, Sportsman di- 
vision of Warner-Lambert, Bri- 
oschi anti-acid, Medaglia D’Oro 
coffee, Virginia Dare wines, White 

(Continued on Page 103) 


David Mahoney 


Agencies View 
KSON ‘Discount’ 


as Local Tactic 


Local Credit Troubles, 
Not Anti-Trust Suit, 
Inspired It, Rabell Says 


San Dreco, March 15—Radio 
station KSON’s notice of abandon- 
ment of “agency commissions” in 
favor of 15% “discounts” (AA, 
March 12) has drawn a lot of com- 
ment in Southern California, in- 
cluding some interpretation by its 
author. 

In general, the comment from 
both media and agency officials 
was favorable, though not espe- 
cially enthusiastic. The consensus 
was that (1) the KSON move was 
a practical one, to correct a credit 
problem special to this area, (2) 
as such it was all right, though (3) 
it was really more a change in 
terms than in policy. 

Fred Rabell, who operates the 
station as president of Rabell En- 
terprises, himself emphasized the 
local nature of his policy change, 
and he also affirmed that it was 
not any fundamental attack on the 


(Continued on Page 99) 


Its $10,000,000 Ad 
Budget Increase Is | 


‘News’ to Cadillac 


Detroit, March 15—The Cadil- 
lac division of General Motors 
Corp. was unaware this week that 
GM President Harlow H. Curtice | 
was going to announce an esti- 
mated $10,000,000 jump in its ad- 
vertising appropriation. 

The increase, Mr. Curtice said 
in Washington, would be the part 
of factory money contributed to 
cooperative advertising. 

Spokesman for the merchandis- 
ing section of Cadillac said, “The 
first we knew of it was when we 
read it in the papers.” He said he 
could not tell at this time whether 
the $10,000,000 estimate was “any-| 
where near correct,” but he said | 


there would be a substantial boost. | 

The increase will come from a 
boost of factory contribution to co- 
op advertising expenditures of 
from 25% to 50%. 


banana cream pie! 


Crydteds INSTANT 


At last-a Liu 


eret @ CARNATION Ge” Megh 


ae pone See nee Oe 


LIGHT SNACK—Carnation Co.’s new 
campaign for its instant non-fat 


|dry milk includes this four-color 


ad in the April 23 Life. Erwin, 
Wasey & Co., Los Angeles, is the 
agency. 


MacManus, John & Adams, Cad- 
illac’s agency, was just as sur- 
prised as its client. 

“No, I didn’t know about it,” 
Ernest Jones, agency president, 
told AA. “It doesn’t seem logical,” 
he added, “because that would 
practically double the ad budget.” 


House Unit Gets 
P. O. Arguments 


for Rate Boosts 


WASHINGTON, March 15—Back- 
ing his own plea with testimony 
by an array of respected witnesses 
from Congress and industry, Post- 
master General Arthur Summer- 
field was before the House post 
office committee all week, fighting 
to force loose his program for 
a $406,500,000 increase in postal 
rates. 

Mr. Summerfield and his sup- 
porters argued that the department 
cannot meet 1956 costs—increased 
by $1.6 billion since 1945, largely 
as a result of six wage adjust- 
ments. (But in that time Congress 
granted rate hikes totaling only 
$286,000,000.) 

Arguing that he had done all he 
could to absorb the increases, he 
said the deficit had been trimmed 
from $720,000,000 for 1952 to less 
than $400,000,000—only to turn up- 
ward again after Congress ap- 
proved $200,000,000 in wage in- 


50 Years of ‘No 
Claims’ Ads Built 
Coke, Says Coste 


Director of Marketing 
Says Coca-Cola Would 
Aid Drive to Police Ads 


WASHINGTON, March 13—Felix 
W. Coste, vp and director of mar- 
keting of the Coca-Cola Co., today 
paid tribute to advertising for 
making Coke “an American insti- 
tution.” 

Mr. Coste told the Advertising 
Club of Washington that “the in- 
fluence of advertising on Coca- 
Cola has been tremendous.” He 
said that, as a result of the adver- 
tising, even people who do not 
drink Coca-Cola like it. 

“They like it as a name,” he said. 
“They like it as an American insti- 
tution. They like it for its integrity. 
One reason for this is that in more 
than 50 years Coke has never made 
any advertising claims. 

“There have been no tricks in 
our ads. What we have said, in a 
variety of ways, is that Coke is de- 
licious and refreshing. We’ve told 

(Continued on Page 8) 


Fairfax Cone Emphasizes 
Importance of Creative 
Ads, Fresh Approach 


Hot Sprincs, Va., March 16— 
More effective advertising man- 
agement was the focus of attention 
at the spring meeting of the Assn. 
of National Advertisers which con- 
cluded here today. 

Edwin B. Ebel, vp for advertis- 
ing and consumer relations of 
General Foods Corp. and ANA 
chairman, warned the group that 


‘Individual’ Is Key 
Word in ANA Talks 


on Consent Decree 


Hot Sprincs, Va., March 15— 
“The commission system, despite 
all its imperfections . . . has served 
advertising very well for a long 
time.” 

Thus did Edwin Ebel, board 
chairman of the Assn. of National 
Advertisers, wind up a six-point 
statement, following a two-hour 
discussion today by ANA members 
of how the American Assn. of Ad- 
vertising Agencies’ consent decree 
might affect agency compensation. 

Mr. Ebel and the other members 
of the ANA board recapitulated 
the highlights of the discussion in 
a press conference following the 
closed session. The other board 
members—George Mosley, of Sea- 
gram Distillers Corp., and Ralph 
Winslow, of Koppers Co.—were 
joined by Paul West, ANA presi- 
dent; Ira Rubel, authority on agen- 
cy accounting procedures, and Gil- 
bert Weil, ANA’s legal counsel. 

Mr. Ebel, who is vp for acvertis- 
ing and consumer relations of Gen- 
eral Foods Corp., emphasized that 
his remarks, and the remarks of 
other panel members, were made 
only in their capacities as ANA 
members and were in no way to 
be construed as expressing the 
views of their respective com- 
panies. 


= Crediting advertising agencies 
with having “contributed greatly” 


(Continued on Page 102) 


creases and fringe benefits last 
year. 

Departmental witnesses fre- 
quently were interrupted by com- 
mittee members who wanted to 
know whether they felt the Post 
Office should be fully supported 
by its patrons or whether a portion 
of its costs should be absorbed by 
the taxpayers in recognition of the 
public service it renders. 


s While Mr. Summerfield and his 
staff conceded that specific bene- 
fits, such as free mail for the 
blind, are a proper charge against 
taxpayers, they said the impend- 
ing deficit of nearly $500,000,000 is 
so large that the rate program is 
needed, even if full allowance is 
made for services rendered by the 
department. 

Pointing out that airmail and 
government mail no longer are 


(Continued on Page 99) 


Last Minute News Flashes 


After 21 Yedars?Electro-Motive Seeks New Agency 


CHiIcaGo, March 16—General Motors’ Electro-Motive division, La 
Grange, IIL, is preparing to change agencies after 21 years with Kudner 
Agency, New York. The company thinks Kudner has done “a beauti- 
ful job,” but feels that recent expansions into new fields require it to 
have an advertising and merchandising service “at our doorstep.” Elec- 


tro-Motive interviewed 17 Chicago 


agencies, has now narrowed the list 


to four. A decision is expected in about two wetks. 


Erwin, Wasey Gets White King Soap Account 
Los ANGELEs, March 16—White King Soap Co. next Monday (March 


19) will name Erwin, Wasey & Co. 


to handle its White King soap and 


all allied products. The agency will service the account here. Raymond 
R. Morgan Co., Hollywood, previously had the account. 


Asphalt Institute Names McCann-Erickson 

COLLEGE Park, Mp., March 16—The Asphalt Institute, after screening 
23 agencies, has appointed McCann-Erickson, New York, to handle a 
$600,000 advertising campaign to develop greater acceptance of asphalt 
as a paving material. The agency will present a detailed ad program to 


the institute for approval within a 


few weeks. 


(Additional News Flashes on Page 103) 
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the concept of being a “marketing 
man” might lead to a neglect of 
advertising. 

“Purely as a caution,” said Mr. 
Ebel, “let’s not let our broadened 
marketing responsibility lessen our 
awareness of the opportunity to 
increase the effectiveness of ad- 
vertising by better advertising, by 
originality, by greater creativity, 
by greater believability, by great- 
er persuasiveness, by greater in- 
terest, by more skillful use of me- 
dia.” 


® Fairfax M. Cone, president of 
Foote, Cone & Belding, emphasized 
the importance of creative adver- 
tising, reminding the group that 
advertising is frequently the point 
of differentiation between prod- 
ucts, and that it represents the fin- 
al point of selling argument with 
the consumer. 

He decried imitative advertising, 
calling for fresh approaches and 
fewer hackneyed concepts. He as- 
serted that advertising’s problem 
is the bulk of advertising, which 
makes it “increasingly harder to 
get any individual advertising 
message to pierce the barrier that 
is represented by all advertising.” 
And he urged creative effort to 
develop new sources of business 
and new customers. 

“It isn’t enough to get the other 
fellow’s business,” Mr. Cone as- 
serted. “That is only cannibalism. 
We need more volume from new 
consumers and must have new 
advertising appeals and new ad- 
vertising planning.” 


® The rise of Ban, Bristol-Myers’ 
roll-on deodorant, was a triumph 
of persistence, Richard K. Van 
Nostrand, assistant ad director of 
the company, told ANA. 

Ban’s story began in 1948 when, 
as Mum Lotion, it was tested in 

(Continued on Page 102) 


"No Neck-Breathing’ ... 
Magazine Ads 
Paved Way for 


Outdoor Success 


Life Savers’ Young 
Credits Y&R Ingenuity 
for ADCC Gold Medal 


Cuicaco, March 15—Winning the 
top outdoor advertising award in 
the U.S. after only two years’ ex- 
perience in the medium came na- 
turally for Life Savers Corp., Port 
Chester, N.Y. It had already been 
using outdoor-style ads in maga- 
zines for years. 

So said Gordon C. Young, exec 
vp of the company, in addressing 
the annual awards lunch in con- 
nection with the 24th national com- 
petition and exhibit of outdoor ad- 
vertising art, sponsored by the Art 
Directors Club of Chicago. 

Second and third grand awards 
respectively were presented to 

(Continued on Page 8) 
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In Surveys... 


Consumers and 
Business Agree: 
‘56 Looks Great 


March 


WASHINGTON, 14—Two 
future sales prospects reported to-| 
day that consumers and business | 
men are all-out bullish about their 
1956 prospects. 

Preliminary results of the Fed- 
eral Reserve Board’s 11th annual) 
survey of consumer finances) 


showed nearly two-thirds of con-| 


sumers interviewed expect business 
conditions during this year to be 
good, while less than a tenth expect 
them to be bad. 

Meanwhile, the Commerce De- 
partment and Securities & Ex- 
change Commission reported that 
business men in every major in- 
dustry group say 1956 sales will 
top 1955, and that they are backing 
up this optimism by planning the 
expenditure of a record $35 billion 
for new plant and equipment this 
year. 


"™ The Federal Reserve report 
shows about the same number of 
consumers plan to buy autos, 
household durables and homes as 
did at this time in early '55. The 
board pointed out, however, that 
“plans to buy” are not necessarily 
the final word. 

“¥or example,” it said, “con- 
sumers bought more new cars last 
year than in any year on record, 
but their plans to buy, as reported 
early in the year, were about the 
same as a year earlier, and were 
fewer than in early 1953 and some 
other years.” 

Of great significance in the sur- 
vey were the facts about the finan- 
cial gains scored by Americars in 
1955, and the feeling of confid.nce 
which was widespread among con- 
sumers. 


® With most occupational groups 
other, than farmers sharing the 
gains, the whole income structure 
shifted upward. By the end of the 
year 35% of the consumer spending 
units were reporting incomes be- 
fore taxes in excess of $5,000, com- 
pared with 31% in 1954. 

Self-employed business men 
were among the most optimistic, 
with three-fourths anticipating 
good times. Farmers were the most 
pessimistic, with less than half ex- 
pecting good times. 

The Commerce-SEC survey 
showed manufacturers generally 
anticipate a 6% increase in sales in 
1956, trade groups, 4%, and public 
utilities, 9%. The predicted $35 
billion investment in new plant and 
equipment compares with a record 
$28.8 billion spent in 1955. 


Jobson joins ‘Liquor Store’ 

E. R. (Ted) Jobson has resigned 
as eastern advertising represent- 
ative of Ahrens Publishing Co. to 
join Liquor Store, New York, as 


Scott Paper Uses 
New ‘Help Wanted’ 
Medium—Net TV 


New York, March 14—Scott Pa- 
per Co. ran an unusual help want- 
ed ad last week. 

The company, which is a co- 


sponsor of “Omnibus” (CBS-TV),| 
used one of its commercials on the | 
Sunday afternoon show to alert! 


basic government surveys covering | C°llege graduates of 1956 to the) 


job opportunities at Scott. 

It was a pretty expensive help 
wanted ad. Program production 
costs on this three-sponsor tele- 
cast are $65,000. Scott pays about 
$20,000 a week for time. (Three 
weeks out of four, Scott gets one 
two-minute commercial; 
fourth week it gets two commer- 
cials—a two-minute and a one- 
minute.) 

However, the paper manufac- 
turer decided to use this method of 
scouting promising graduates-to- 
be because studies have indicated 
that college people learn about 
Scott products from “Omnibus” 
more than in any other way. 


® Scott's message to June gradu- 
ates was delivered by its vp in 
charge of manufacturing, Harrison 
Dunning, who pointed out that 
paper is now the fifth largest in- 
dustry in America. “Scott is a 
leader in the paper industry, and 
we at Scott want men who can 
become leaders on our aggressive 
management team,” he said. 
His pitch continued: 
“Turning forests into outstand- 
ing products by Scott takes out- 
standing research, engineering and 
management. 
“We have 14 plants in the US., 
affiliated companies in Canada 
and Mexico and will soon jointly 
own a company in England. Scott 
mechanical engineers use all their 
skills developing or serving huge, 
high speed paper machines. Quali- 
ty control and research on Scott 
products challenge top flight 
chemists and chemical engineers. 
Great opportunities exist right 
now for salesmen in our expand- 
ing business.” 
Mr. Dunning invited engineers, 
scientists, business administration 
and liberal arts graduates “who 
want this kind of opportunity in 
the future” to consult their college 
placement directors or write Scott 
for full information. 


Sharman Named N. Y. Manager 
Howard H. Sharman, exec vp 
of Marsteller, Rickard, Gebhardt 
& Reed, has been appointed general 
manager in charge of the New 
York office. He joined Rickard & 
Co., New York, in 1942 as director 
of media and marketing, and after 
the Rickard company merged to 
form Marsteller, Rickard, was 
elected an exec vp. 


Bingham Named President 

Rankin Bingham, formerly exec 
vp, has been appointed president 
of Dramaturgy Inc., Cleveland, 
producer of industrial shows and 
sales meetings. He succeeds Laur- 
ence Higgins, who leaves Drama- 
turgy to establish a new business 


national sales manager. 


consulting company. 


every 


| 


DEDICATION—Sir Ronald Weeks, Vickers-Armstrong, speaks at dedi- 
cation ceremonies for Capital Airlines’ first Viscount. Vice-Presi- 
dent Richard Nixon, who also spoke, and Mrs. Nixon listen. 


‘It's Just Begun to Climb’... 


Ads Grew Sixfold; Now 
Viscount ‘Gamble’ Gives 
Line ‘3 to 5-Year Lead’ 


By Stanley E. Cohen 

WasHINGTON, March 13—This is 
the year of decision for Capital 
Airlines. 
Through 27 years of financial 
ups and downs, Capital and its 
predecessor companies complained 
they were forced to compete with 
aviation’s biggest trunk carriers 
with “the wrong plane” and a sec- 
ond rate route pattern. 
But in 1955 two major develop- 
ments changed the picture. First: 
In the turbine-powered Viscount, 
Capital got a plane offering suffi- 
cient speed and comfort to lure 
traffic from the transcontinental 
carriers which have been dominat- 
ing about 80% of the routes Cap- 
ital serves. 
Secondly: Just as the Viscount 
entered service, Capital got Civil 
Aeronautics Board Approval in two 
big route cases, giving it some of 
the most lush “privileges” of any 
airline east of the Mississippi. 


® Indicating the scope of the 
change now getting under way, 
trade sources report Capital’s sales 
quotas will double in a two-year 
period. From an actual $50,000,000 
in 1955, Capital expects to gross 
$80,000,000 this year, and to pass 
$100,000,000 in 1957. 

Financial as well as trade circles 
have been examining the oppor- 
tunities opened up by the recent 


‘Home Modernizing’ 
and Vel Join for 
$100,000 Contest 


Cuicaco, March 14—As their 
part of the government-backed 


Ads Chronicle Capital Airlines’ 
Takeoff into Jet Era-and Sell Fares 


|CAB action. Though Capital has 
|been passing its dividends, its 
| stock, now quoted at around $40, is 
second highest of any airline, and 
Capital rooters are predicting that 
“it has just begun to climb.” 

In 1955 Capital carried 2,570,000 
passengers slightly more than 800,- 
000,000 passenger miles. It showed 

(Continued on Page 100) 
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Crazy, Mixed-Up 
Call Letters Throw 


Disc Fans into Spin 


CuicaGco, March 13—A “radio 
first” took place here a couple of 
weeks ago when one station got 
itself identified on another one’s 
sound wave. It happened because 
of a friendly falling out between 
rival disc jockeys—Art Hellyer of 
WCEL, and Bill O’Connor, WAIT, 
each at the helm of a two-hour 
early-morning show. 

One morning, it seems, Hellyer 
called O’Connor and bet him that 
“I can play the same records you 
do, record for record, for the rest 
of the show.” O’Connor took the 
bet, put on earphones tuned to 
Hellyer’s show and listened with 
amazement as WCFL carried a 
program identical to WAIT’s. 


® After a half-hour and a half- 
dozen platters, it dawned on O’C. 
that Hellyer’s engineer must be 
tuned in to WAIT and “feeding” 
the tunes over his station. After 
each record, the engineer would 
switch off while Hellyer made 
with the sales pitch. 

The diagnosis made, O’Connor 
counterattacked. He suddenly cut 
into a vocal in the middle of one 
of his records with a loud and 
clear, “This is W-A-I-T, Chicago.” 

Hellyer tried to shut it off, but 
too late to keep from bemusing 
quite a portion of the WCFL au- 
dience. 


New York, March 13—‘“Find 
and develop your own creative 
skill beiore seeking a job in an 
advertising agency.” 

That was the advice Lawrence 
Cc. Gumbinner, chairman of Law- 
rence C. Gumbinner Advertising 
Agency, gave last week to the 
Triad League, advertising and 
marketing club for students of the 
school of commerce, accounting 
and finance, New York University. 
The group made a field trip to the 
Gumbinner agency to study agen- 
cy operations. % 

“Learn your specialty on the 
outside. Develop it. Then you have 
a skill in which an agency will be 
interested,” Mr. Gumbinner said. 

“Many of the large advertising 
agencies,” he said, “conduct train- 
ing programs which are directed 
more toward finding an individu- 
al’s place in the business than in 
giving him an over-all education 
in advertising. 

“Development and success with- 
in the business will come faster if 
you know your skill before you 
look for an agency job.” 


= Mr. Gumbinner compared the 
advertising business with the med- 


Learn Ad Specialty, Develop It Before You 
Seek Agency Job, Gumbinner Tells Students 


| ical profession. “Fifty years ago,” 
he said, “a medical student gradu- 
‘ated into general practice. Today, 
| he decides what his specialty will 
|be and studies to meet that call- 
| ing. The same applies in advertis- 
| ing today—we are in the age of 
| specialization.” 

| Mr. Gumbinner has headed the 
|agency bearing his name for 32 
years. 

The Triad League is celebrating 
its 42nd year of continuous activ- 
ity. It is said to be the oldest stu- 

| dents’ commercial organization af- 


| filiated with a major university. 


Retailer Sets Up 


‘Scholarship Fund 


for Future Admen 


DetTrROIT, March 14—Men’s 
clothing retailer Harry Suffrin has 
set up a $5,000 annual advertising 
scholarship fund to counter what 
he calls “a declining interest a- 
mong college students in retail- 
ing.” 

The scholarship money will be 
available to juniors and seniors 
of the Universities of Detroit and 
Michigan and Wayne and Mich- 
igan State Universities on the basis 
of competition in making up ads 


“Operation Home Improvement” 
movement, Col gate - Palmolive | 
Co.. and Home Modernizing} 
Magazine are joining in a $100,000) 


BiG MONEY—Here is one of the large window or in-store posters be- 
ing used to promote the $100,000 home improvement contest spon- 
sored by Home Modernizing Magazine and Colgate-Palmolive’s Vel. 


prize contest scheduled for 
launching April 1. 

In the name of its Vel detergent, 
Colgate will conduct an “all-out” 
advertising drive and will distrib- | 
ute the 25,000,000 contest blanks. 
Home Modernizing will provide} 
the prize money, offering a first 
prize of $10,000 for the best 50- 
word essay on planned home im- 
provement. There will be 1,212 
other prizes. 

The semi-annual magazine will 
promote the contest in its spring- 
summer issue with 11 color 
spreads, each for a_ different 
home improvement category. Vel 
will use its radio and tv programs, 
plus magazines, newspapers and 
point of sale. 


& Johnstone. Mr. Warwick joined 


and plans board chairman. Muriel 
Johnstone recently left to set up 
her own agency (AA, Dec. 26, 55). 


J. R. WARWICK is new name in 
Morey, Humm & Warwick, New 
York, effective April 2. The agency 
has been known as Morey, Humm 


the agency three years ago as vp 


eis ee 


in three categories: merchandise, 
service, and holiday institutional. 

A panel of seven professional 
admen will judge the entries, and 
winners in each category at all 
four schools will get awards rang- 
ing from $650 to $200. Winners 
and semifinalists also will be 
given a chance to take the Ameri- 
can Assn. of Advertising Agencies 
advertising aptitude test at Suf- 
frin’s expense. 

The award-winning ads will be 
published as part of Suffrin’s reg- 
ular newspaper advertising sched- 
ule in the three local dailies. 
James P. Chapman Inc. is Suf- 
frin’s agency. 


Meade & Co. Adds One 

Meade & Co., Boston, has been 
appointed New England and upper 
New York advertising represent- 
ative of Super Market Merchan- 
dising, New York. 
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Unlike iodine and other harsh liquid anti- 
septics which may sting and actually burn 
delicate tissues—new Unguentine works 
these four ways: 
1. Relieves pain fast! 
2. Provides long-lasting protection 
against infection! 
3. Promotes healing! 
4. Prevents gauze {rom sticking 
to the injury! 


For scrapes and burns—helps ease the pain! 
Soothe on—no sting! Wash off—no stain! 


UNGUENTINE® 


wih DIANESTOL® 
the miracle pain-reliever 
PAIN KILLER—More than a score of 
magazines will carry this ad next 
month for the new improved Un- 
guentine “with Dianestol, the mir- 
acle pain reliever.” Benton & 
Bowles, New York, is the agency 
for the Norwich Pharmacal prod- 
uct. 


Travel, Too, Hath 
Charms; ‘Charm’s’ 
Pages Will Cover It 


New York, March 15—Charm 
magazine is expanding its cover- 
age of the travel market and will 
now feature the subject in its 
columns monthly. 

Frances Koltun, formerly asso- 
ciate fashion and merchandising 
editor, has been appointed to the 
newly created post of travel and 
vacation editor. David Millar Jr., 
previously with the magazine’s ad- 
vertising sales staff, has been 
named travel manager. 

The magazine’s new travel con- 
cept was launched this past week 
in a series of meetings at which 
travel industry leaders were told 
details of the travel program. 


Teleradio Puts 
WGTH on Block 


HARTFORD, March 14—In a move 
reportedly aimed at clearing the 
path for an owned radio station in 
Washington, D. C., General Tele- 
radio Inc. has put Station WGTH, 
Hartford, on the block. 

The corporation’s Washington 
goals embrace WGMS, the “good 
music station,” which recently an- 
nounced an affiliation with Mu- 
tual Broadcasting System, Tele- 
radio subsidiary (AA, March 12). 
In order to buy WGMS, however, 
the company will have to reduce 
its roster of owned stations by 
one—hence, it is said, the an- 
nouncement that WGTH is for 
sale. 

Only last year General Tele- 
radio sold WGTH-TV to Columbia 
Broadcasting System in a deal 
approved just a few weeks ago. 


Parker Moves Office 


Parker Advertising, Saginaw, 


Mich., has moved to larger quar- 
ters at 112 N. Michigan. 


Two Chains Hit 
Back at FTC on 
Ad Allowances 


WASHINGTON, March 


lenged the 


Trade Commission complaints 


an unfair trade practice for dealers 
to solicit promotion allowances 


are not available to others. 


said today that it has 5,000 sup- 


| not know, could not know and 
should not know” the practice of 
its suppliers in furnishing services 
and facilities to others. Giant Food 
Shopping Center, Washington, 
joined Food Fair in declaring the 
FTC’s efforts to hold them respon- 
sible for the legality of promotion 
allowances they receive would not 
be in the public interest. 
Complaints were issued against 
the two chains in November, as 
FTC opened a drive to curb big 
distributors who have been receiv- 
ing advantageous promotion allow- 
ances from suppliers. While FTC 
has tried, unsuccessfully, to use 
the Robinson-Patman anti-price 
discrimination act to stop dealers 
from soliciting benefits, the Food 
Fair-Giant complaint represented 
the initial effort to brand these ac- 
|tivities as unfair trade practices 
| under the basic FTC act. 


® In its complaint FTC said Food 
Fair, which operates 200 stores, ob- 
| tained $216,770 from 278 suppliers 
who participated in an “anniver- 
sary” sale, and that Giant, with 28 
stores, collected $31,000 from 134 
_ suppliers. FTC also issued com- 
|plaints against eleven suppliers 
who participated in the promotion. 
In each of these instances the com- 
mission contended the suppliers 
were giving allowances to Food 
| Fair or Giant which were not pro- 
|vided for other outlets which sell 
in competition with these chains 
| (AA, Nov. 28, °55). 

Food Fair’s answer today says 
| any effort on its part to ascertain 
‘the services and facilities which 
suppliers make available to its 
'competitors “would inevitably re- 
| quire a degree of cooperation be- 
tween itself and the supplier 
against other buyers that would of- 
fend other anti-trust statutes.” 


= Food Fair said promotions of the 
type it conducts have been “long 
understood and practiced by hon- 
orable opponents in trade,” and 
that such promotions enable it and 
other supermarkets “to wage com- 
petition, vigorously and effectively, 
against the larger chains.” 

Food Fair warned it felt FTC 
was interfering with its constitu- 

(Continued on Page 101) 
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big eastern food chains today chal- J 
legality of Federal | @ 


which seek to establish that it is| 


while having reason to know they | 
Food Fair Stores, Philadelphia, | | 


pliers and it “has not known, does | 
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IVER NOTICE? A MAN WHO ENJOYS C'IGARS ENJOYS LIFE 
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GOOD HUSBAND—This ad for Cigar 

Institute of America, designed to 

attain feminine approval of cigar- 

smoking men, will run in August 
Life. 


Cigar Institute 
Sets $200,000 
Drive for ‘56 


Cuicaco, March 14—The board 
of directors of Cigar Institute of 
America yesterday ratified the in- 
stitute’s 1956 advertising budget 
and program. The group met at the 
convention of the National Assn. of 
Tobacco Distributors. 

The first ad will break in the 
June 4 issue of Life. Seven b&w 
page ads in Life already have been 
scheduled, and the campaign will 
run through December. Eugene L. 
Raymond, executive director, told 
ADVERTISING AGE that the program 
may be expanded in the fall to in- 
clude daily newspapers. 

The institute’s budget this year 
will hit about $200,000—the same 
as for 1955. Mr. Raymond, how- 
ever, hinted strongly that cigar 
manufacturers may come up with 
extra appropriations for advertis- 
ing later this year. He made it 
clear, however, that manufacturers’ 
dues to the institute will not be 
increased. (Manufacturers pay $1 
for every $1,000 in sales for insti- 
tute advertising.) 


® The new approach in cigar ad- 
vertising will be slanted toward 
women (without asking women to 
become cigar smokers). The ads 
will attempt to overcome the pre- 
judice that many women have to- 
ward cigar smoking by pointing 
out that men enjoy cigars and that 
cigar-smoking men make _ good 
husbands and fathers. Doherty, 
Clifford, Steers & Shenfield, New 
York, is handling the drive. 

For the past three years the in- 
stitute advertised exclusively in 


dailies and Sunday sports pages. | Carlo, two for 55¢; and Palma Can- 
dela for 26¢ each. Emil Mogul Co. 


Prior to this, the institute (founded 
(Continued on Page 6) 


' vertising in the U.S. within a dec- 
'| ade will reach a staggering $16 bil- 


ler at the national convention of 


| 
nite | 


Advertising in U.S. Will Reach 


Folding Box Group 
Gives 1956 Awards 
For Best Cartons 


San Francisco, March 13—Ad- 


lion annually, it was predicted here 
yesterday by Don Belding, chair- 
man of the executive committee of 
Foote, Cone & Belding. 

Mr. Belding was keynote speak- 


the Folding Paper Box Assn. of 
America. The advertising execu- 


‘56 Production of 
Newsprint Exceeds 


Consumption to Date 


New York, March 15—Despite 
record breaking consumption of 
newsprint in January and Feb- 
ruary, production during the first 
two months of 1956 continued to 
out-pace consumption. 

American Newspaper Publish- 
ers Assn. released figures today 
showing that for the first two 
months of ’56, total U. S. news- 
print consumption was 1,052,653 
tons compared with 985,186 tons 
for the same period of ’55. 

Newsprint Service Bureau re- 
ports North American newsprint 
production for the first two 
months of ’56 was 1,307,916 tons| 
compared with 1,198,919 tons for} 
the corresponding period of ’55. | 

Thus there is an apparent sur-| 
plus of production over consump-| 
tion of 255,263 tons for the first 
two months of 56. However, mill 
inventories are lower this year 
than they were a year ago. Man- 
ufacturers’ stocks Feb. 29, ’56, 
aggregated 119,881 tons, compared 
with 172,011 toms at the end of 
February, 55. 

At the end of February, ’56,| 
publishers’ stocks of newsprint on 
hand were 27 days’ supply, and 8 
days’ supply was in transit, for 
the average of all daily newspa- 
pers reporting to ANPA. There 
were 32 days’ supply on hand and 
6 days’ supply in transit at the 
end of February, ’55. 


New Cigar Campaign Launched 

Gradiaz, Annis y Ca., Tampa, 
Fla., has launched a new advertis- 
ing campaign for its Customrold 
Havana cigars with once-a-week 
insertions of 260 lines through June 
in weekday editions of the New 
York Herald Tribune, New 
York Post, New York World-Tele- 
gram & Sun and Newark News. 
The campaign will feature Cedar- 
oma cigars at 35¢ each; Monte 


is the agency. 


Silver Shield, debt-pooling organi- 
zation, signs consent to stop do- 
ing business Page 16 

Otte & Co., overseas-only agency, 

; last year became first to hit $5,- 

Mutual Benefit Life offers super- 
visory training program to in- 
dustry Page 21 

Green Giant’s despondent pea ends 
ad series by joining Foreign Le- 
gion 

Shareholding Americans will stop 
socialism, Lewis Gilbert says in 
book 

State Dept. fears Maryland anti- 
alien brewer bill may hurt for- 
eign relations ...--Page 26 


Champ Hats boosts fall ad 
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Highlights of This Week's Issue 


budget 30% to introduce new 
hats 
Meat pre-packaging may boost 
profit margin, Canadian butch- 
ers say Page 31 
ABC offers to coach political 
candidates in television deport- 
ment 
Worcester adclub says, “Get the H 
out of Worcester” to outsid- 
ers 
Strikers ask viewers to boycott 
KOA stations and their advertis- 
Florida Citrus Commission finds 
retailers spend $5 in ads for 
every $1 it spends ....Page 39 
Brand name retailers awards to go 
to 120 retailers ........Page 42 
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Dobin Advertising proposes to ed- 
ucate clients in agency opera- 
OE. «oc kins eee cdin 


Eastman Kodak will use newspa- 
pers, tv in spring drive . . Page 45 


REGULAR FEATURES 
Advertising Market Place 
Coming Conventions 
Creative Man’s Corner 
Editorials 
Empleye Communications 
Getting Personal 
Looking at Radio & TV 
Leoking at Retail Ads 
Obituaries 
On the Merchandising Front .................... 
Photographic Beview on.n..c.cccccccccccccresneeee 
Production Tips 
Rough Proofs 
Sal in Ads 
This Week in Washington 


Voice of the Advertiser . 
What They're Saying ..... 


= $16 Billion by ‘65, Belding Predicts 


tive also predicted that the next 
decade will see earnings averaging 
nearly $7,000 per U.S. family. 

Sole qualification attached by 
Mr. Belding to his two predictions 
was that “our citizens themselves 
must be willing to do everything in 
their power to see that the three 
legs upon which our economy rests 
remain firm and strong.” 


@ Mr. Belding said that “the 
merchandising revolution which 
member manufacturers of the 


Folding Paper Box Assn. helped 
usher in through development of 
the packaging art will continue at 
an accelerated rate, with some su- 
permarket inventories reaching 6,- 
000 items by 1960 against the pres- 
ent 5,000. 

“Consider what a responsibility 
that puts on the design and print 
material of the folding paper box,” 
Mr. Belding said. “The manufac- 
turer must pre-sell the item 
through advertising before the cus- 
tomer gets to the store, then the 
package must do the reminding 
job.” 

Mr. Belding also foresaw, “if all 
goes well,” an alltime high of 76,- 
000,000 civilian jobs by 1965, an 
average work week of 35 hours, 
paid vacations vastiy over the 
present 40,000,000, a highly accel- 
erated rate of invention and auto- 

(Continued on Page 101) 


pEBUT—Pathecolor 
ran this circular die cut insert in 
photo trade journals last month 
to announce its entrance into the 
color film processing field. 


COLORFUL Ine. 


Pathecolor Enters 
Color Film Field: 
Runs Circular Ad 


New York, March 13—Pathecol- 
or Inc., a new division of Pathe 
Laboratories, recently announced 
its entrance into the field of color 
film processing with a circular die 
cut insert in photo trade journals. 

The ad resembles the company’s 
trademark, having a big red roos- 
ter as the focal center. Printed on 
heavy stock, it pops out at the 
reader. It was dreamed up by P. 
B. Nortman, general manager of 
marketing of Pathecolor, and pro- 
duced by Fuller & Smith & Ross, 
the company’s agency. 

Pathecolor is planning an ad- 
vertising drive in consumer and 
trade magazines, newspapers, local 
tv and radio, plus point of sale 
material and a merchandising pro- 
gram, to get its share of the $100,- 
000,000 color processing market. 

The new division was set up fol- 
lowing a consent decree by East- 
man Kodak Ce., in which Eastman 
agreed to limit itself to 50% of the 
color processing market by i961. 
Pathecolor currently is building a 
million dollar processing plant in 
the New York area which wili in- 
corporate its own technical im- 
provements on. existing machines. 
The plant will cpen this spring, 
and three other plants are planned, 
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Bill Langley Opens Studio 

Bill Langley, photographer spe- 
cializing in advertising and indus- 
trial fields, has opened new stu- 
dios at 1400 Slocum St., Dallas. 


Growing 
TWICE 


as fast as the total 
market... thai’s the 


CATHOLIC MARKET 


Catholic 
33.5%, in 1954. 
National pepulation increased 
only 16.2%, in 1954, 
For any fact or facet about 
The Catholic Market write or phone 
CATHOLIC NEWSPAPER 
ADVERTISING BUREAU 
Grand Central Terminal Bidg. 
New York 17, New York 
MUrray Hill 6-7571 


CAMBRIDGE, Mass., March 12— 
Federal Trade Commissioner Low- 
ell Mason predicted today the 
deluge of “gyp advertising” on 
radio and tv will soon lead to 
new legislation giving his agency 
additional power to keep question- 
able commercials off the air. 

He told the Harvard Marketing 


|price you pay for some good free 
shows.” 

But “the American home is be- 
ing deluged from morning until 
night with spurious tv-radio ad- 
vertising claims, gimmicks and the 
clamor of shills,” he said. 

“The situation cries for correc- 
tive measures,” he said, because 
“viewers and listeners are un- 
doubtedly being bilked of fabu- 
lous sums and the industry is let- 
ting itself be strangled by the 
sharpshooters.” 


s The huckster in the parlor is 


Club he is prepared to put up with | 
over-commercialization “as the} 


Gyp Advertising on Radio, TV Leading to | 
Laws Empowering FTC Action, Mason Says| 


strictly a by-product of a new and| 
mushrooming industry, Commis-| 
sioner Mason explained. “We see 
excesses due to commercial juven- 
ility every day at Federal Trade.” 

He said movies, deep freezes, 
aluminum storm windows, base- 
ment waterproofing, attic insula- 
tion, antihistamines, chlorophy] “all 
fell victim to the carpetbagger 
out to make a quick sell” while 
the stuff was new. 

The only difference between 
these businesses and the radio 
and tv industry is the latter is a 
lot bigger “and it doesn’t have to 
put its foot in the front door to) 
get in the house.” 
® He said the broadcasting indus- | 
try “has in a sort of a dilettante) 


manner” tried to deal with the) — 


excesses. 

“Take television, for instance. 
There is the Television Code Re- 
view Board, which accomplishes 
some good in cutting down the 


FIGHT NIGHT— 
Harris Perlstein 
(left), chairman, 
Pabst Brewing 
Co., and James 
D. Norris, presi- 
dent, Interna- 
tional Boxing 
Club, renew the 
contract for 
Pabst’s “Wed- 
nesday Night 
Fights.” Stand- 
ing are Harold 
Morgan (left), 
vp and treasurer, 
American Broad- 
casting Co., and 
Leo Burnett, 
chairman, Leo 
Burnett Co. 


bump and grind girls, leg art, 
beer guzzling and cigaret gasping, 
but as for doing any effective 
work in preventing the kind of 
misleading advertising that the 


he explained. 

He wouldn’t want FTC passing 
on honest commercials, no matter 
|how bothersome they might be. 
“Even the New Deal in its palmi- 


a 


ee ee ee 


Federal Trade Commission could/est of days, with all its vaunted 
stop if it had the money, I would/plans for the protection of the 
say the board works at an ex- | public from the cradle to the 
tremely low point of visibility. |grave, never offered to shelter us 
“Back in 1953 the Television|from bores—either the neighbor 
Code Review Board issued its|over the fence or the radio station 
‘first report to the people of the! on the air.” 
United States,’ an impressive title, | 
but you won’t find any mention of # Because nothing effective is be- 
bait and switch ads where the re-|ing done elsewhere, he said, “I 
view board took away the right predict that in the next session of 
to use their seal of approval. Congress a joint resolution of both 
“I doubt if the seal has accom- houses will direct the Federal 
plished anything besides giving a| Trade Commission to make an ex- 
false sense of security to the gim-|haustive study of that phase of 
mick purchaser who sees it in | radio and tv industry bearing on 


Busy people do judge a 
book by its cover... 


Whether they realize it or not, busy people do judge a book by its cover. 
An attractive cover helps to catch your prospect's eye—helps get him in- 
side your sales literature. 


THE BRIGHTER BLUE-WHITE and choice of eight handsome colors of 
Hammermill Cover provide a sparkling background for promotion pieces 
—give you a wide choice of ways to spark up your covers. And there's a new 
bright white, available at slight extra cost, for “special effects” printing. 


CLEAN, COLORFUL HAMMERMILL COVER prints as well as it looks. Its firm, 
uniform surface improves the appearance of both letterpress and offset 
printing. Strong, virgin fibers give sharp, even embossing. And its high 
bulk-to-weight ratio gives it important, “heavy” feel. 

If you design your booklets for long-time use, Hammermill Cover's 
extra strength can give them added life. It takes repeated openings and 
closings without cracking at the fold. 

Next time you're preparing a booklet or catalog, ask your printer to show 
you samples of Hammermill Cover. And remember, for a cover job, there's 
no paper like a good cover paper. The Hammermill Paper Company, Erie, Pa. 


pamMmMe Ria 
wr COVER —“ 


SY THE MAKERS OF HAMMERMILL BOND 


FOR CATALOGS - BOOKLETS 
MENUS + PRICE LISTS - FOLDERS 
BROADSIDES - MANUALS 


close proximity to some very elu- 
sive promotions. There have been 
no more reports,” he said. 


= In the field of radio, he said, 
“there isn’t even this token pay- 
ment to virtue. There is no radio 
code review board and with the 
radio fight for business as hot as it 
is, one can expect little united ac- 
tion toward cleaning their Aegean 
Stables.” 

He insisted he bears no grudge 


against ordinary commercials, even | 
the disturbing ones. “Personally, | 


I like over-commercialization be- 
cause it tells me what not to buy.” 

“Like the old fashioned saloon 
of by-gone days. If you wanted 
the free lunch you had to take a 
schooner of beer along with it,” 


| the advertising and promotional 
| techniques used by broadcasters. 
“And I predict this will be an 
investigation in depth. By that I 
j}mean not just a survey of moni- 
|tored broadcasts. That would give 
lonly the effect and not the 
causes,” he added. 
| Commissioner Mason said he felt 
| that because of “the ephemeral yet 
pervasive quality” inherent in ra- 
|dio and tv advertising some “speed- 
‘up to automatic sanctions” will be 
proposed to deal with the prob- 
lem. One plan would be to give 
full faith and credit to FTC cease 
and desist orders “so that a pro- 
moter would be denied the use 
of the air waves once the broad- 
caster received notice of the sanc- 
| tion against him.” 


ADVERTISEMENT 


The ‘‘man’’ from Cunningham & Walsh 


... 8elling sewing machine attachments 


This time the “man” is Miss 
Kate Urquhart of our advertis- 
ing agency, working at the point 
of sale. 

Why at the point of sale? Sim- 
ply because it’s the one place to 
get the sales facts straight. 

That’s why it’s a policy of our 
agency for writers, art directors, 


account executives, radio and TV 
people to work at the point of 
sale one week a year. 

It takes a lot of hard work. 
But that’s why our advertising 
works so hard. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 
MUrray Hill 3-4900. 
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IF YOU’RE OUT 
WHEN THE TIDE’S IN... 


WATCH OUT! 


Our FREE “idea File” and illustrated brochure 
can be a real life-saver! Contains a 

collection of point-of-sale ideas that get 
results. Drop a line to Chicago Show Printing 
Company, 2640 N. Kildare, Chicago 39. 


Merchandising at ma POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use * Animated Displays 
* Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik’ Self-Stik Displays 
* Mystik” Can and Bottle Holders * Mystik” Self-Stik Labels 


* Econo Truck Signs * Booklets and Folders 


Sometimes you can get in over your head before you know it. 
Take Merchandising at the point-of-sale for instance. 

If allowed to lag behind your advertising campaign, your 

whole program may be swamped. And that’s where Chicago Show 
can come to the rescue. Our nation-wide organization is 
staffed with experts who have the know-how and facilities, to 
save your point-of-sale program, before it flqunders. 

Backed by more than SO years’ experience serving advertisers 
large and small, we produce sales-stimulating point-of-sale 
merchandising programs that create traffic—but more 
important— pay off where it counts, at the counter. 

Let us show you how to breathe new life into 


your point-of-sale program. 


Trademark Mystik Revistered 
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PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly ond base 
decisions on accurate facts with service by 


(STABUSLD ORB 
PRESS CLIPPING BUREAU 
BArclay 7-537! 
165 Church Street New York 7, N.Y. 
And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 
in two practical sizes; rubber cement; 
plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7. N. Y. 


Cigar Institute 
Sets $200,000 
Drive for ‘56 


(Continued from Page 3) 
in 1949) used Life and The Satur- 
day Evening Post. 
Joseph Kolodny, managing di- 
rector of National Assn. of Tobacco 


Distributors, told members that al-| 
though they play a vital role in the | Parodi Cigar Co., New York, told | ment to eliminate cigar tax stamps 
| American economy, they have been| NATD members that advertising 


“taken for granted.” 

He pointed out that agriculture, 
labor, railroads and other modes of 
transportation, oil companies and 
utilities have received benefits 
from governmental bodies but that 
the wholesaling industry has been 
“ignored and neglected.” 


® Mr. Kolodny pointed out that 
although many products are heav- 
ily pre-sold through advertising 


|and promotion, the advertising is 
wasted if the products are not 


chase. 

“No one has devised a method of 
assuring unimpeded consumer loy- 
alty to a product unless it is con- 
veniently available in a maximum 
number of retail outlets,” he said. 
“Advertising cannot consummate 
sales for goods that are absent from 
retail shelves. No brand can last- 
|ingly sustain its market position 
| without the bulwark of pin-point 
| distribution.” 

Robert J. Keating, director of 


| programs would be twice as effec- 
tive if point of purchase material 
were used in retail stores. 
He told the distributors that they 
should look upon point of purchase 
| material as an asset, and he de- 
|clared that distributors should show 
retailers how to use the displays 
effectively. Retailers need mer- 
chandising help, he said, and he 
suggested that distributor salesmen 
| Should keep themselves up to date 


A UNIQUE SALES ADVANTAGE ACCRUES 
TO THOSE WHO INCLUDE T.R. IN THEIR 
ADVERTISING PROGRAMS 
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At the vital moment when purchase is first contemplated, 
T.R. is habitually consulted by U.S. Industry for the Com- 
plete, advance picture of all available sources of supply. 


The fact that this important first contact produces con- 
crete results, can be substantiated by the continuous annual 
increase in the number and quality of T.R. advertisers . . . 


11,648 Advertisers in 1956 Edition. 


The dominant function of Thomas Register 
to iis advertisers can best be defined by 


READERSHIP Ze 730 


THOMAS PUBLISHING COMPANY 


BUYERSHIP ‘00% 


461 EIGHTH AVENUE 


NEW YORK 1, NEW YORK 


on the best ways to use the mate- 
rial. 


available for consumers to pur-| 


'™ The design of cigar packages can 
|be very important in boosting 
sales, said John F. Des Reis, presi- 
dent of Consolidated Cigar Sales 
Co., New York. 

“Today’s impulse-buying public 
is constantly on the alert for fresh 
new package designs,” Mr. Des 
Reis said. “Package design has, 
/}once and for all, refuted the idea 
|that a cigar is a cigar, no matter 
what the box looks like. The recent 
|decision of the Treasury Depart- 


‘can have an important bearing on 
this phase of our industry.” 

Mr. Des Reis predicted that re- 
tail cigar volume could reach 
$585,000,000 this year if “everyone 
did his job.” He and other speakers 
urged closer cooperation between 
distributor and manufacturer if the 
industry is to prosper. 


Cunningham, Murphy 
to Discuss Premiums 
at PAAA Meeting 


Cuicaco, March 16—Premiums 
from the agency and supermarket 
viewpoint will be discussed March 
20 by John P. Cunningham, presi- 
dent of Cunningham & Walsh, and 
Donald M. Murphy, director of 
public relations and sales promo- 
tion of Lucky Stores Inc. 

The two men will speak at the 
premium advertising conference of 
the Premium Advertising Assn. of 


America during the National Pre-| 


mium Buyers exposition here. The 
show will be held from March 19 
through March 22. 

Mr. Cunningham will discuss 
“The advertising agency and pre- 
mium promotions.” Mr. Murphy 
will talk on “Premiums in super- 
market merchandising.” Also on 
'the program is Glenn R. Fouche, 
president of Stayform Co. The 
|show will feature more experi- 
enced premium suppliers and a 
‘wider variety of premium items, 
according to Gordon C. Bowen, 
president of the Premium Adver- 
| tising Assn. of America. 


Advertising Age, March 19, 1956 


Free & Peters 
Becomes Peters, 
Griffin, Woodward 


New York, March 15—One of 
the pioneer station representatives 
has a new name. This week Free 
& Peters became Peters, Griffin, 
Woodward Inc. 

H. Preston Peters, who teamed 
up with James L. Free in the 

1930s in Chicago, 

remains as presi- 

dent of the com- 

pany—a post he 

has held since 

May, 1942. Mr. 

= Free retired from 

— » active manage- 

. : ment of the com- 
pany in May, 
1946. He now 
lives in Santa 
Barbara, Cal. 

The new names 
in the corporation title belong to 
Lloyd Griffin, who joined Free & 
Peters in 1945, and Russel Wood- 


H. P. Peters 


Lloyd Griffin Russel Woodward 


ward, who has been with the or- 
ganization since 1934. Mr. Griffin 
is vp and director of television. 
|Mr. Woodward is exec vp and di- 
rector of radio. 


Mason & Mason to Sheriff 

Mason & Mason, Chicago maker 
of root beer and other soft drinks, 
has appointed Walker B. Sheriff 
Inc., Chicago, to handle its adver- 
tising. Plans call for promotion in 
local markets through Mason li- 
|censed bottlers, with emphasis on 
|Legra, a new lemon-and-grape 
|fruit flavor. Irving J. Rosenbloom 
| Advertising Agency formerly han- 
dled the account. 


| More than 6,000 advertising and | 
sales executives are expected to Latex Names Madden VP 


view the 350 exhibits. More of the 


premiums will be in quality lines, 


ranging from soft goods to major 


appliances, than in the past, Mr. 
Bowen said. 


Edward Madden, formerly vp of 
Motion Pictures for TV, has been 
appointed vp of the Internationa! 
Latex Corp., New York, manufac- 
turer of Playtex products. 


GEORGE BENNEYAN, Special Projects Coordinator, LOOK 


Magazine, says: 


and especially to the 


/Y]/ 


“LOOK is using dramatic TDI suburban station posters 
to tell the story of its editorial concept to the discrimin- 
ating and influential people who live in the suburbs . . . 


important business people who 


commute from the suburbs.” 


TRANSPORTATION DISPLAYS, INC. 
GRAND CENTRAL TERMINAL BLDG. * NEW YORK 17° MU 6-3456 
STATION POSTERS & DIORAMAS + CAR CARDS + TIMETABLES 
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SELL YOUR PRODUCT where farm in- 
come is twice the national average. Sell Iowa! 
Men like Alvin E. Brown of Black Hawk 
County and his fellow Iowa farmers are big 
spenders because they are big producers. 
They raise approximately one-tenth of the 
nation’s food supply. Selling Iowa’s “Mr. 


SHAKE HANDS WITH Waa FARMER 


low Homestead 


1OWA..- THROUGH anaes 
awe aera 


Browns’’ is easier than you think. You can 
do it by concentrating your advertising in the 
publication 9 out of 10 of lowa’s best farm 
families read regularly—Wallaces’ Farmer 
and Iowa Homestead. They prefer it for all 
farm and home information (see chart). Why 
not let us send you the complete facts? 


Wallaces’ 
Farmer 
PUBLICATIONS DEPENDED * 


51.0% ON MOST BY IOWA FARM 

OPERATORS FOR INFOR- 
MATION ON “FERTILIZERS 
AND ROTATIONS.” 


Farm 
Mag. A Farm 

Mag. B Farm Farm 
9.0% Mag. C Mag. D 


4.8% 


2.6% 1.9% 


"From “inFarmation Please No. 2’, area samoling survey 
conducted by Statistical Laboratory of lowa State College. 


WALLACES’ FARMER aad IOWA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER * DES MOINES, IOWA 
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50 Years of ‘No 
Claims’ Ads Built 
Coke, Says Coste 


(Continued from Page 1) 
people they will enjoy it. We have 
told people that Coca-Cola always 
keeps good company. We've said, in 
effect, that wherever there is fun, 
there is Coke. 

“We don’t prescribe Coke for 
certain hours of the day—on the 
hour. We don’t claim any built-in 
Jersey bounce. We don’t even 
claim that doctors sometimes pre- 
scribe it for babies—which they do. 
We just say Coke is refreshing.” 


= Mr. Coste admitted that “many 
people” have asked why Coke 
switched to McCann-Erickson after 
nearly 50 successful years with 
D’Arcy Advertising. He gave this 
reply: 

“There was nothing mysterious 
about the change. I did not decide 
it, nor did any other individual. It 
was the unani- 
mous decision of 
a committee of 
five, by ballot. 
Naturally, we ex- 
pect McCann to 
do a good job for 
us. But one com- 
pelling reason 
was that our 
steady develop- 
ment abroad 
seemed to us to 
require an inte- 
gration of all our advertising. 
Since McCann has for years 
handled most of our foreign ad- 
vertising, this factor was a ma- 
jor consideration in making the 
choice.” 

Mr. Coste treated the adclub to 
an extended discussion of Coca- 
Cola advertising philosophy. He 
said that in its first year the com- 
pany sold 25 gallons of syrup and 
spent $46 on advertising. “If the 
same ratio of advertising to sales 
had been maintained, our current 
budget would be something over 
$300,000,000 a year,” he added, 


Felix Coste 


a “Within six years, Coke was 
promoting its first slogan,” he con- 
tinued. “It was ‘Delicious and Re- 
freshing.’ Just as simple as that. 
We have had a half-dozen slogans 
over the years, every one of them 
designed for a specific purpose. 
‘Thirst knows no season,’ for ex- 
ample, was developed for winter 
sales. In those days, soda fountains 
closed up in the winter. Storekeep- 
ers used our coolers to keep pota- 
toes in. But now we sell more Coke 
in the winter than we formerly 
did in summer. 

“Our slogan, “The pause that re- 
freshes,’ is now in its 27th year. 
Our research showed that accident 
rates went up with fatigue, and 
efficiency went down. A refreshed 
worker was a better and safer 
werker. That is still true, so we 
still sell “The pause that refresh- 
es.’ ” 

Mr. Coste reported that Coca- 
Cola feels its advertising succeeds 
because it is “in balance.” He ex- 
plained this concept as follows: 

“The illustrations, the white 
space, the text, the media—all the 
attributes of advertising—are 
brought together in an attractive, 
effective whole. Similarly, the out- 
standing men of history are bal- 
anced men. They have strength, 
judgment, wisdom, courage and 
vigor in precisely the right com- 
bination. 


= “Truly beautiful women are 
really a balance of beauty. Many 
women have lovely hair, or lively, 
expressive eyes or appealingly cur- 
vaceous figures. But a great beauty 
has all of them—in balance. 

“We believe that such balanced 


advertising has been a major fac- 
tor in building up the high quality 
of our relations with the public. 

“Our advertising is unusual not 
only because we make it so. It is 
different because of the dictates of 
our sales problems, and we have 
them, believe me. We aren’t con- 
cerned mainly with the stubbornly 
slow-to-change male, as is Gillette. 
We don’t have to gather up and 
hold the mercurial fancy of wom- 
en, as does Revlon or Procter & 
Gamble. We aren’t pinpointed on 
the pot of gold, like Lincoln Con- 
tinental. Nor is our special target 
that of Rexall and A&P—the thrif- 
ty family with basic needs. 

“Our job is to reach and con- 
vince everybody—everybody, that 
is, who has graduated from Pab- 
lum and Gerber’s. Our advertising 
must be properly weighted geo- 
graphically for sales and sales po- 
tential. It must take into account 
the universality of the product, so 
that every economic and social 
stratum is included in the geogra- 
phy of sales. We must convince all 
people that Coca-Cola, ‘delicious 
and refreshing,’ is available only 
‘an arm’s length from desire.’ 


s “This puts special burdens on 
our advertising. We must constant- 
| ly develop the conviction of superi- 
jor quality, taste and social accep- 
|tance. Since we are enjoined by 
|the tenets of sound business and 
jethics from the direct claims ad- 
|vanced by imitators, we must go 
beyond ordinary techniques in the 
development of distinctive and 
sound formats. 

“However, innovations in layout 
and art, while often new and ar- 
resting, must nevertheless have 
that universality of appeal which 
has always distinguished the Coca- 
Cola presentation. Above all, our 
advertising cannot be simply plau- 
sible. It must have absolute be- 
lievability.” 

Mr. Coste also emphasized the 
importance of “research in depth” 
in marketing Coca-Cola. 

“Today,” he explained, “we can 
tell you not only precisely who 
drinks Coke and its imitators— 
and where and when and how they 
drink it—but we can tell you the 
same about coffee, tea, milk and 
beer. 


s “We know who drinks what 
with which meals. We know who 
drinks what before and after mid- 
night. Furthermore, we know it by 
age brackets and by income groups. 
We know the different drinking 
habits of Jew and gentile, of Greek 
and Italian. The only persons we 
haven’t studied are Eisenhower 
Democrats and Stevenson Republi- 
cans.” 

Mr. Coste had one warning note 
in his talk. He said that most of 
today’s advertising is “sound and 
honest.” He noted, however, that 
advertising has recently come un- 
der investigation by the U.S. Sen- 
ate, and he said that while the 
charges of fraudulent advertising 
are directed at only “a minuscule 
segment of our business,” they ap- 
pear on the surface to be an “in- 
dictment of the entire advertising 
business.” 

The Coke marketing director 
said the ad business has done “an 
outstanding job” in raising ethical 
standards since 1915. But he added: 
“We must in future be even more 
efficient in policing our business. 

“We must find within our own 
ranks some means of exposing and 
holding up to public ridicule the 
nefarious practices we despise. We 
must stamp out such practices be- 
fore they can become subject to 
congressional inquiry. 

“To aid any such serious effort, 
Coca-Cola would do its utmost.” 


Maurice E. Collins Moves 


Maurice E. Collins, Chicago 
publicity and public relations 
company, has moved its offices to 


75 E. Wacker Dr. 


re 


Kroll Cherry 


pO ree Bae lly 


Young Gormley 


BeEst—Gordon C. Young, exec vp and advertising manager, Life 

Savers Corp., accepts the gold medal for the best outdoor poster of 

the year. Burton Cherry, president, Art Directors Club of Chicago, 

which sponsors the annual outdoor art competition, presents the 

award. Looking on are Alex Kroll, vp, Young & Rubicam, New 

York, Life Savers’ agency, and John P. Gormley, vp, Outdoor Ad- 
vertising Inc., Chicago. 


Consumers Can Trade Boxtops for Movie 
Tickets, Save 25%, in Cinema Diorama Plan 


New York, March 15—In a new 
tie-up between theaters and na- 
tional brands now getting under 
way in the New York metropolitan 
area, a label or boxtop is worth 
25¢ on a movie ticket. 

Called the Movie-Tix Plan and 
organized by Cinema Divrama Ad- 
vertisers, the new promotion to 
date involves 187 theaters and five 
national brands: Borden’s instant 
coffee, Borden’s Starlac, Lever 
Bros. Good Luck margarine, Hoff- 
man beverages and Scott tissues. 
Four more national brands are ex- 
pected to sign up shortly. 

Participating theaters include 
the Paramount, Prudential, Rand- 
force, Skouras, Stanley-Warner 
and Walter Reade chains. 


® This is how this type premium 
works: The consumer buys the 
participating products and then 
sends four labels, boxtops, etc., 
plus $3 to designated newspapers 
or radio-tv stations and in return 
receives a book of theater tickets 
worth $4—a 25% savings on price 
of admission. Or he can send in 
two labels and $1.50 and get back 
a $2 book of tickets. 

Tickets are good for about nine 
months and special books are is- 
sued for each theater chain. 

Cinerama Diorama is also ne- 
gotiating to put the booklets on 
sale in several retail chains not 
competitive to supermarkets—gas 
stations for example. 


# Currently the promotion is re- 
stricted to the New York area, but 
within 90 days it will be extended 
to Boston, Chicago, Cleveland, De- 
troit and Philadelphia. Within a 
year, it will be expanded to every 
metropolitan area in the country. 

The company has alloted $400,- 
000 for a year’s promotion of the 
plan in the New York area, with 
relative amounts to be spent in 
each new area as the plan expands. 

Currently, “The Ted Steele 
Show” (WOR-TV) is introducing 
the new premium plan. Next week, 
coverage will include Ted Steele’s 
WOR-radio show, the “Bob and 
Ray Show” (WINS) plus several 
others not yet announced. 


s March 26 the campaign will be 
expanded to newspapers with a 
back cover ad in the New York 
Times, headlined “Save 25% 
Every Time You Go to the Movies.” 

This will be followed by full 
pages in the Daily News and Daily 
Mirror. 

After this introductory period, 
the campaign will settle down to a 
weekly 400-line reminder ad which 
will run in all the New York dail- 
ies in rotation. Simultaneously, the 
same size ads will rotate weekly 
in key metropolitan area newspa- 
pers, including the Jersey Journal, 
Long Island Press, Long Island 
Star, Newark News and Today. 

At present, the company plans 


to limit the program to 18 prod- 


ucts, but hastens to point out that 
there will never be more partici- 
|pants than can operate profitably. 
|The plan is also limited to one 
product in each field, and each 
|participating brand is encouraged 
|to use the “each label worth 25¢” 
|theme in its own advertising. 

Flint Advertising Associates is 
the agency. 


RAB Names Hardesty 
Manager, Taylor VP 


New York, March 15—The Ra- 
dio Advertising Bureau this week 
strengthened its executive staff 
with the appointment of a new vp 
and a general manager. 

John F. Hardesty, who rejoined 
the bureau in January as vp, was 
advanced to general manager. Co- 
incidentally, it was announced that 
Sherril Taylor is 
resigning as co- 
director of sales 
promotion and 
advertising for 
CBS Radio to be- 
come vp and di- 
rector of promo- 
tion for RAB, 
effective April 1. 

Mr. Taylor’s 
chief deputy will 
be Warren Boo- 
rom, who has 
been advanced from director of 
local promotion to promotion man- 
ager. He will supervise the national 
and local promotion departments. 

These appointments were an- 
nounced following a meeting of the 
RAB executive committee, which 
approved a revised budget for the 
first half of 56. This year’s budget 
is set at more than $775,000. 


Willits Heads Board 
at Campbell, McGlinn 
Is VP of Marketing 


PHILADELPHIA, March 15—Oliver 
G. Willits, vice-chairman of 
Campbell Soup Co.’s board, has 
moved up to chairman of the 
board. He succeeds James McGow- 
an Jr., who has retired but con- 
tinues as a director. 

Several executive changes have 
been made in Campbell’s market- 
ing and sales departments. 

John A. McGlinn Jr., formerly 
product marketing manager, has 
been elected to the new post of vp 
of marketing. H. G. Scowcroft, | 
previously director of marketing 
research, was appointed to the 
new post of director of marketing 
development with responsibility 
for marketing research and mar- 


Sherril Taylor 


Advertising Age, March 19, 1956 


Magazine Ads 
Paved Way for 
Outdoor Success 


(Continued from Page 1) 


Drake Bakeries, Brooklyn, and the 
Ken-L-Ration division of Quaker 
Oats Co., Chicago. 

“Our poster advertising is really 
an evolution of our magazine ad- 
vertising,” Mr. Young declared, 
proceeding to describe the compa- 
ny’s magazine ads as cleanly laid 
out, colorful and eye-catching and 
brief. 


® “You have probably caught on 
by now to the fact that we have 
been using all the approved tech- 
niques for a good poster, but 
we've been using them in magazine 
size rather than up to the large di- 
mensions of an outdoor board,” 
Mr. Young said. 

He went on to explain that Life 
Savers had little difficulty adapting 
magazine layouts to poster applica- 
tions. One problem they did en- 
counter, he noted, was disappoint- 
ment with the appearance of fin- 
ished posters after the artwork 
for them had been okayed. Solu- 
tion was to dummy up a full-size 
hand painted poster and put it in 
its eventual context—amid trucks, 
neon lights, traffic signal, etc. 
From this test, the art director 
could figure needed type and pack- 
age size changes or shifts in the 
layout, he explained. 


® Crediting Life Savers’ agency, 
Young & Rubicam, for winning the 
top advertising award, Mr. Young 
said the agency’s writers and art 
men did the main job; they got the 
ideas, whipped them into shape, 
presented them for approval. 

He called it “good old-fashioned 
horse sense” to let the agency do 
this job “unbothered by the adver- 
tiser.” 

“I would like to stick my chin 


|j}out at this point,” he said, “and 


say that the excellence and effec- 
tiveness of all American advertis- 
ing would be greatly improved if 
agencies did not have clients who 
kept breathing down their necks 
every minute, trying to master- 
mind each detail of their advertis- 
ing campaigns.” 


General Outdoor 
Net Hiked by Sale 
of Subsidiaries 

Cuicaco, March 15—General 
Outdoor Advertising Co. today re- 
ported net earnings from opera- 
tions in 1955 of $2,386,044 ($3.78 
per share after preferred divi- 
dends)— a slight gain over 1954 
earnings of $2,373,253 or $3.76 per 
share. 

GOA’s annual report showed 
that the company’s sales for last 
year hit $31,678,312. This is a gain 
of more than $2,000,000 over 1954 
sales of $29,646,632. 

In addition, non-recurring in- 
come amounted to $2,274,195, of 
which $1,871,782 was profit on the 
sale of capital stock in Pittsburgh 
Outdoor Advertising Co. and Ala- 
bama Outdoor Advertising Co. 
GOA sold its holdings in the two 
outdoor companies last October for 
$2,500,000, as part of a consent de- 
cree with the government, termin- 
ating a five-year anti-trust court 
battle (AA, Oct. 31, 55). 

The other non-recurring income 
item was excess of proceeds over 
cash surrender value of $1,000,000 
of insurance on the life of Kerwin 
H. Fulton amounting to $402,413. 


keting promotion, including the 
home economics department. 

W. B. Nixon, vp of sales, is now 
responsible not only for sales of 
all heat processed foods, but also 


frozen foods. 


Mr. Fulton, the first president of 
GOA and a pioneer in the outdoor 
field, died last Dec. 10, two months 
after he resigned from the GOA 


| board of directors. 
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———--_Battle of the Ratings: «> 


’ 


Gleason met Como head-on in February. The battle of the ratings got hotter. 
And TV GUIDE reported the background story on the rating free-for-all to 4,000,000 


families, in its issue of February 11. 


ote 


At the same time, TV GUIDE’s “advertising rating’’ continued to climb. 
February advertising volume went up a whopping 35% over a year ago. 


R. J. Reynolds Tobacco Co. started a series of 13 full-color back covers, 
promoting Camel and Winston cigarettes. The Aluminum Company of America 
began a new campaign of half-pages on an alternate week basis for its ALCOA 
Hour. And Lever Brothers Co., Swift & Co., Kraft Foods Co. and Firestone Tire 

& Rubber Co. placed new schedules in TV GUIDE. 


Important new advertising schedules are opening in TV GUIDE every month, 
because TV GUIDE delivers top-rated circulation. Newsstand sales of 3,200,000 are 
more than any other magazine’s . . . with over 1,000,000 sold in supermarkets 
every week... over 2,000,000 in drug stores and other outlets. 


Want to boost the rating of your product, program or service? See TV GUIDE 
about an advertising schedule in any or all of its 40 editions. 


America’s Television Magazine : 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO LOS ANGELES 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 6277 Seima Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 HOllywood 5-2103 
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THE HOUSTON POST... 
Orn im the Nation 


im Limege Gains, 1955 


The Houston Post gained 4,648,402 lines of advertising, making a grand 
total of 31,638,022 lines in 1956...the ninth largest gain in the nation. 
Advertisers are shifting to The Houston Post. No wonder. Advertising 

in the Post pays off- and pays off BIG! 


: 
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3,856,041 Lines Gained 


ais = % ze 


In total advertising linage in 1955, The 
Post outgained the Houston Chronicle by 
792,361 lines ...outgained the Houston 
Press by a fantastic 3,861,015 lines. This 
is additional proof that in the South's 
largest city, more and more advertisers are 
learning the superior value of The Houston 
Post as an advertising medium. 
A study made by Price Waterhouse & 
Company, one of the world’s leading audit- 
ing firms, covering the first four months 
of 1955, proved that The Houston Post 
contained 11.2% more news and features 
than any other Houston daily newspaper. si: 
More news and features means more in- ce 4 787,387 Lines Gained 
tensive readership . . . more intensive read- | - F | a 
ership means more responsiveness to your 
advertising message. 
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Based on analysis made by The Houston Post of data from A.B.C. Publisher's Statements. * 


Daily averages shown for the Chronicle and Press are their exact 6-day averages computed by The Houston Post 
from 5-day, Monday through Friday, and Saturday only averages submitted to the Audit Bureau of Circulations. 


The Post Outgains in 
All Six Major Categories 


In 1955 The Post showed the 
highest gains in all six of the major 
advertising categories. This is continuing 
proof that in Houston the trend is to 
The Post. 

There is one basic reason for 
} this accentuated swing to The Post and 
that is superior results — results that are 
causing more and more general adver- 
tisers to join with the outstanding Hous- 
ton retailers who list The Post as their 
Number | advertising medium. 

Get the facts on Houston through 
your Houston Post salesman or your Molo- 
ney, Regan & Schmitt representative. 


¢ 


Now Highest in History 


The Post’s amazing growth in circulation 
has come about without gimmicks or arti- 
ficial circulation stimulants. This outstand- 
ing growth in circulation is even more 
startling in light of the fact that The Post 
readers annually pay over a half million 
dollars more for the privilege of enjoying 
Texas’ Great Newspaper. But the fact is 
that Texans are more than willing to pay 
a premium price in order to read the best. 

Smart advertisers have seen this new 
circulation trend in Houston and are buy- 
ing wisely ... they pick The Post. 


Category POST Chronicle Press 
RETAIL 1,539,250 1,394,231 158,369 
GENERAL 599,660 251,723 — 104,107 
AUTOMOTIVE 513,226 272,927 248,530 
FINANCIAL 100,907 82,677 34,129 
CLASSIFIED 1,883,542 1,852,099 451,220 
LEGAL 11,817 (2,884 —754 
TOTAL 4,648, 402 3,856,041 787,387 


Linage gains, or losses January | through December 31, 


‘THE HOUSTON Post 


Written and Edited To Merit Your Confidence 


Nationally Represented Gy 


Moloney, Regan & Schmitt 


1955 vs same period 1954. Source: Media Records, 
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Media Can’‘t Evade This One 


In recent weeks there has been more than one indication of height- 
ened efforts to slow down and overcome some of the shameful ad- 
vertising which‘has become all too prevalent on the local scene. 

Unquestionably, the dealer setup in the automobile industry, and 
the frantic efforts of car manufacturers to push cars off the assem- 
bly line and into dealers’ hands, are responsible for a great deal of 
hysterical, importunate, truth-defying local advertising. But auto- 
mobile dealers didn’t invent misleading and dishonest advertising, 
and they have had a growing group of fellow travelers down the 
sickening pathway to deception and deceit. 

There are-—and we suppose there always will be—people who will 
sell you a $12,000 mink coat for only $298.50, or build a three-room 
addition to your house for only $2.75 a month (and no payments 
until a year from next Christmas); there are people who will al- 
ways trade on the never-exhausted stock of human gullibility and 
ignorance if we'll let them. 

It is part of the job of every decent person in the advertising and 
selling business not to !et these people get away with shoddy adver- 
tising and selling methods. And the advertising business, and par- 
ticularly advertising media, deserve a great deal of credit for so ac- 
tively supporting the work of the various Better Business Bureaus, 
which bear the brunt of the job of keeping people like this in line. 

But there is no overlooking the fact that supporting the Better 
Business Bureau, important as that is, is not the end of our respon- 
sibility in this area. Nor is there any gainsaying the fact that adver- 
tising media have a direct and important responsibility to keep this 
kind of advertising from reaching the public—a_ responsibility 
which they must exercise themselves and which cannot be delegated. 

Policing authorities, like the BBB, can do a great deal to correct 
misleading or dishonest advertising, and to deter its further appear- 
ance, but media can do even more by refusing to let it see the light 
of day in the first place. 

Granted, the problem is not an easy one. But it must be met, and 
it can be met, by continual pressure by media against the misleading, 
the false, the unbelievable, the unwholesome; and by a clear-cut 
policy of carefully watching what goes out to the public, in print or 
over the air. And this, we believe, is particularly important for 
broadcast media, where the pitchman working without script is be- 
coming more and more common. Any station that doesn’t monitor 
such programs with the greatest of care—and pay attention to total 
impression and total intent rather than merely to the words them- 
selves—is not performing its full duty to its listeners. 


Let Mr. Lyon Write the Copy 


If reports of the Leap Year Day luncheon of the Cigar Institute of 
America are correct, the cigar industry has uncovered a spokesman 
who might actually accomplish something to reinstate the cigar as a 
liked and respected American institution. 

Walter Lyon, president of the institute and treasurer of Penn State 
Cigar Corp., is reported to have told fashion editors, women’s page 
editors and other female representatives of the press that “the act 
of cigar smoking is a rather quiet, contemplative performance. 

“The very act of taking out a cigar, removing its cellophane cov- 
ering, carefully applying the light, getting that first soul-satisfying 
puff, absorbing the fragrant aroma—well, it sort of makes tensions 
let up and helps to make the world seem a little rosier,” he said. 

“I can’t prove it scientifically, but intuitively I’m sure that cigar 
srnokers generally make the best husbands, and I’m sure that wives 
who encourage their husbands to smoke an occasional cigar are 
likely to make the best wives.” 

If Mr. Lyon writes his own speeches, just give him a scientist to 
turn up that proof, and turn him loose on some cigar-selling copy. 


“Keeps him in balance. For every 


—Tom Goodrich, D’Arey Advertising Co., St. Louis. 


‘Yes’ from his yes-men, he gets a 


‘No’ fron you or me.” 


What They're Saying 


National vs. Private Brands 

What is the status of the private 
label in the supermarket today? We 
at Super Market Merchandising 
recently made a study on this sub- 
ject among 99 companies, control- | 
ling 1,621 supermarkets. We found | 
that private labels are increasing. 
This study reveals that about 70% 
of the stores carry private label 
dry groceries; that in at least 80% | 
of the stores, more private labels 
appear now than five years ago. 
Finally, the trend is toward an in- 
creased number of private labels. 
To the question, “Is the trend in 
your company now toward more 
private labels or fewer private 
labels or what?”, the answers dis- 
closed that in 77.7% of the super- 
markets, the trend was toward 
more private labels. 

Our survey was not among the 
major exponents of private brands 
—the national chains—but among 
the smaller supermarket compa- 
nies. This is where we find a grow- 
ing trend toward private labels. 


—M. M. Zimmerman, editor and pub- 
lisher, Super Market Merchandising, 
speaking at the Merchandising Execu- 
tives’ Club of Chicago. 


The Negro Market 

America’s 15,000,000 Negroes now 
have an annual spending power of 
more than $16 billion—a full $1 
billion more than the total national 
income of the Dominion of Canada. 

Although the Negro started from 
an income level well below the 
white and he’s still below it, since 
1950 he has been closing the gap. 
His average income has climbed 
100% in this period. 

And although the Negro has had 
to fight hard to get out of the un- 
skilled labor class, the proportion 
of skilled Negro workers has risen 
49% since 1940, while the propor- 
tion of unskilled has declined 
20%... 

There will come a time when 


there will be no special Negro ex- 


positions because there will be no 
special Negro market. Economic 
“integration” will come and the 


markets will merge into one—and | 


when that day comes, it will mean 
the social as well as the economic 
revolution will be nearing comple- 
tion . 


—Sylvia Porter in the Chicago Daily 
News. 


No Pawn, She 


It seems to me that too many 
men in the food business still can’t 
get it through their heads that the 
only way to sell more food in this 
buyers’ market is to sell the con- 
sumer. The consumer is not your 
pawn, or your servant, or the vic- 
tim of your whims and opinions. 
She is your boss. 


—M. Belmont Ver Standig, president, 
M. Belmont Ver Standig, Advertising- 
Marketing, in a talk before Grocery 
Wheels of W: 


Nielsen, Schmielsen 

Everybody in tv is hilarious over 
Kenneth Banghart’s revenge... 
Nielsen gave him a rating of zero, 
meaning nobody listened. So Ken 
mentioned it on his 11 p.m. news- 
cast and urged listeners (if any) 
to write him ... 11,000 did. 


—Walter Winchell’s column, March 5, 
New York Mirror. 


Copywriters’ Ally 

The day when a copywriter can 
be content to sit at his typewriter 
and dream up copy themes is as 
dead as the dodo. This is not be- 
cause research is replacing the cre- 
ative copy man, for it is not. Re- 
search itself is creative; it is an 
ally of the copywriter in suggest- 
ing to him the product appeals 
that make sense to his client’s mar- 
ket, but leaving to him alone the 
task of presenting these appeals in 
an ingenious and inviting way. 


—Roger Barton, Alfred Politz Re- 
search Inc., speaking at the first an- 
nual Advertising and Marketing Insti- 
tute, Charlotte, N. C., Feb. 22. 


. 


Advertising Age, March 19, 1956 


Rough Proofs 


When Howard Miller, Chicago’s 
popular d.j., declares his sponsor’s 
product “has no peers and few 
equals,” chances are he thinks he 
knows exactly what he’s saying. 


. 
Stanley Barnes, Department of 


Justice trust-buster who has been 
elevated to the appellate bench, 


|is receiving congratulations, and 


none heartier than from embattled 
publishers now fighting litigation 
he initiated. 


Husbands always joke about how 
their wives love to have charge 
accounts. It’s for the same reason 
that 500,000 men have become 
members of the fast-growing eat- 
and-pay-later clubs. 


Trading stamps will have to be 
regarded as important business, 
now that some of the newer en- 
trepreneurs in that field are using 
double-page spreads in the leading 
magazines. 


“Why do people who don’t have 
babies buy 20% of the baby food 
sold in Chicago?” asks the Trib- 
une. 

And why do people who don’t 
have dogs buy so much of that 
wonderfully nourishing dog food? 


Walter Lowen talks about “the 
15 elements of a good job,” but the 
one most important is headlined in 


an ad for his new book, “Want 
|more money?” 


. 
| 
| Walter Lord, the author of the 
‘best seller, “A Night to Remem- 
ber,” is an unusual adman who 
doesn’t look down his nose from 
his new eminence at the creation 
of commercial copy. 


Philip Sporn says the advertis- 
ing in most business papers is the 
best part of the publications. 

If this doesn’t give editors an 
inferiority complex, nothing will. 


Both American Motors and 
Studebaker-Packard are offering 
$25,000 accident policies to hus- 
bands and wives along with their 
purchases of new cars. 

But this shouldn’t be taken to 
imply that they’ll need it. 


Newspaper reps insist that news- 
print isn’t short, it’s just tight. 

And the way they keep selling 
the ad linage, it'll probably stay 
that way. 


An Atlanta furniture store, ad- 
vertising for a copy man, says 
the town “has mild climate, sunny 
days for relaxation.” 

And maybe a chance to meet 
Bobby Jones. 


Housewives who buy Woman’s 
Day while shopping in A&P stores 
will be surprised to learn that they 
are regarded by some independent 
grocers as a “captive audience.” 

Copy Cus. 
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Advertising Linage is the Final Measure 


of a Newspaper’s Sales Power 


How do 
retail 


ddvertisers 


rank 


TOTAL RETAIL ADVERTISING 
1955 


INQUIRER | _| BULLETIN 
20,780,000 lines 18,376,000 lines 


In 1955 The Inquirer published the largest volume of retail 
advertising ever carried by any newspaper in the history of 
Philadelphia—20,780,000 lines...a leadership of 2,400,000 
lines over the second newspaper. 


1955 marked the 17th consecutive year that retail advertisers 
have made the Inquirer their first choice for sales in Delaware 
Valley, U.S.A. 


First in National Advertising 
First in Retail Advertising 

First in Classified Advertising 
First in TOTAL Advertising 


Che Philadelphia Inquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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Enter BH & G'S *40,000 


FOR ADVERTISERS AND 


eoceeeePPeesoces,. 
it’sa Woman's 
magazine! 


it’sa Home Service * 


magazine! 


it’sa Food 
magazine! 


Give us your idea of what Better Homes « Gardens is and 


You just can’t describe BH&G piecemeal—the way 
the blindmen described the elephant. BH&G has 
grown so big and so deep . . . it’s a unique magazine 
in so many ways... that unless you get the overall 
story it’s easy to jump to the wrong conclusions. 

It’s a common thing to hear it said that BH&G 
has an audience of over 8 million housewives— more 
than any other monthly. So you’d be tempted to 
conclude, “BH&G is a woman's magazine.” That's 
partly right—but it’s wrong, too. Because almost half 
of BH&G’s readers are men! 

Or you might say BH&G is a building magazine, 


since it leads all major magazines in editorial lines 
devoted to building and home repairs. But year after 
year BH&G has led all major circulation magazines 
in editorial space devoted to food, too. 

BH&G is such an all-around “Big Buy” that it’s 
hard to describe. No other magazine offers advertis- 
ers so much active readership. Readers do something 
about what they see in BH&G. It’s 4,250,000 big— 
one of the three biggest man-woman-interest maga- 
zines—but it’s the only one that achieved bigness 
through the 100% service editorial approach. 

How would you describe Better Homes & Gardens? 


does... 


You may win up to $3000 in merchandise just for 
giving us your thoughts on what kind of a magazine 
BH&G is. . . and what it does for its advertisers, via 
its readers. Write it in 25... 50...150 words... 
whatever you need. Say anything you like—we won't 
quote you. The purpose of this contest is not to get 
your thoughts for a testimonial. 

If you want to catch up on the latest facts and 
figures, there’s no law against telephoning your local 
BH&G representative. He’ll be glad to answer any 
questions you'd like to ask about the Big Buy in 
magazines . . . Better Homes & Gardens. 
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it’sa Building 
magazine! 


it’sa Mass Circulation 
magazine! 


ai ! ua 


it’sa Specialized 
magazine! 


Remember the story about the 6 blindmen? One felt 

an elephant’s massive side and cried, ‘‘It’s a wall!’’ Another 
felt the ear and said, “It’s a fan!” The fellow who 
touched the tail knew it was a rope. ‘‘A spear,’’ said another 
as he grabbed a tusk. ‘‘A snake,” cried the fifth as he touched 
the trunk. And the blindman who felt the elephant’s knee 
was sure it was a tree. 


MORAL: You can be partly right and still be all wrong! 


SOSSSSHSSSSSSHSSESSEHEESSHEHEEEEESEEEEEEEEEEEEEEEESEEEESESEEESEEESESEESSHEHESEESESEEESEEEEEEEEEEEEEESESESSSSE SHEESH HSSSSSHSESHHOSO SELES ESE EEESESEEEEEEEEESEOEEEEESOOESOSSOD 


$10,000 IN PRIZES you choose FOLLOW THESE EASY RULES TO WIN: : 


yourself from the pages of BH4&G! 1. Type your entry on your company letterhead. Tell us what OFFICIAL ENTRY BLANK 
kind of a magazine you think BH&G is, and what it does for its (Cut out and attach to your entry) 
readers and advertisers. For instance, you might say: “It's a BETTER HOMES & GARDENS 
net Pee" See ee oametientes paneapeme | cen? om 
| SECOND PRIZE so 1000 action from men and women who are able to buy and want to sa Ventes pt. “ 
BBs cx: lianas one pao? eg ae buy anything that contributes to better and happier living.” Des Moines 3, lowa 
3 THIRD PRIZES, each................. $ 500 Use as many words as you need. "re 
15 FOURTH PRIZES, each........ peat -ese..# 100 2. Attach an official entry blank (the one at right or a reasonable a ie 
facsimile) to your entry. Be sure to fill in your name, firm name, Your Firm Nome : 
20 FIFTH PRIZES, each.............. ‘wigan and address. Contest closes May 15, 1956. 
80 ADDITIONAL PRIZES, each...............$25 3. Entries will be judged on aptness, penetration and interest. ene 
: Judges’ decision will be final. Duplicate prizes in case of ties. a m 
-++PLUS A FREE GIFT FOR EVERYONE WHO ENTERS! Entries become the property of Meredith Publishing Co. and no 
. : entries will be returned. Your statements may be used, but 7 
How it works: If you win, you may choose any advertised never your name. Chy. — State 
item or items with a total retail cost up to the amount of 4. Con ae 4 : . Remember . . . Everyone who sends in on entry will receive an: 
: : ; » test is limited to national advertisers and advertising 
| your prize from any 1956 issue of BH&G. All prizes must agency personnel. Employees of the Meredith Publishing Co., attractive gilt from BH&G—free. Contest Closes May 15, 1956. 
be selected by December 31, 1956. J. Walter Thompson Co., or their families. may not compete. J 


The \Big Bio” in megenes*--- Better Homes & Gardens -s.:222%-" 
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Newspaper Boosts Kahler 

Mrs. Maxine Kahler has been 
named national advertising man- 
ager of the Tribune, La Crosse, | 


Wis. Mrs. Kahler, who joined the |tary of the publisher. 


/newspaper’s classified department |Adams Opens Office of 
in 1944, most recently has been in International Services 
ithe national advertising depart- | 


David W. Adams Co., Austin, 


ment and also has been a secre- Tex | public relations company, has 


|opened a specialized office of in- 


‘ternational services for southwest- 


Good Type 
Never Takes a Holiday! 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 Nortn Wabash Ave. * RAndolph 67292 * Chicago 1 


ern companies. Thomas S. Suther- 
\land, former executive secretary 
|of the Texas Good Neighbor Com- 
mission and former director of the 
Institute of International Educa- 
| tion, will head the new office. The 
‘company, which also has a Dallas 
|office, is planning to add branch 
|offices in Houston, New York and 
| Washington in the near future. 


Graphic Arts Assn. Elects 
| William F. Sleepeck Jr., presi- 
‘dent of Sleepeck-Helman Printing 


'Co., Chicago, has been reelected to 


his third term as president of the 
Graphic Arts Assn. of Illinois. Oth- | 
‘er officers are John H. Goessele | 
Jr., C. O. Owen & Co., Maywood, | 
lst vp; Norman B. Jacobson, Huron | 
Press, Chicago, 2nd vp; Harold 
Ross, Kable Printing Co., Mount 
| Morris, 3rd vp; C. J. Farwell, C. J. 
|Farwell Inc., Chicago, treasurer, 
and Frank J. Bagamery Jr., sec- 
retary and general manager. 


Venard, Rintoul Names Two 

Venard, Rintoul & McConnell, | 
Chicago, station representative, has | 
appointed John McWeeny a sales | 
executive and Richard Henderson 
to its sales staff. Mr. McWeeny for- 
merly was with J. Walter Thomp- | 
son Co., and Mr. Henderson pre-| 
viously was with U. S. Advertising 
Corp. 


Look at Atlanta... 


am 


The Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South's Standard Newspaper 


Represented by Kelly- Smith Co 


Circulation: 441,825 Daily * 493,042 Sunday “ ®& © 9/30/55) 


Free enterprise is licking the downtown parking 


problem in Atlanta. Last year, 


allocated by private capital for fifteen struc- 
tures to provide 4,078 NEW spaces. Public ex- 
penditure added 1,257 new spaces. 700 spaces 
on lots were built. During 1955 Atlanta built 
more parking places by private capital than any 


other city in the United States. 


At present, 22,640 off-street spaces are in the 
inner core area. Over 3,000 more are underway 
for 1956. Reach this thriving Georgia market 
with the South’s largest newspapers. 


$8,500,000 was 


cles ener one aneevteny Lacie 
aw . 


TRICKPICK—F lashing 


lights guide 
customers to selection of the right 
RCA portable radio battery (top), 
or the answer to specific hair prob- 


lems (Helene Curtis, bottom). 

These point of sale gadgets were 

produced by Marketing Devices, 
New York. 


Silver Shield, Whose 
Ads Offered Reliet 
from Debt, Folds 


New York, March 13—Silver 
Shield System Inc., one of the 
larger of the debt-pooling organ- 
izations that have sprung up in re- 
cent years, has signed a consent 
judgment permanently restraining 
it from conducting “any business 
whatsoever” in this state and has 
entered into receivership. 

The decree was signed on the 
application of Attorney General 
Jacob K. Javits, who earlier charg- 
ed the company with misrepresent- 
ing its services in radio and other 
advertisements, and with misuse 
of clients’ funds. 

The attorney general’s complaint 
said financially distressed people 
were led to Silver Shield’s doors 
by advertising offering to take 
over financial worries and get 
them out of debt. Actually, Silver 
Shield did little more than pool the 
prospect’s debts and try to arrange 
payments with creditors—but not 
before taking its cut off the top. 
The charges ranged from 15% to 
50% of the total debt, according to 
the attorney general. 


8 Officers of the company have 
been restrained from disposing of 
any of Silver Shield’s assets and 
property. President Harold Peller, 
a partner in the law firm of Reich, 
Peller, Guadagno & Caine, has ad- 
mitted that there are no funds 
available to pay Silver Shield cus- 
tomers or creditors of customers. 
The telephone at the law firm’s of- 
fices has been “temporarily dis- 
connected.” 

Last month Gov. Harriman sign- 
ed into law a bill prohibiting the 
continuation in business of budget 
consultants similar to Silver Shield. 


Edmonton Paper Adds Color 

The Journal, Edmonton, Alta., 
has made color available to adver- 
tisers when the paper totals 40 
pages or less. Minimum size for 
color is 1,000 lines; rate is the reg- 
ular charge plus $150 a page or 
portion of a page. Classified and 
classified display rates were raised 
from 26¢ a line to 30¢. 


Nee yk ee a Ra —", =: - aia Ll ll 
aR ts, ONE MN oy ae), he eee ee 1. a q = a nS 
apres We ag Ny EES xo. TO i ia oa. 
th 
ee nH ‘ Advertising Age, March 19, 1956 
e " 
as 
ie : Mae « 5-8 - 
2 00) Naren | 
a _ a 
a 3 en See 8 SE i ER en ca — 
Zi ’ Ly ic. ee gee ’ 
ate ee. a os eae 
rae £é&> oe 
tee ae - by 2 of 
re & Pt See 
~ : a a 6 ¢ $.¢ e@ sj 
es: d sang a2) ee ce . ~ ; 
+ 
& ie. 
r | 
: == . | Cea. 
We oo 1 f ’ 
$i 9 nae sat 
al a TEE UEUEEIEEE EEE SEER — ne 
wi 2 Wea. 
chy °=2s= Beauty 8 
Ve ee x 
if , “oe ’ ; s oa es 
aK: ¥ t a : 
i : | Lo 
irae. be : mer pene oh 
S wert 7: 
I ¢ i aw Eon 
Par = 2a : gd =: a 
« : & : ad ; ie se il ‘ ie “fe ae 
oe , Ct Qe, 
icy A a , |, 
Fe = — a — 
ae oe * 3 dees “uA - | 
ii ool = ' 
“7 a “. pa ; ei a rm at ee F, 
Pi, 3 — ti—-_ —— ——$_§$§£§_§_ —_______. 
1s a ye it - eee EDD, 
| - at r. ; ‘oi , "yi ety <x . a 
see me! ig mo - pee j 
ee — ——_ | 
<j et f Ke ~ r v sce : of 
je. ¢ ‘es ‘ * os 
ies boy eit , be 52 
by “ee ? ie ae ae: ee 
Hoe ? 2 RS Pee i, ee | 
i 3 ; , ty — ™— | 
~ , J e. ‘ ‘ | 
: & a Th ie ri eT ee oe ne | 
ae © lg Rn ome Bae ‘ a Pree ; Fish ak : 
\ eal . « n ‘ Peal . ‘ ae a 
Nh pan on = nas . * : rie a my nh re 
Rate PpopY er eae ie is % ee so 
Paes 2 jo fai . aU ee i 
Saye ; 3" Melee ee a : i “hier ts 
¢ ee Sane aad |. ae a het Poh 
A lle gh ae ig | ewe} ie € 
Rs oY 4 RS ax Qe Oe * ers 
. tt oo es eee” a en soa % ee ie. 
pr 8 Sa iae ie art i ee =a Ener 
ler —, : ce Pe. as 2 ie a a 4h. gc. 
med es F : >. ger — a 2 aie 
“efi —— ie aa a a y 3 ae ae , is 
i atest mee, ft Rf. Qe”, 
ee : : Ls 7 i Zoe # 7¥)3" —_ ae ro reese j 
mm cree ne A en 
ho E . ewe ¥ ’ 4 . . - ee. per. cs, ~ By ree 
> s6ov ‘ Le hea a is : “deeds aaa ee 
ee ta Fi “ 4 > a ee sree 
Te ‘. — -— ee 
fe “* SS on ; a ~ r* ’ os ot y ae ‘ 4 = ‘Be ~ esis. i hs dg 
as senate i 
Fi" mf | 
i. ee | 
, Diss 
2 
-s 
a 
at S x 
4 ee 
Fol 
: i 
es eC 
my 
4 i 
‘abe 
aed ee 
. 
a5 | 
ee 
2 = 
a 7 mae 
td t 


HOW LIFE FITS YOUR MARKET 


There are 65,000,000 people 
working in the U.S. 


J 


‘Ne 


cY 
€,- 


and 23.9%* of all people working are : 
reached by an average issue of L| FE 4 


In no other medium can an advertiser start with so large a 

share of the market and be sure he’s getting it. This is one of 

the good reasons why advertisers of life insurance, for example, 

spend more of their dollars in LIFE than in any other maga- 
*Based on: A Study of Four Media, by zine. LIFE’s total audience of 26,450,000* weekly is larger 
Alfred Politz Research, Inc. than that of any other magazine, 
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Ken Banghart wanted to find out for himself. 
On one of his weeknight newscasts, he made a single request for postcards 


or letters that would tell him who was listening. 9,635** listeners wrote in to 
say they were out there, all right — and that many had been there for ten years! 
Projecting this figure conservatively by mail-order standards . . . figuring 


nineteen non-writing listeners for every one that wrote in... 
on this one night alone, Ken Banghart spoke to 


192, 700 LISTENERS! 


Advertisers looking for a personality with fantastic listener loyalty, 
can buy two fine weekday newscasts on WRCA — at 6 pm and 11 pm — 
both conducted by one of the all-time greats in broadcast news... 
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On the International Scene... 


Otto & Co. Is First Overseas-Only 
Agency to Hit $5,000,000 in Billing 


New York, March 13—Robert 
Otto & Co. passed a milestone last 
year when for the first time it 
exceeded $5,000,000 in billings. It 
thereby became the first agency 
devoted exclusively to internation- 
al advertising to reach this volume. 

“When we started out 10 years 
ago, people laughed when I talked 
about $1,000,000 in export adver- 
tising,” Robert Otto told Apvertis- 
mG Ace. “But we did more 
than $1,000,000 in our first year, 
and last year we topped $5,000,000. 
We expect, on the basis of current 
schedules, to be up by 17% this 
year.” 

The Otto agency was formed in 
1946, when Mr. Otto and a group 
of associates bought out the New 
York office of the old Export Ad- 
vertising Agency. Its steady growth 
since then has been accomplished 
with a minimum amount of fan- 
fare. 

In fact, the agency held a press 
conference last week, and Mr. Otto 
said he was ashamed to admit that 
it was the first ever held by the 


agency. 


@ The conference was called to 
announce the opening of an Otto 
office in London April 1 (AA, 
March 12). Present for the con- 
ference was Just Borthen, who will 
manage the European office. Mr. 


Put your 
finger on every 


NATIONAL TRADE 
ASSOCIATION 


One of the best ways to 
get current information 
about “trends” in the 
major trades and indus- 
tries is to keep in contact 
with the national trade 
associations serving those 
fields. The 556-page 
Annual Market Data & 
Directory Number of IM 
gives you a complete list 
of each association, in- 
dexed by field served. 
Published June 25th. 
Year’s trial of Industrial 
Marketing costs just $3, 
includes monthly copy 
plus annual MD&DN. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 


Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 

NAME 
COMPANY 
STREET 


city. 
STATE. 
(1D $3 enclosed [ Bill firm [ Bill me 
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Borthen formerly was head of the 
European department of Joshua B. 
Powers Ltd., London. 

Opening a European office, its 
first one, marks another step by 
Otto to provide its clients with 
better on-the-spot service. Like 
other export agencies, Otto main- 
tains associate relationships with 
agencies all over the world; cur- 
rently it works with more than 60 
foreign agencies. 

The London office is not de- 
signed to replace these associate 
agencies in Europe. It will func- 
tion, rather, as a liaison office, with 
the task of coordinating through- 
out Europe the advertising and 
merchandising programs of Otto’s 
American clients. It will not place 


any space or time. | 

Among the clients to benefit 
from this service are E. I. du Pont 
de Nemours & Co., Remington 
Rand, Miles Laboratories and 
George W. Luft Co., all of whom 
have manufacturing plants in Eu- 
rope. 


® The London operation will dif-| 
fer from the branch offices Otto| 
has set up in recent years in Mex- 
ico City, Buenos Aires and Toron- 
to. These are full-fledged agency 
operations. They take on local ac- 
counts and have made a major 
contribution to Otto’s growth. 

Otto’s Mexican branch, for ex- 
ample, was established four years 
ago and already has had to move 
to larger quarters three times. It 
now employs 30 persons and ranks 
as the 6th or 7th largest agency 
in Mexico. It is managed by Igna- 
cio Carral, recently elected presi- 
dent of the Mexican Assn. of Ad- 
vertising Agencies. 

In addition to servicing home 


office clients, the Mexico City 


Robert Otto 


agency handles Courvoisier, Haig 
& Haig, Lanolin Plus, Cutex and 
Reynolds ballpoint pens. 

The Argentine office was kept 
under wraps during the Peron re- 
gime, but it is now in the midst 
of a tremendous expansion. It re- 
cently landed the American Chicle 
Co. account, and Mr. Otto expects 
the office to equal the Mexico City 
office’s volume within a _ year. 
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| Douglas MacLean, a sixth genera- 
tion Argentine, heads the Buenos 
Aires office. 


# Otto’s Toronto office now han- 
dles five accounts and also expects 
increased business in the coming 
year. Only two and one-half years 
old, the Canadian office is directed 
by Wib Perry, formerly with 
Young & Rubicam and Leo Burnett 
|Co. in Canada. 

While these foreign branches are 
doing nicely, Mr. Otto emphasizes 
that the agency’s main growth has 
come from within. The agency has 
a remarkably low account turn- 
over, and a number of clients have 
been nursed from minuscule ex- 
port budgets up to substantial six- 
figure levels. 


« Mr. Otto has handled Alka- 
Seltzer for 18 years, Campbell Soup 
for 15 years, Du Pont for 10 years, 
Remington for eight years. Tan- 
| gee cosmetics has been in the same 
'shop for 23 years. 

| All told, the agency has 40 ac- 


Build Volume Sales... 


For volume sales, tie in your advertising with the 
mass audience appeal of America’s favorite comics, 
THE HEARST SUNDAY COMICS. 

You can do thisinasingle market, orin any selected 
group of the 12 major markets listed on this page. 

In any one or more of these markets you can add 
important power to your advertising by catching the 
top readership of such star comic features as Blondie, 
Beetle Bailey, Bringing Up Father, Prince Valiant, 


ey OS nF Mee er aoe epee Fhe eee, <r i 4 ea 


Henry, Hubert, Little King, Snuffy Smith and 


others equally famous. 


Surveys show that seven out of ten urban adults in 
America regularly read the comicsand THE HEARST 
SUNDAY COMICS have been favorites for years. 

For complete information about how you can get 
volume sales a market at a time with THE HEARST 
SUNDAY COMICS, phone or write your nearest 
Hearst Advertising Service Inc. representative. 
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counts. There are some 50 em- 
ployes in the New York office. 

Mr. Otto told AA that in the 
past year the agency turned down 
15 accounts. He explained that he 
will not take an account unless he 
is convinced that the company is 
serious about the export field and 
is willing to allocate the necessary 
funds for a long-term effort in 
overseas markets. 

International advertising has 
been plagued by the in-and-out 
advertiser, Mr. Otto says, and he 
wants no part of this type of oper- 
ation. 


Sackel Co. Adds Two 

Sackel Co., Boston, has been ap- 
pointed to handle advertising for 
the industrial plastics division of 
H. N. Hartwell & Son, Boston, and 
Alden Speare’s Sons Co., Cam- 
bridge manufacturer of knife 
sharpeners. 


ABC Film Expands in Midwest | St. Louis and Minneapolis. J. Chris |Louis office. Theodore R. Wold, 


ABC Film Syndication, New 
York, is expanding its midwestern 


MS ole a ES 


Your radiator needs 
spring cleaning too! 


HAVE IT SERVICED TODAY 


SPRING SCRUB—Dow Chemical Co.’s spring campaign features “Glycol 

George” and stresses good cooling system care. Posters like this one 

will appear in 1,300 locations in 26 major markets. Tied in with the 

poster campaign will be spreads in trade publications, radio spots 

and service station point of sale material. MacManus, John & Adams, 
Bloomfield Hills, Mich., is the agency. 


‘Mutual Benefit Ad 
‘Offers to Train 
Supervisory Help 


Newark, N. J., March 14—As a 
“service to American industry,” 
the Mutual Benefit Life Co. is of- 
fering free of charge to business 
firms a new training program “to 
help supervisory employes develop 
initiative and supervisory skills.” 

A b&w spread in the March 
Fortune announced the training 
program but further advertising 
plans have not materialized yet, as 
the company waits to see what re- 
|action is forthcoming. 
| Entitled “The True Security,” 
|the program consists of eight one- 
jhour sessions dealing with such 
|topics as teamwork, integrity, 
|craftsmanship, leadership, com- 
|munications, management skills 


sales division by opening offices in |Co., will work out of the new St.!and financial planning. 


Hetherington, former manager of | formerly on the staff of KSTP-TV,|s The subject of life insurance is 


the St. Louis office, John Blair &| takes over the Minneapolis area. 


| tucked away in that last topic, but 


INDIVIDUAL UNITS OF Saar 


THE COMIC WEEKLY IN 


ALBANY TIMES-UNION 
BALTIMORE AMERICAN 
BOSTON ADVERTISER 

CHICAGO AMERICAN 

DETROIT TIMES 

LOS ANGELES EXAMINER 
MILWAUKEE SENTINEL 

NEW YORK JOURNAL-AMERICAN 
PITTSBURGH SUN-TELEGRAPH 
SAN ANTONIO LIGHT 

SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 


INDIVIDUAL TABLOID COLOR COMIC SECTIONS 


BALTIMORE AMERICAN 
CHICAGO AMERICAN 
PITTSBURGH SUN-TELEGRAPH 
SAN ANTONIO LIGHT 


The popular characters in THE HEARST SUNDAY 
COMICS play a vital role in many types of activities. 
They’re used in classrooms to teach social sciences, in 
national campaigns to promote safety and by the U. S. 
Government to teach Americanism in foreign lands and 
to instruct and train our Armed Forces. Their power of 
persuasion is terrific. Why not put them to work sell- 
ing products, or services, for you? 


Ei. 


HEARST 
INDIVIDUAL 
SUNDAY 
COLOR 
COMICS 


Represented in Individual Markets by 
Hearst Advertising Service Inc. 

959 Eighth Ave., New York 19, N. Y. 
Herbert W. Beyea, President 
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the company hastens to point out 
that “while life insurance is in- 
cluded in this grouping, undue 
emphasis is not placed on it.” The 
aim is rather to show an individ- 
ual how he can obtain a balanced 
financial program through the 
various savings and investment 
media available. 

Mutual Benefit recommends that 
the program be conducted by per- 
sonnel people of each participating 
company—except for the financial 
planning section which is given by 
a Mutual Benefit representative 
“who has been especially trained 
for this presentation.” 

A complete conference leader’s 
guide, film sequences, slides and 
reference booklets are all supplied 
by the insurance company. 


s In the Fortune spread, the com- 
pany explains that the program 
was designed to “stimulate new 
attitudes and encourage self-de- 
velopment.” And a statement by 
H. Bruce Palmer, company presi- 
dent, reads: “It was developed 
with a thoroughly selfish motive. 
The strength of America’s econom- 
ic system is dependent on the 
strength of the people who manage 
the business firms of America. The 
strength of the people who man- 
age these firms is at least partially 
dependent on the training they re- 
ceive in the skills of management. 

“Whatever we can do to develop 
these strengths is bound to be re- 
flected in a greater interest in 
building personal security, and 
that, of course, is the lifeblood of 
our company.” 

Reach, Yates & Mattoon, New- 
ark, is the agency. 


Arachtingi Named Associate 
Media Head of Paris Agency 

Jean J. Arachtingi has been 
named associate director of re- 
search of Societe Elvinger, Paris, 
France, agency. He formerly was 
marketing and advertising re- 
search coordinator of Colgate- 
Palmolive International in New 
York. 

The French agency specializes 
in representing American compa- 
nies in France and numbers the 
following among its clients: Proc- 
ter & Gamble, Reynolds Metals, 
E. I. du Pont de Nemours & Co., 
the Bakelite division of Union 
Carbide & Carbon Chemical Corp., 
Cluett, Peabody & Co., Revlon 
Products Corp. and United Air- 
craft. 


Oravisial 


all-purpose “s : 
portahle a 
Whiteboard 


easel 


Medel A502 


Replaces blackboard. Use large clean 
paper pads—which we stock, This 
versatile all aluminum easel is also 
equipped for showing turnover charts 
or cardboard cisarts. Rugged yet light 
in weight. Folds like magic for easy 
carrying or storage. Thousands in use 
the world over. 


Many other models available. 
Write for free catalogue. 


ORAVISUAL CO. 


Box 609 A St. Petersburg 2, Fla. 
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Here's the linage 


| 


eading newspapers 


1948 


NEWSPAPER - LINES 


1949 


NEWSPAPER - LINES 


1950 


NEWSPAPER - LINES 


NEWSPAPER - LINES 


1952 


NEWSPAPER - LINES 


Chicago Tribune 
42,681,608 LINES 


New York Times 
35,073,418 LINES 


Miami Herald | 
34,585,459 LINES 


Baltimore Sun 
34,504,909 LINES | 


Detroit News 
34,402,949 LINES 


Milwaukee Journal 
34,329,926 LINES 


Washington Star 
33,085,982 LINES 


Philadelphia Inquirer 
32,778,081 LINES 


Dallas Times Herald 
32,598,237 LINES 


New York News 
32,492,117 LINES 


Houston Chronicle 
32,362,311 LINES 


New Orleans Times 
Picayune & States 
30,554,090 LINES 


Akron Beacon-Journal 
29,358,905 LINES 


Minneapolis Star & 
Tribune 
29,153,413 LINES 


St. Louis Post-Dispatch 
29,042,156 LINES 


Dallas News 
28,698,952 LINES 


Los Angeles Times — 
28,620,715 LINES 


Indianapolis Star 
27,737,641 LINES 


| 
Pr 
Cleveland Plain Dealer | 
27,571,869 LINES | 

| 


Philadelphia Bulletin 
27,505,374 LINES 


Chicago Tribune 
41,573,095 LINES 


Milwaukee Journal 
41,107,266 LINES 


Washington Star 
36,796,885 LINES 


New York Times 
36,089,736 LINES 


Miami Herald 
35,024,774 LINES 


New York News 
34,880,262 LINES 


los Angeles Times 
34,698,458 LINES 


Philadelphia Inquirer 
34,471,282 LINES 


Baltimore Sun 
34,379,208 LINES 


- Detroit News 


34,307,660 LINES 


Houston Chronicle 
33,650,107 LINES 


New Orleans Times 
Picayune & States 
33,105,364 LINES 


Dallas Times Herald 
31,955,631 LINES 


Akron Beacon Journal 
30,166,558 LINES 
Minneapolis Star & 
Tribune 

29,570,293 LINES 


St. Louis Post-Dispatch 
29,152,431 LINES 


Philadelphia Bulletin 
28,823,327 LINES 


Cleveland Plain Dealer 
28,750,875 LINES 


Dallas News 
28,491,002 LINES 


Newark News 
28,230,452 LINES 


Milwaukee Journal 
44,649,859 LINES 


Chicago Tribune 
43,179,051 LINES 


Los Angeles Times _ 


39.831.792 LINES | 


New York Times 
39,574,371 LINES 


Washington Star 
38,854,833 LINES 


Detroit News 
36,962,387 LINES 


Baltimore Sun 
36,292,120 LINES 


Miami Herald 
36,249,618 LINES 


Philadelphia Inquirer 
36,019,931 LINES 


Houston Chronicle 
35,945,448 LINES 


New York News 
35,600,331 LINES 


Dallas Times Herald 
34,325,888 LINES 


New Orleans Times 
Picayune & States 
34,253,109 LINES 


Cleveland Plain Dealer 
32,147,839 LINES 


Akron Beacon Journal 
31,810,936 LINES 


Minneapolis Star & 
Tribune 
31,635,574 LINES 


St. Louis Post-Dispatch 
31,377,853 LINES 


Philadelphia Bulletin 
30,376,137 LINES 


Dallas News 
30,293,524 LINES 


Dayton News 
29,620,490 LINES 


Milwaukee Journal 
45,788,940 LINES 


Chicago Tribune 
45,466,900 LINES 


' 
Los Angeles Times | 
42,256,545 LINES 


New York Times 
41,223,199 LINES 


Washington Star 
40,042,712 LINES 


Miami Herald 
38,081,593 LINES 


Baltimore Sun 
37,377,338 LINES 


Detroit News 
37,088,364 LINES 


Philadelphia Inquirer 
36,894,060 LINES 


Houston Chronicle 
36,671,355 LINES 


St. Louis Post. 
34,094,238 LINES 


Dallas Times Herald 
33,885,507 LINES 


New York News 
33,708,320 LINES 


Minneapolis Star & 
Tribune 
33,526,473 LINES 


New Orleans Times 
Picayune & States 
32,761,168 LINES 


Cleveland Plain Dealer 
32,528,996 LINES 


Akron Beacon Journal 
32,490,263 LINES 


Atlanta Journal & 
Constitution 
31,467,687 LINES 


Indianapolis Star 
30,484,314 LINES 


Newark News 
30,425,324 LINES 


Milwaukee Journal 
49,457,702 LINES 


Chicago Tribune 
47,632,116 LINES 


Los Angeles Times 
45,849,407 LINES 


Washington Star 
42,494,020 LINES 


New York Times 
41,721,343 LINES 


Miami Herald 
39,371,257 LINES 


Cleveland Plain Dealer 
38,687,083 LINES 


Baltimore Sun 
38,154,798 LINES 


Philadelphia Inquirer 
38,133,092 LINES 


Detroit News 
37,242,380 LINES 


Houston Chronicle 
36,804,665 LINES 


St. Louis Post-Dispatch 
34,900,616 LINES 


Akron Beacon Journal 
33,940,823 LINES 


New York News 
33,639,892 LINES 


Minneapolis Star & 
Tribune 
33,215,721 LINES 


Dallas Times Herald 
33,000,104 LINES 


New Orleans Times 
Picayune & States 
32,844,806 LINES 


Atlanta Journal & 
Constitution 
31,859,797 LINES 


Newark News 
30,899,019 LINES 


Dallas News 
30,282,560 LINES 


BS ROS 


Source: Media Records—-Total Advertising of Leading Newspapers (both 6 & 7 Day) 
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record of the nation's 


over the past eight years 


1953 


NEWSPAPER - LINES 


1954 


NEWSPAPER - LINES 


NEWSPAPER - LINES 


_ Los Angeles Times — 


Milwaukee Journal 
51,073,874 LINES 


Chicago Tribune 
49,995,368 LINES 
49,320,588 LINES 


Miami Herald 
43,170,108 LINES 


Washington Star 
42,824,859 LINES 


Cleveland Plain Dealer 
42,531,468 LINES 


New York Times 
42,130,926 LINES 


Detroit News 
41,486,687 LINES 


Baltimore Sun 
39,031,059 LINES 


Houston Chronicle 
38,304,508 LINES 


Philadelphia Inquirer 
38,265,110 LINES 


Akron Beacon Journal 
36,280,142 LINES 


St. Louis Post-Dispatch 
35,362,599 LINES 


| 

| 

| 

| 

| 

| 

| 

| 
Minneapolis Star & | 
Tribune | 
34,993,454 LINES | 
New Orleans Times | 
| 

| 

| 

| 

| 

| 

| 


Picayune & States 
34,532,210 LINES 


Dallas Times Herald 
33,917,046 LINES 


New York News 
33,603,012 LINES 


Atlanta Journal & 
Constitution 
32,349,035 LINES 


Cincinnati Enquirer | 
31,348,998 LINES 


Toledo Blade 
31,226,509 LINES 


Milwaukee Journal 
49,370,297 LINES 


Los Angeles Times 
48,662,579 LINES 


Chicago Tribune 
48,151,079 LINES 


Miami Herald 
45,020,139 LINES 


New York Times 
44,124,630 LINES 


Washington Star 
43,942,639 LINES 


Cleveland Plain Dealer 
41,011,637 LINES 


Detroit News 
38,999.424 LINES 


Houston Chronicle 
38,823,178 LINES 


Baltimore Sun 
38,646,281 LINES 


Philadelphia Inquirer 
37,095,082 LINES 


New Orleans Times 


Picayune & States 
35,280,081 LINES 


Minneapolis Star & 
Tribune 
34,988,814 LINES 


Akron Beacon Journal 
34,746,774 LINES 


St. Lovis Post-Dispatch 
34,692,252 LINES 


New York News 
33,606,132 LINES 


Dallas Times Herald 
32,935,681 LINES 


Atlanta Journal & 


Constitution 
32,627,777 LINES 


Washington Post & 
Times Herald 
32,503,270 LINES 


Cincinnati Enquirer 
32,390,752 LINES 


Los Angeles Times 
59,788,874 LINES 


Milwaukee Journal 
54,456,955 LINES 


Chicago Tribune 
52,486,090 LINES 


New York Times 
49,537,354 LINES 


Miami Herald 
48,997,556 LINES 


Cleveland Plain Dealer 
46,626,412 LINES 


Washington Star 
46,082,505 LINES 


Houston Chronicle 
42,679,219 LINES 


Baltimore Sun 
41,286,137 LINES 


Detroit News 
40,783,602 LINES 


Philadelphia Inquirer 
39,244,247 LINES 
Minneapolis Star & 


Tribune 
39,049,137 LINES 


New Orleans Times 
Picayune & States 
38,737,960 LINES 


St. Lovis Post-Dispatch 
38,578,947 LINES 


Dallas Times Herald 
38,277,889 LINES 


Akron Beacon Journal 
37,726,020 LINES 
Cincinnati Enquirer 
37,542,828 LINES 
Washington Post & 


Times Herald 
37,352,054 LINES 


New York News 
36,328,360 LINES 


Atlanta Journal & 
Constitution 
35,532,877 LINES 


LOS ANGELES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 


From seventeenth position in advertising 
among America’s newspapers in 1948 to 
first place in the nation for the year 1955. 
That’s the “progress report” of 

the Los Angeles Times, which last year 
published 59,788,874 lines of advertising — 
a gain of more than 11,000,000 lines 

over the preceding year. In Southern 
California, The Times is first by 

far in news presentation, advertising 

and circulation — first by far in 


service to its community. 


1881-1956 


Cur [hth Year 
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|ReaLemon Plans Record Push |~ 
oes plus all these Merchandising Aids to help ReaLemon-Puritan Co., Chicago, | 


you get @ bigger SALES-shere of this. merket? |is planning an expanded spring | 
eee Le eC (and summer promotional campaign 
Toy Buying Power) for its ReaLemon lemon juice. The 
Pe ai eC mite be = first of a series of two-color page | 
DISING of TOYS ads will appear in the May Read-| 
Pe eM RISC tT imerares $3 °rs Digest. Besides national mag-| 
wholesalers, chains ihe |azines, the schedule includes local | 


PRC Maries ewspapers, an increase in outside 
TIVES aes |rear and side transportation ad- | 


Complete direct mail service te all impos | vertising, spot radio and tv. Piene 
i toy outlets aeretes to. tt are being made for inclusion of a} 
|major radio or tv network show. | 

Rutledge & Lilienfeld, Chicago, is | 
the agency. 


heavy-duty 
SALES-starter 
in the Billion 
Dollar Toy Market 


Te eM © ANNUAL BUYERS’ GUIDE | 
Note: available only to manufacturers and agencies. 


| 

Offers Radio-TV Course | 
A six-week training program in | 
radio and television will be offered | 
by the Barnard-NBC Summer In- 


TOYS d NOVELTIES stitute of radio and _ television, 
|starting June 25 at the NBC stu-| 

an © MAIRE publication f | dios in Radio City. Fee for the 
1405 MERCHANDISE MART, CHICAGO 54, ILLINOIS course is $175. Additional infor- 


New York, Boston, Pittsburgh, St. Lovis, Los Angeles, mation may be obtained from Miss | 
Dallas, Atlanta, Kansas City Susanne Davis, 112 Milbank Hall, 


'Barnard College, New York. 


WRITE OR CONTACT NEAREST SALES REPRESENTATIVE 
FOR FURTHER INFORMATION. 


use of being a 
su can’t grow up 
> a Green Giant? 


Sowell foomaly’ ms the 
an 2% 4 servings 


GREEN GIANT 
PEAS 


sos sTORY—This mournful legion- 

naire ad is scheduled to appear in 

the March 24 New Yorker and the 

April Sunset Magazine. Leo Bur- 

nett Co., Chicago, is the agency for 
Green Giant Co. 


set saa 


pater amet eA Fis 


Green Giant's 
Despondent Pea 
Finally Joins Legion 


LeSvueur, MInn., March 13—The 
“Despondent Pea” is about at the 
end of his rope. 

| This month he’s joining the 
|Foreign Legion to get away from 
jit all. 

That will finish, at least for the 
|present, the saga of the pea too 
tough to become a Green Giant. 

| The “Despondent Pea’s” story 
has been told in a series of six ads 
run by Green Giant Co. in The 
New Yorker and Sunset Magazine, 
starting last September. 


. “We've had a lot of fun with 
this series, and trade and consumer 
reactions have been very com- 
plimentary,” says Jack Mullowney, 
director of advertising and mer- 
chandising for Green Giant. 

The series of two-color (green 
and black) ads was developed by 
Green Giant and its agency, Leo 
Burnett Co., Chicago, “to tickle the 
funnybones of New Yorker and 
Sunset readers,” according to Mr. 
Mullowney. 

“We figured we could use more 
sophisticated copy than we could 
in the mass magazines,” he says. 
“We think it has been highly suc- 
cessful.” 


® Focal point in each ad is the 
despondent pea pod which has giv- 
}en up all hope for any kind of a 
|future because he has failed to 
|meet the qualifications of a Green 
'Giant pea. 


“Our Favorite Is THE OHIO FARMER” 


says C. V. Whetstone, Allen County, Ohio 


Something about the flavor of THE OHIO FARMER 
strikes Ohio farm families just right. It’s read by three 
out of four. 


A quick once-over gives you the answer. THE OHIO 
FARMER ferrets out practices best suited to Ohio farms. 
Its news and coming events are for Ohio farm folks 
alone—kept fresh with ¢wo issues per month. 


What a favorable spot for your advertising—along- 
side material eagerly followed by such a large percent- 
age of Ohio’s farmers and homemakers. 


And, what results! Big bundles of cash—every month! 
Ohio is a top-third state in farm income, thanks to 
ideal climate and fertile soil that permit almost un- 
limited diversification. 


What a bargain, too! You even save the cost of 
plates. THE OHIO FARMER is roto-printed. That’s not 
all. You can cover two equally prosperous and steady 
farm markets with equally popular publications— 
MICHIGAN FARMER and PENNSYLVANIA FARMER. Just 
a card will get you the full story on all three. Write 
1010 Rockwell Avenue, Cleveland 14, Ohio. 


The Ouo farmer 


Cleveland, 


MICHIGAN FARMER, East Lansing, Michigan 


PENNSYLVANIA FARMER, Harrisburg, Pennsylvania 


. 


Po Va ed 


In the first ad he tried to “end 
lit all” by lying on the tracks in 
|front of an approaching train. In 
|the second he jumped off a bridge 
|and in the third he climbed out on 
|a tree limb and sawed if off behind 
|him. The fourth found him on a 
| psychiatrist’s couch telling his tale 
‘of woe and in the fifth he ma- 
|rooned himself on a desert isle. 


Tiger Gruyere in Drive 

A. Eisner & Co., New York, 
agent for Tiger Swiss Gruyere 
cheese, has started a newspaper, 
radio and magazine drive for the 
cheese, continuing through the 
year. Copy features zip-open por- 
tions and the fact that the cheese 
|stays fresh without refrigeration. 
|Gift assortments will be introduced 
‘for the holiday seasons. Ralph D. 
|Gardner Advertising, New York, is 
jthe agency. 
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Fair Exchange : 


In Colonial days, a Redskin could acquire “one hat for two beaver A fair exchange . .. full gement-readership valve 
Oe cage a - ~ age ® for each advertising dollar spent... influenced these 
skins in season” or “one hat with hatband for three beaver skins. financial advertisers to use Business Week in 1955: 
More Indians than beavers were skinned in 1703. Aldens, Inc. (Dividend Notice) Home Insurance Company, The 
- . - Allen & Company Hornblower & Weeks 
Just contrast that with the exchange of dollars for space in Business Atlas Corp. (Dividend Notice) Investors Diversified Services 
} ' . a afl yma nee “es 9 9 igh anne eparenen 
j , i oJ a 
Week! You get an audience so carefully screened that it’s 92.1% wate ijn iabaGeases, 
management men, by actual count... reading a magazine that eo a ee enny 
° ° e CIT Financial Corporation Loew’s, Inc. (Dividend Notice) 
publishes more business news than the three leading general-news Chase Manhattan Bank Marine Midland Corporation nf 
Chrysler Corp. (Dividend Notice) Marshall & Iisley Bank eC 
weeklies combined. City Savings & Loan Association Massachusetts Investors Trust ' 
Commercial Credit Company Merrill, Lynch, Pierce, 
tust isn’ H ‘ c Ith Investment F & Be 
There just isn’t another magazine that gives you so much manage- — Pcs tie coats 
p - “ Cc : P . +f Gann 
ment readership ... across so much business and industry ... at so Garten Poesy ft late Dansay Pi oe Sy + tama 
Dillon Read & Company, Incorporated man Securities Connen z Ltd. 
low a cost. Eberstadt, F., & Company Northwestern National Bank 
x. . . p , Eisele & King, Libaire, of Minnesota 
Put your advertising in business . . . in Business Week! ua Rail Travel Credit Agency 
First Boston Corporation See ee”, 
First National City Bank of Sof St j ted 
YOU ADVERTISE IN BUSINESS WEEK WHEN New York (NCB Travelers Checks) | “(Dividend Notice, . 
Fuji Bank, The Financial Statement) te 
YOU WANT TO INFLUENCE MANAGEMENT MEN =. eee Solomon Brothers & Hutzler 
Stove, Fon ak _omeeey Silver State Building a 
Grimm, Ww. T., & Com y . & Loan Association 
Guaranty Trust Co. of New York Sinclair Oil Corporation 
Haligarten & Company (Financial Statement) 
Halsey, Stuart & Company, Inc. Traveletter Corporation 
Hayden, Stone & Company U. S. Fidelity & Guaranty Company 
Heller, Walter E. & Company (Dividend Notice) 
Hemphill, Noyes & Company Wertheim & Company 


Source: Publishers Information Bureau 
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The Lafayette Journal and Courier Produces 


Extra Food Sales for Northwestern Indiana 


“Experience has taught us that the Lafayette Metropolitan 
area, with its high income and high retail sales per family, 
cannot be properly serviced except through the food pages 
of the Journal and Courier.” 


FRANK H. McMILLAN, President 


V. E. Eilers, Inc. 
Food Brokers 


This Important Indiana Market Is Covered Only by the 


LAFAYETTE 


WEST LAFAYETTE JOURNAL*"COURIER « 


INDIANA Member of Federated Publications 


‘Indiana's Best — REPRESENTED NATIONALLY BY 
Balanced Market SAW YER-FERGUSON-WALKER COMPANY 


Ray Ellis Names Lawrence | 

Ray Ellis Advertising, Chatham, | 
N.J., has appointed William H. 
Lawrence, formerly merchandising 
consultant, marketing director. Be- 
fore joining Ellis, Mr. Lawrence 
was associated with General Draft-| | 
ing Co., supplier of merchandising | 7 
aids to petroleum marketers. 


Reed Joins ‘Aero Digest’ 

Alfred S. Reed, formerly eastern 
advertising manager of Industrial 
Design, has joined Aero Digest, | 
Washington, as advertising sales- | 
man in the New York area. Aero 
Digest has opened a new office in 
New York at 550 Fifth Ave. 


Pearson Names Pogany VP 
Suzanne M. Pogany, formerly as- 


BOTTLE PACK—A new four-bottle 
|sistant advertising manager of|wine carrier is being introduced 
Previews Inc., has been named ain the New York market in March 
vp of Pearson Advertising, New| by Opici Winery through Ameri- 
York. Previously she was with|cqn B. D. Co., Paterson, N. J. Ra- 
Fuller & Smith & Ross, Lever Bros. dio and newspapers are being 


Co. and Women’s Weer Deity. used. Force Inc., Paterson, is the 


April 22-49 
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The Southwest's biggest attraction in 1956 
will be the Southwest American Exposition— 
featuring every facet of Oklahoma’s economy 
and social life along with the “Atoms for Peace” 
exhibit prepared by the U. S. Atomic Energy 
Commission for display at the Geneva Confer- 
ence last summer. This is the first public show- 
ing in the U. S. of the world’s most famous 
exhibit on the peaceful application of atomic 
energy. It is being sponsored in Oklahoma City 
by the Frontiers of Science of Oklahoma, Inc., 
and the State of Oklahoma. 


SPECIAL EXPOSITION SUPPLEMENT APRIL 22 


A special section of The Daily Oklahoman on 
April 22 will be devoted to the Southwest 
American Exposition and the “Atoms for Peace” 
exhibit telling in both stories and pictures the 
many features of this fabulous show. Here is a 
unique advertising opportunity to tell a sales or 
institutional story to more than a million con- 
sumers and potential customers, including thou- 
sands of decision-making prospects from top 
management right down the line. Send for in- 


agency. 


Maryland Anti-Alien 
Brewer Bill Draws 
State Dept. Fire 


BALTIMORE, March 13—The U.S 
State Department has expressed 
fear that a bill recently enacted 
by the Maryland legislature but 
not yet signed into law is “likely 
to have an unfortunate impact 
upon this country’s foreign rela- 
tions.” 

In a letter to Gov. Theodore Mc- 
Keldin of Maryland, the State De- 
partment gave its views on the 
bill, which would prohibit foreign- 
owned companies from brewing 
beer in Maryland. 

Enacted Feb. 27, the bill has 
been neither signed nor rejected 
by Gov. McKeldin. 

Sponsors admitted it was aimed 
at Canadian Breweries Ltd., which 
had announced plans to build near 
Baltimore a $10,000,000 plant for 
an American subsidiary (Carling 
Brewing Co.). 


= It was enacted after legislative 
committee hearings at which pro- 
ponents cited a Canadian govern- 
ment report describing the parent 
brewer’s acquisition of smaller 
breweries in Canada. State Sen- 
ator Louis L. Goldstein, who intro- 
duced the bill, and other propo- 
nents said it was intended to pro- 
tect Maryland breweries from 
what they called “monopolistic 
practices.” 

The State Department fear was 
expressed in a letter to Gov. Mc- 
Keldin from Herbert V. Prochnow, 
Deputy Under Secretary of State 
for economic affairs. 

Neither Gov. McKeldin’s office 
nor the State Department would 
comment on the letter. 


Sylvania Plans Premium 
Promotion of TV Sets 

Radio & Television division of 
Sylvania Electric Products Inc., 
Buffalo, is planning a consumer 
premium promotion of its televi- 
sion sets. The Sylvania TV Carni- 
val of Gifts will offer a choice of 
14 premiums such as golf carts, 
wrist watches, wading pools. 

The Carnival is being promoted 
to distributors by direct mail and 
through trade journals, with pro- 
motion materials available. Adver- 
tising Promotions Inc., Chicago, is 
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Letter Guide Published 
“Common Sense in Letter Writ- 


hwest American Exposition. ing,” by William H. Butterfield, 


has been published by Interstate 


information 
0 ~ L A H OM A C I T Y Tl M t $ i () Son wt — | 7 ne of Printers & Publishers, Danville, 


Ill. The 81-page book, written sim- 


The Oklahoma Publishing Company * The Farmer Stockman a aoe 
WKY, WKY-TV, Oklahoma * WSFA-TV, Montgomery, Ala. ie cinithieliaesteeemnnnacimetinenalh 
Represented by The Katz Agency a add 


ply and with humor, gives “Six 


Title steps to better results by mail” 


from “Be sure you say what you 
mean” to “Remember the tact in 
centact.” 
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Lewis Gilbert Book 
Urges Investment 
to Check Socialism 


New YorK, March 13— 
“Either the average American 
will become an owner of Amer- 
ican business, with a voice in| 
its operatioh and a stake in its| 
growth and perpetuity, or our) 
country will be faced with so- 
cialism or one of its variants.” 

“Either industry will be run 
by the American people as 
shareholders or it will be run, 
in the last analysis, by govern- 
ment.” 

Those two quotes summarize 
the gist of Lewis D. Gilbert’s 
new book, “Dividends and De- 
mocracy,” just published by the 
American Research Council. 

But Mr. Gilbert’s book is 
much more than a brief for 
more shareholders and more 
democracy in business. It is es- 
sentially the story of his life and 
battles. 


® Mr. Gilbert has made first- 
page headlines in newspapers 
for many years. His clashes at 
stockholder meetings with ex- 
ecutives of such corporations as 
American Tobacco, R. C. A., 
Remington Rand, Bethlehem 
Steel, New York Central, and 
others have become part of the 
record of our time. 

His book appears as a record 
of a long up-hill fight to get 
some of the rights to which 
stockholders are legally entitled, 
including inspection of share- 
holder lists and directors’ min- 
utes. 

Commenting on the great 
proxy battles of the past few 
years, Mr. Gilbert believes they 
are “symptomatic of the end of 
an era of managerial paternal- 
ism. Management which pro- 
duces, which treats all owners 
as equal partners, has nothing 
to fear from this development.” 


@ He accuses Robert R. Young, 
board chairman of New York 
Central, of reneging. In 1954 
when Mr. Young was battling 
for control of New York Cen- 
tral, Mr. Gilbert says, he could 
not do enough for the inde- 
pendent shareholders. But at the 
1955 annual meeting after Mr. 
Young and his slate were elect- 
ed, “he could not hear a word 
we said even though the words 
we used were almost entirely 
ones he had spoken before his 
election. 

“I think that Mr. Young can- 
not get away with it,” Mr. Gil- 
bert says, “that in the long run 
shareholders will penalize him 
for his glaring inconsistencies.” 

Mr. Gilbert believes Ameri- 
can shareholders must organize, 
not for dividends, but for the 
preservation of private property 
and to avert government con- 
trol. 


e “It is a struggle,” he says, 
“for the nation’s expanding 
prosperity through an ever-ex- 
panding number of owners, of 
investors in American business. 
It is the way to a vast, un- 
tapped reservoir of venture cap- 
ital, coming from 70,000,000 
Americans, instead of 7,500,000, 
which will mean the greatest 
industrial expansion in the his- 
tory of our country.” 

His program calls for cumu- 
lative voting, more frequent and 
more democratic shareholder 
meetings, an end of the stagger 
system, a ceiling on pensions 
and executive compensation, a 
review of options, the owner- 
ship of stock by directors, for 
auditing safeguards, for exten- 
sion of SEC’s proxy rules to all 
American business, and for a 
limit on the amount that can be 
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spent in any proxy struggle. 


DEPARTMENT STORES 
CIGARETTES MAGAZINES 
DRUG PRODUCTS GROCERY PRODUCTS 
COSMETICS BEVERAGES 
AUTOMOBILES APPAREL 


APPLIANCES SERVICES 


Advertisers in practically every business have used WGN’s Complete Market 
Saturation Plan during the past year. 

This plan delivers millions of home impressions per week in the ever important 
Chicago market at a cost which is amazingly low. The plan is flexible and adapt- 
able to your needs. 

WGN reaches more homes than any other advertising medium in Chicago. No 
matter what your budget is for Chicago—WGN’s Complete Market Saturation 
Plan is an important factor to consider. 

The Chicago Market—and WGN’s position in the market—have never been 
more important to national and regional advertisers as they are today. 


Chicago 11 


A Clear Channel Station... Iiincis 
Serving the Middle West 50,000 Watts 
MBS 720 
On Your Dial 


Chicago Office: 441 N. Michigan Avenue, Chicago 11 
Eastern Sales Solicitation Office: 
220 E. 42nd Street, New York 17, for New York City, Philadelphia and Boston 
Representatives: George P. Hollingbery Co. 
Los Angeles—411 W. 5th Street * New York—500 Sth Avenue * Atlanta—134 Peachtree Street, N.W. 
Chicago—307 N. Michigan Avenue « San Francisco—417 Montgomery Street 
Detroit—500 Griswold Street 
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The gh total net 


paid circulation 
(Dec. 31, 1955 ABC) 
is now 
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The largest circulation ~~~~~._ 
since the magazine 


was founded 
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WHAT'S MORE, the 1,152,497 Elks are mature 
men with incomes well above the national 
average. They give preference to products 
advertised in their magazine. 


MAGAZINE 


New York + Detroit * Chicago * Los Angeles 


Lorillard Expands Kent 
‘Competitive Price Program 

P. Lorillard & Co. has expanded 
its program for selling premium- 
priced Kent cigarets at a competi- 
| ee price to include Wisconsin. 
The cigarets, which are selling at 
4¢ below their previous price in 
the test area, are being promoted 
by local cut-ins on Lorillard tv 
shows and small-size newspaper 
ads. 

The company also is introducing 
a new filter for its Old Gold filter 
king cigarets through newspaper 
advertising in 200 markets, tv 
commercials on “Two for the Mon- 
ey” and “Truth or Consequences,” 
and spot radio and tv. Young & 
| Rubicam is the Kent agency; Len- 
jnen & Newell is handling the Old 
Gold campaign. 


 pourtots Buys Adjacencies 

Bourjois Inc. has purchased a 
|heavy schedule of adjacencies on 
National Broadcasting Co.’s radio 
coverage on “Weekday” of the 
forthcoming Grace Kelly-Prince 
Rainier wedding in Monaco. Eve- 
ning in Paris products will be ad- 
vertised over 25 one-minute an- 
nouncements adjacent to the 
network’s coverage of the festivi- 
ties, April 16-19. Lawrence C. 
Gumbinner Inc., New York, is the 
agency. 


Karp Appoints Gramercy 
David Karp Co., New York, 
manufacturer of “Hand-Kraft” di- 
amond rings, has named Gramercy 
Advertising Co., New York, to han- 
dle its advertising. Consumer mag- 
azine and tv advertising plus a 
“continuous” direct mail program 
will promote the “guaranteed to- 
tal weight” feature of the com- 
pany’s rings. Maxwell Advertising 


formerly handled the account. 


in coverage of both MISSISSIPPI and 
JACKSON’S 16 county trade area 


WFeaching 1/6 of all 


homes in Mississippi 


*ABC REPORT Sept. 30, 1955 
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Getting Personal 


William F. Malo, commercial manager of WDRC, Hartford, is 
observing his 26th anniversary with the station this month. Two 
other March anniversaries are being marked up by account exec- 
utive Charles Parker, who has been with the station 12 years, and 
Paul Repp, transmitter operator, who is starting out on his 11th 
year... 

Gordon Gray, general manager of WOR-TV, New York, is serving 
as honorary special chairman for television of the 12th annual Na- 
tional Sunday School Week, April 9-15. . . 


TESTIMONIAL—A. C. (Ace) Ebbesen (right), associate advertising and 

sales promotion manager of the Kessler-Gallagher & Burton divi- 

sion of Seagram Distillers Co., New York, was presented a scroll by 

Samuel Lambeth, national advertising representative of the New 

York Herald Tribune, on behalf of his friends in the advertising 

and printing fields on the occasion of Mr. Ebbesen’s retirement 
from the company. 


At an office party held in San Francisco to celebrate T. Milburn 
Johnston’s 30 years with Campbeli-Ewald Co., everything went 
along fine until time for some music, which no one had thought of. 
Staff member June Burlingame finally dug through the office files 
and came up with a disk of Dinah Shore’s “See the U.S.A. in Your 
Chevrolet.” The party soared to its climax in happy tune to the 
agency’s advertising for its client, Chevrolet... 

A September wedding is planned by Audrey Vickerman and 
Edmund Lassus, southern advertising manager of Baby Talk and 
Young Set magazines... 


PHILADELPHIA AWARD—At the 40th annual dinner dance of the Phila- 
delphia Club of Advertising Women, Elizabeth Arden (center) re= 
ceived the club’s 1956 award for perseverance, courage, achieves 
ment-and womanhood. Here she chats with Mary E. Andrews 
(right), club president, and Stella T. Cox, general chairman. 


Two new Queens Big Brothers are Charles B. Bar, associate 
publisher of Fortune and general manager of Architectural Forum, 
and John N. Carpender, Life retail representative . 

Bert Neuburger, vp of Roland Reed Television Seedeatione, Chis 
cago, took off March 10 with the missus for two weeks in Acapul¢ 

. Stanley G. Heyman, San Francisco advertising consultant, has 
returned to his office after a three months tour of Europe. . . 

Mrs. William G. Dwight, editor and publisher of the Transcript- 
Telegram, Holyoke, Mass., marked her 65th year with the newspaper 
March 3. Though within four months of her 83rd birthday, she 
continues active and does a heavy volume of work. At present, she 
writes daily editorials from her winter home at Fruitland Park, 
Fla. She took over active control of the Transcript-Telegram after 
the death of her husband, its publisher, in 1930. Her only son, 
William Dwight, is managing editor of the T-T and vp of the 
American Newspaper Publishers Assn. . . 

Barbara Gaylord Cook was married March 1 to George Purnell 
MacGregor, a vp of the Biow Co., New York. . . Long Island Uni& 
versity, Brooklyn, N. Y., has conferred the honorary degree of 
Doctor of Laws upon Charles G. Mortimer, president of General 
Foods, for his “brilliant leadership in the world of business.” . . 

Mr. and Mrs. Norman Ober celebrated Valentine’s Day with the 
birth of their second daughter, Amy Laurel, born at Mt. Sinai Hos- 
pital, New York. Mr. Ober is a member of the CBS Radio program 

Wedding bells rang out Feb. 25 for Patricia Chamberlin and 
Jack Martin, network sales service manager for CBS Radio... 
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THE DAILY NEWS HITS HOME 


The Chicago Daily News Hits Home Because it Goes Home! 


The Daily News goes into 600,000 homes a day. And it puts a lot of 
Chicagoans in a buying mood—Chicagoans of all ages and from all 


eighborhoods. The Daily News hits h he eveni f ee 
n s. The Daily News hits home in the evening, when folks have “ ; e on te 

ne aper 
plenty of time to think about, read about, and learn about the whereabouts Chicago s growing wsp 


of whatever they want to buy. It hits home when they're relaxed and recep- THE C H ICAG 0 DAI LY N EWS 7 
tive as they open the newspaper they depend on and trust. There's no ET Se — 

denying the fact—as a source of information, as an editorial force, as 
an advertising medium—THE CHICAGO DAILY NEWS hits home! 
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Champ Hats Sets told. Life and Esquire have been, nest William Greenfield Co., Phil- Sam Gold Opens N.Y. Office | Bliss Adds Mogen-David Meat 
exclusively used. | adelphia, now handles the account. | Sam Gold & Associates, Chicago 

The company also is using color | . 


30% Increase in Ben B. Bliss Co., New York, has 
Fall Ad Spending 


PHILADELPHIA, March 13—Champ 
Hats will increasé its fall ad budg- 


new hats and its lightweight fall 
styles. 

In addition, the company is in- 
creasing its dealer helps and its 
cooperative newspaper advertising 
allocation. 

The fall campaign will begin in 
the September issues of Collier’s, 
Esquire and Life, with illustration 
and copy stressing lightweight 
shift from summer straws to felts. 

In October, Champ’s Tyrolean 
styles will be played up, and in 
November new styles will be in- 
troduced to the consumer with | 
half and full b&w pages. Decem- | 
ber space will be used solely for 
Christmas promotion. 


This marks the first time Champ 
has used Collier’s fur consumer ad- 
vertising, ADVERTISING AGE was. 


® heade are 


times the audienca of the 
other 2 stations combined 


Meh, es: 


* All top 15 weekly shows 
* 9 of the top 10 multi-weekly shows 


*Nov. 1955 ARB, 19-County Portland Market 


Top Ratings + Top Coverage + Top Valve 
Highest Tower - Maximum Power 


KOIN-TV - 


—. 


pages in Esquire for its 1956 straw| Ross Roy Advances Roy, Post 


line. 


@ A new series of newspaper 
. mats, playing up style and fash- 
et by about 30% to introduce two | ion, has been prepared for deal- 


cards and other helps. 
The spring campaign was pre-|assistant media director. He has| joined Ex-Lax Inc., Brooklyn, in 


|premium promotion company, is| been appointed to handle advertis- 
|opening a New York office at 425 | ing and merchandising activities 


Hubert F. Roy has been elected | E. 79th St. Gordon Gold will be|for Mogen-David Kosher Meat 


a vp of Ross Roy, Detroit. With 
the agency since its inception, Mr. 
Roy currently represents Ross Roy | 

in its civic, trade and public rela- ‘poem Joins Ex-Lax 
ers, plus new window and counter tions activities. The agency also 


| 


|has promoted Ronald A. Post to|with Kenyon & Eckhardt, 


Robert A. M. Peterson, formerly 
has Moldatsky Joins Martin 


| in charge as eastern sales manager.! Products Co. Plans are being made 


for a campaign using newspapers, 
radio, tv and outdoor. 


Robert Moldafsky has joined 


pared by N. W. Ayer & Son, which | been in charge of placing co-op the new position of director of| Martin Co., St. Louis, as an ac- 
recently resigned the account. Er- | advertising. 


marketing. 


count executive. 


John F. Apsey, Jr., is Director of Advertising and Sales 
Promotion for Black & Decker, the world’s largest manu- 
facturers of portable electric tools. He joined the organ- 
ization in 1927, first having spent 6 years in the real 
estate business and 2 years with a successful industrial 
advertising agency. To learn firsthand how this well- } 
known and respected industrial organization uses busi- 
ness publications, and what it is getting out of their use, 
we had an interesting chat with amiable Jack Apsey. 
Here are the highlights of that interview. 


“, « « to precondition the market and 


Q Mr. Apsey, as a matter of background 
interest, how long has Black & Decker 
been in business? 

A The company was formed in 1910, 
but we did not start to manufacture port- 
able electric tools until 1916. 


Q And how far back does your adver- 
tising history go? 

A There was some sporadic activity as 
early as 1918, but our records show that 
we actually started a well-integrated 
plan of advertising to the trade in 1920. 
Q What advertising media do you use? 
A Just about everything. Our industrial 
and automotive advertising has, since 
the very first, appeared primarily and 
consistently in trade publications. . 
However, our hardware line—the do-it- 
yourself-line which we introduced in 
1946—is advertised in consumer and 
trade media of all kinds, including direct 
mail, point-of-sale material, and the like, 
which we prepare for dealers’ use. 


Q Tell me, Mr. Apsey, is there some ad- 
vertising experience from the past which 
you consider of particular interest? 

A Yes. By adapting the “universal” 
motor to portable electric tools, we made 
it possible for distributors to furnish 


from stock instead of having to order spe- 


cial motor requirements from the fac- 
tory. This made Black & Decker tools 
immediately available from local distrib- 
utors’ stocks and justified an intensive 
national advertising campaign to the 
industries that comprised our markets. 


Q Is there some other advertising high- 
light— something in the nature of an 
“advertising first’? 


A Well, you may be interested to know 
that Black & Decker was the first elec- 
tric tool manufacturer to reveal through 
advertising what was generally regarded 
in the industry as secret. That is the in- 


side mechanism, the actual working 
parts, of the tool. We told the full story 
in a series of advertisements called ““The 
Inside Story.” Illustrations with phan- 
tom views of all our major tools showed 
the gears, motor, bearings—in fact the 
entire working unit. Our purpose, of 
course, was to tell—to prove—our story 
of quality in engineering, quality in de- 
sign, quality in workmanship, and qual- 
ity in materials. The entire campaign 
was outstandingly successful. 


Q How long did this series run? 

A Initially it was a single ad on drills 
run in a wide list of papers. Later, other 
tools were included, especially as new 
products were introduced. Now it is run- 
ning on the basis of a full year’s cam- 
paign, with the theme “Power Built.” 


Q You speak of your industrial and auto- 
motive divisions. Do you manufacture spe- 
cific types of tools for specific industries? 


A With one or two exceptions, our 
standard line of tools can be used by any- 
one who has a need for power tools. Some 
of the exceptions, however, are impor- 
tant. For example, our valve seat grind- 
ers and valve refacers are almost exclu- 
sively for the automotive trade. 


Q Tell me, Mr. Apsey, how would you 
define your basic advertising objectives? 


A Our prime reason for advertising is to 
precondition the market and improve the 
productivity of our salesmen. The sales- 
man’s job is to get our products from the 
warehouse into the hands of dealers and 
consumers. This may seem like an easy 
assignment until you stop to realize that 
as a manufacturer you are on the oppo- 
site bank of a river from your customer. 
Between the two of you isa river running 
wide and deep with indifference and ig- 
norance about your product. To do his 
job, your salesman must cross this river. 


If you plan to send him across very often 
you should build him a good, solid bridge. 


Q And advertising is the bridge? 


A Advertising is not the bridge itself, 
but it certainly provides much of the 
foundation without which the bridge 
could not be built. You must depend on 
advertising to attract attention, create 
interest, arouse desire, and, in large 
measure, give information about your 
product. There are other factors, of 
course, which go into the building of a 
bridge. But without sustained adver- 
tising you have a gap, a fundamental 
weakness, for which there is no real sub- 
stitute. Remember, advertising does not 
replace salesmen—anyone who thinks it 
does is only kidding himself. All we can 
hope to accomplish through advertising 
is, as I have said, to precondition the 
market to give the salesman an oppor- 
tunity to make the most effective and 
efficient use of his time. 


Q What are some of the secondary objec- 
tives of your advertising? 


A We also depend on our advertising to 
help develop new and different uses for 
our products. Then, too, advertising 
helps build recognition and prestige for 
our company and helps us maintain our 
rightful place in the industry. 


Q In general terms, what is your phil- 
osophy in regard to advertising in business 
publications? 


A First of all I must say that we not 
only consider business publications a 
very important part of our over-all pro- 
gram, but a basic part of our program— 
in fact the only economical way to cover 
certain markets. Through the use of 
trade publications, we are able to con- 
centrate on the markets we know from 
experience are the most profitable for us 
to reach with our electric tool story. 
They provide a minimum of waste cir- 
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WRVA Names Hollans 

Irby N. Hollans Jr. has been 
named promotion manager of | 
WRVA, Richmond, Va. He suc- 
ceeds Jack Stone, who has been! 
named promotion manager of | 
WRVA-TV, and Bill Thompson, | 
formerly radio publicity manager, | 
has become news film director of 
WRVA-TV. Mr. Hollans, formerly 
with Seaboard Finance Co., was! 
public relations officer at Kadena 
Air Base, Okinawa, from Novem- 
ber, 1953, to September, 1955. 


Hike Profit Margins 


31 


council | ditional wholesale method of meat, between farm and retail prices,” 


Can Say nomic Commission tie 
ada Packers boner that the trend in meat dis- 
They May ‘Have to’ 


tribution is to have ie product 


distribution. 


This means, said the council, | 


| the council’s 


brief said. “In the 
case of meat products the market- 


prepared and packa:;d at the! that while the packing industry is} ing margin has in recent years 
plant, and that this p: cpackaging | highly competitive within itself, it | | been narrower than for any other 


requires extra equip: ent, 


Ortawa, ONT., March 13—Meat| and money. 


| packers may have to increase their 
profit margins if they are to pro- 
vide more services for consumers 
in the future, the Meat Packers 
Council of Canada declared last 
week. | 

In a brief to the Gordon Eco- 


| prospect of a concentration of bar- | 
| gaining power on the part of both | 


labor | “apparently is confronted with the | main farm product except poultry 


jand eggs. 
“If the industry is to exiend the 


® But the council also observed|the producer from whom it buys|range of its services to the con- 


that farmers are tending to sell|livestock and the retail distribu-| Sumer, however, 


it will have to 


more of their products through|tors to whom it sells the majority | work on a somewhat wider mar- 


producer marketing boards, and 


| that the tremendous growth of su-| 


permarkets is changing the tra- 


'of its products.” 
“From time to time attention is 
focused on the spread or margin 


“... to tell—to prove—our story of quality in 
engineering, quality in design, quality in work- 
manship, and quality in materials.” 


“The smart advertiser need only follow the lead of the editors “.. 


to be certain his messages carry maximum attention and 


readership.” 


. a basic part of our program— 
in fact the only economical way to 


cover certain markets.” 


improve the productivity of our salesmen” 


culation. In the second place they enable 
us to reach these people in an atmos- 
phere we feel is conducive to their more 
careful study and acceptance of our 
advertising message. 


Q Why is the latter the case? 


A It’s largely a question of editorial 
approach. A good trade publication is, 
of course, expertly edited to insure maxi- 
mum appeal to a particular group. The 
smart advertiser need only follow the 
lead of the editors to be certain his 
messages carry maximum attention and 
readership. In other words, in trade pub- 
lications we have a wonderful oppor- 
tunity to address our audience at a time 
when it is most receptive, and in a way 
to insure its interest. 

Q Have you ever been able to actually 
prove this greater interest and acceptance? 


A Not on a truly scientific basis, but on 
more than one occasion, we have used 
the same advertisement in general pub- 
lications and in various types of trade 
publications. Generally, we get far 
greater results, greater pull, from the 
publications specific rally edited for our 
primary audience. Certainly this proves 
the advantage of talking to people in 
their particular atmosphere of interest. 
Q Do you feel that business publications 
have become of increasing importance in 
recent years? 

A Perhaps not of increasing importance 
—for they have been important a long 
time. Certainly with changes taking 
place as fast as they do, and with new 
developments and new techniques as 
numerous as they are, I don’t know how 
or where a fellow could possibly get the 
information he must have if it were not 
for his trade publications. They are really 
the only means many of us have in this 
day and age to keep pace with the in- 
dustry of which we are a part. 


Q How do you go about selecting the 


business publications you use? 


A In a general way, of course, our selec- 
tion is indicated and controlled by the 
availability of publications edited for the 
specific fields we wish to reach. We look 
for vertical publications to reach all im- 
portant buying influences in our primary 
markets, and we look for horizontal 
(functional) papers to reach the men 
who, through field of interest, should 
welcome news about our products in 
secondary markets. And although we 
lean heavily on the recommendations of 


our agency media director, we ourselves 
listen to many media presentations. 


Q In conclusion, is there anything that 
you would like to say that we have not 
given you an opportunity to say? 

A No, but I would like to repeat that 
the trade publications on our schedule 
are a very vital part of our advertising 
program. Through them we are able to 
pin point our approach to the markets 
we know to be most productive. In addi- 
tion, they enable us to talk to the people 
we want to reach in an atmosphere that 
is natural for them and productive to us. 


Through the medium of business publication advertising you reach prospects 
and customers on common ground—at a time when they are receptive to 
your message. Thus business publications fulfill a role unduplicated by any 


other known selling force. 


Chilton publications cover their chosen fields with an editorial excellence 
and a strict control of circulation that assure confidence on the part of readers 
and advertisers. With such acceptance goes a proportionate selling power. 
Let Chilton publications help give your advertising maximum effectiveness. 


Sz ry CHILTON PUBLICATIONS: 
ia * 

22 
. > d Commercial Car Journal . 


The Voice of Authority... 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


rtment Store Economist « Hardware Age 


ThelIronAge + Jewelers’ Circular-Keystone + DistributionAge +» Motor Age 
Automotive Industries — Journal and Review of Optometry + Gas 


Boot and Shoe Recorder 


pectator . 


Hardware World « Tele-Tech & Po Industries + Butane-Propane News 


” 


gin. 


Fair Trade Upheld in Mass. 
The Massachusetts supreme 
court has upheld the constitution- 
ality of the state’s fair trade law. 
In an action brought by General 
Electric Co., the court ruled that 
GE has a right to enforce minimum 
resale prices to protect its trade- 
marks and public good will. 


Howard Named Ad Manager 
Curtiss Howard has joined Gar- 
land Co., Cleveland manufacturer 
of paint and industrial mainten- 
ance products, as advertising and 
sales promotion manager. 


You can’t sell 
rich Middle Georgia 
with Atlanta TV! 


YOU NEED WMAZ-TV 
TO REACH THE FAST- 
GROWING MIDDLE 
GEORGIA MARKET 


Believe it or not, Philadelphia is 
‘actually nearer to New York than 
Atlanta is to Metropolitan Macon, . 
capital of the Middle Georgia 
Market! So naturally, you can’t 
expect an Atlanta station to get 
the sales results you want in this 
rich area. 

In the 47 county Middle Georgia 
area, WMAZ-TV is the hands- 
down favorite! No outside TV sta- 
tion has—or can claim to have-- 
adequate penetration of this pros- 
perous market. So prosperous, in 
fact, that $388,620,000 was spent 
in retail stores in this area last year! 

Get a bigger slice of this sales 
pie for your products. Make 
Middle Georgia a part of your 
marketing plams. And that means 
WMAZ-TV — Macon’s only tele- 
vision station—in the heart of 
Middle Georgia. 


ss 


\ Soy GEORGIA 


CHANNEL 13 


CBS - ABC > NBC 
Represented Nationally by 


AVERY-KNODEL, Inc. 
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Most everyone enjoys America 
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Every day, more people in America make the happy discov- 
ery that they have a lot more leisure time on their hands, and their 
hands on a lot more money. 

Result: a well-heeled enthusiasm for actively enjoying life’s 
goodies—the most important new factor in selling today. And 
the best place to make quick, profitable contact with it is in 
Holiday magazine. | 

Holiday catches the spirit of today’s active leisure, stirs imag- 
inations, whets appetites for new products. Not a word or picture 
distracts a reader from his responsive Holiday mood. 

Advertisers know this well. For ten wonderful years, the num- 
ber and variety of Holiday advertisers have grown like a high- 
school boy . . . advertising revenue has increased a resounding 


368 %. 


If you sell any product that gives people more leisure or more 


pleasure—it belongs in Holiday. 
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that this 1s 
NATIONAL SALESMEN S WEEK 


and also 
NATIONAL WILDLIFE WEEK ¢ 


ABC Offers Free 
... but EVERY DAY is an TV Instruction to 


Ol L MAR KETI N ¢ D AY Political Hopefuls 


And every day, all year long, the NPN FACTBOOK 
provides valuable marketing data for all important 
buyers in the $12,000,000,000 petroleum and TBA 
marketing field. Make sure they'll see your story in 
the mid-May FACTBOOK*, and in every other issue 
of NPN, too! 


*Closing date, April 16. 


Wational 
Petroleum 


Mews 


the McGraw-Hill Magazine of OIL MARKETING 
cut) @ Established 1909. Published monthly 


across the country by American 
Broadcasting Co. 

Intended primarily for candi- 
dates on state and local levels, the 


newscasters and will offer practice 
sessions at which students can ob- 
serve themselves on a tv monitor. 


® Candidates will be shown how 
to take cues, how to sit and stand 


a camera, and will be fully indoc- 
trinated in good and bad manner- 
isms when on tv, the network said. 

Also in the curriculum will be a 
briefing on the production of a 
|television program, using both 
|standard studio and remote-tele- 
cast procedures. 


LEADERSHIP 47,1 i 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


advertising 
LEADERSHIP 


Largest Circulation in the Pacific Northwest 


City Zone Lead — 10,546 
City & RTZ Lead — 16,958 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 
Year: 1955 


8,564,311 


LINES 


Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


230,238 Daily 
297,135 Sunday 


tHe Oregonian 


PORTLAND 1, OREGON 


Sources: ABC Publishers’ Statements for 6 mos. 
ending September 30, 1955; Media Records toto! 
advertising, less AW, TW, and Comics, 1955. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC 


New York, March 13—Tuition-| 
free tv coaching schools for pol-| ° 
| itical candidates are being set up| ===: 


classes will be taught by ABC-TV) 


and how to look at or away from | 


MONEY’S WORTH—This ad for the 

First National Bank of Minneapoli: 

got an assist from the neighboring 

This Week Magazine ad which tells 

how to spell “f-i-r-s-t.” The juxta- 

position occurred in the Minnea- 
polis Star. 


‘Get the H Out of 
Worcester,’ Adclub 


Advises the Nation 


Worcester, Mass., March 13— 
Thoroughly annoyed by the way 
many outsiders spell Worcester 
with an unwanted “h” between the 
“c” and the “e”’, the Advertising 
Club of Worcester has launched a 
mass education program to 
straighten out the rest of the coun- 
try. 
The adclub printed a folder ad- 
vising, “Get the H out of WOR- 
CESTER,” and is mailing it out to 
all “offenders.” 

Worcesterites explain that they 
have put up with the misspelling 
for years, but the last straw was 
the appearance of “Worchester” 
in a U.S. Bureau of the Census re- 
port. 


® Jackson L. Parker, ad manager 
of Graton & Knight Co., dreamed 
up the slogan, and Roy Cooney of 
the Cooney & Connor agency de- 
signed the folder. 

The 180 members of the adclub 
now are mailing the folders out 
to individuals and organizations 
which repeatedly make the classic 
mistake. 

Reportedly the program has 
changed Worcesterites’ attitude 
about spelling from one of annoy- 
ance to one of zest at being able to 
do something about the challenge. 
It also has provided a good deal of 
good-natured humor for the com- 
munity, whose name is pronounced 
“Wooster” (rhymes with “puss 
fur’). 


Strikers at Denver 
Station Ask Viewer, 
Advertiser Boycott 


DeENvER, March 13—A boycott of 
KOA-TV and KOA Radio was 
started last week by striking mem- 
bers of the National Assn. of 
Broadcast Employes & Technicians, 
AFL-CIO. 

KOA advertisers were informed 
by form letter that 10,000 buttons 
proclaiming “I Don’t Watch KOA” 
were being distributed in Denver, 
along with 50,000 protesting photo- 
offset leaflets and 50,000 mimeo- 
graphed leaflets. 

“We respectfully ask that for 
the duration of the strike you 
withdraw your advertising on this 
station,” the letter pleaded. 

The Denver strike, which began 
Dec. 19 (AA, Dec. 26, '55), was 
caused by union-management dis- 


agreement over terms of a new 
contract with NABET. 
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YOU can \ 


STRIKE IT || RICH IN '56 


* THE NATION'S FASTEST-GROWING MAJOR 
| = MARKET, with buying power over 
| 2 $1,800,000,000 — up 9% in a year! 

ebedhiied@tet — POPULATION over 1,100,000 — VISITORS 
_ GOLD — over 3,000,000 annually 

_ COAST * VAST NEW PROJECTS add greatly to its 

@ $56,000,000 being invested in 21 new 
shopping centers 


@ $18,000,000 hotel & shopping center planned 
by J. Randolph Hearst 


@ $200,000,000 Interama Center now receiving 
bids 


| @ Howard Hughes selects site for industrial 
& research center 


Hit pay dirt with 
THE MIAMI HERALD 


% The Miami Herald ALONE delivers the entice’ Gold 


Coast market 


* Saturation circulation in Greater Miami, plus blanket 
coverage from Fort Pierce to Key West 


%* 5th in the nation in total ad linage, with 48,997,556 
lines in 1955 


% It's the 2 to | choice of retail merchants! 
See your SB&F man today 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, National Reps. 
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Big Expansion in Co. in 1955, after taxes, was $887,-| to $1,565,698.29, or $2.23 a share.; Melville Shoe Reports Record of $114,495,706 also set a new rec- 
820.17, compared to $879,535.79 the; Total sales from advertising, Melville Shoe Corp., New York, ord and compared with $107,866,- 
Technical Books ‘previous year. In addition, there| subscriptions, book services and in its annual report for 1955 shows 310 for °54, an increase of 6.1%. 
|was a net profit of $677,278.12) printing in 1955 actually declined| record store sales of $106,721,861,/ At year-end the company operated 
anned hi lt |from sales of securities, bringing | slightly to $11,470,196 from $11,-! an increase of 5.8% over the $100,- | 886 stores in 426 cities in 43 states 
Pl by C on | the total net profit for the year up| 652,521 the year before. 


839,255 reported for ’54. Net sales and the District of Columbia. 

PHILADELPHIA, March 15—Sub- 
stantial expansion of the newly-| 
acquired technical book division of 
Chilton Co. is planned for the 
coming year, G. C. Buzby, presi- | 
dent, declared in the company’s 
45th annual report. 

Mr. Buzby also told AA that 
even though the company’s pub- 
lishing division has been tempo- 
rarily completed with the purchase 
of three new magazines (Tele- 
Tech & Electronic Industries, Bu- 
tane-Propane News and Gas—AA, 
Feb. 27) it does not plan to sit by 
and cool its heels in the future. He} 
said Chilton is not so far advanced | 
in negotiations that he can predict | 
anything in the near future, how- 
ever. 

The book division, Mr. Buzby 
said, now has 55 titles in print and 
14 in process. 

Net operating profit of Chilton 


WHY THOMAS INDUSTRIES 
NOW DIRECTS ITS FAR-FLUNG 
OPERATIONS FROM LOUISVIL) 


“There has been a Niagara-like flow of new business and industry into Louisville 
in recent years. Doubtless each firm had its own peculiar reasons for coming 
here. In the case of Thomas Industries, we sought a location for centralizing 

the direction of our widely dispersed plants, diversified products and expanding 
markets. Louisville was the best natural distribution center for the entire 
American market, and ideally located as a source of raw materials, especially 
metals. The labor supply is plentiful and of high quality. In short, 

our experience indicates that Louisville, and Kentucky, have more to 

offer the small manufacturer engaged in a national operation than 

any city or state in the nation.” 


How the Pittsburgh 
Corning Corp. uses 
businesspapers to 
stress exclusive 
product benefits 


"Ten yeors of cutstanding insulating 
performence proved FOAMGLAS stoys dry!” 


eee eee erh RAS tngemmee Abies Oren ee Phat 


| 


7 Bat 


PTIOUROH CORMIRE CORPORATIOM = ame le eee 


FOAMGUAS lta 


OBJECTIVES: 

Increase Foamglas insulation sales 
by demonstrati:g product superi- 
ority through exploitation of unique 
benefits to product users. 


SCHEDULE: 
Two-color pages and spreads in 


Thomas Industries operates six plants in Kentucky, 
Wisconsin and California in the manufacture of 
power saws, paint-spraying equipment and residen- 
tial lighting fixtures. It also is engaged in defense 
research and production for the U.S. Army and 
Navy. Pictured above is the new plant in Hopkins- 
ville, Ky., from which the company ships lighting 
equipment to 650 distributors east of the Rockies via 
its fleet of 35 trucks. 


Huber & Huber Motor Express, one of the largest 
trucking companies in the nation, operates 850 pieces 
of equipment over a route between Chicago and At- 
lanta, including Indianapolis, Louisville, Lexington 
and Knoxville. The firm, whose trucks travel over 20 
million miles each year, has its headquarters and 
principal terminal in Louisville. Another local truck- 
ing firm, Silver Fleet Motor Express, operates 500 
vehicles between Chicago and Birmingham. 


twelve business publications. 


RESULTS: “ e 
“At PC’s sales mectifg, Industrial 
Insulation Sales Manager C. P. 
Barrett revealed irrefutable evi- 
dence that this campaign did its 
job . . . sales increased over 60% in 
just 2 years!” 


Sel LouIsvILLE foe all iti worth / 


AGENCY: 
Ketchum, MacLeod & Grove, Ine. 


bullding better pe 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 
businesspapers... = “a 
better businesspaper -' A 


gg he Conrier-Zonrnal - THE LOUISVILLE TIMES 


. wail 381,468 Daily Combination * 314,966 Sunday + Represented Nationally by The Branham Company 


THE ASSOCIAYEO BUSINESS PUBLICATIONS 
Founded 1906 


205 East 42nd Street, New York 17, N. Y. 


< 


a 
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Buchen Appoints Mainguy 


Neville Mainguy, until recently Henri, Hurst, Mr. Mainguy was) 


Cyril J 


group. Before his association with Cyril Loughlin to Retire 


. Loughlin, Cleveland 


vp and assistant to the president! president of Mainguy Industries) district manager of c\assified ad- 


| of Henri, Hurst & McDonald, has |Corp., Miami agency specializing | vertising of McGraw-1ill Publish- 
joined Buchen Co., Chicago, as a 
member of the account handling 


‘= product testing, development | 
and merchandising. 


ing Co., will retire April 1 after 
30 years with the company. 


LILE 


LEE B. THOMAS 
President 
THOMAS, INDUSTRIES, INC. 


st 2nd ard ath Ist 2nd 3rd Sth Ist and 3rd ath 


Lu 1990 eee 


A (ess 1998 Dasmmeas. -. 
Louisville's Industrial Production Tops U.S. Average for the Pa 


The Mengel Company, 
America’s second largest 
manufacturer of dining room 
and bedroom furniture, oper- 
ates three Louisville plants 
devoted to the production of 
furniture, plywood and corru- 
gated shipping containers. 
The firm’s headquarters and 
roughly half of its manufac- 
turing capacity are located in 
Louisville. Another local fur- 
niture manufacturer, Con- 
sider H. Willett Company, is 
the largest producer of solid 
maple and cherry furniture in 
the United States. 


Ist 2nd 3rd ath 
re 


st Four Years 


Martin's VVO Push 
Will Use Magazines; 


First Time for Brand 


New York, March 14—McKes- 
son & Robbins, importer of Mar- 
tin’s VVO Scotch, will break a new 
campaign for the brand March 19, 
with ads in 90 newspapers cover- 
ing 74 markets, plus eight four- 
color pages in Time and six in 
Sports Illustrated. i 

This is the first time the brand 
has been advertised in magazines. 

The 1956 ad budget for the 
brand has been increased 81%, 
from $279,000 in °54 to $508,000. 
A business paper schedule also 
will be added this year for the 
first time. 

John J. Bertrand, exec vp of 
McKesson & Robbins, in announc- 
ing the expanded advertising, em- 
phasized that “there is no shortage 
of Scotch; only a shortage of brand 
name Scotch. We expect that by 
1960 this shortage will disappear,” 
he said, “and the brands with the 
best recog#ition and prestige will 
maintain their market positions.” 

The company is increasing its 
newspaper coverage by 15% and 
€Xpects to continue using the Otto 
Soglow cartoons it used success- 
fully in 1954. Magazine advertising 
will feature stylishly dressed men 
in “various situations in keeping 
with the quality and luxury of a 
fine Scotch.” 


# A “phantom Scot” hovers in the 
background, and the copy is limit- 
ed to five words: “Martin’s Scotch 
—that’s the spirit!” 

Mr. Bertrand explained that the 
company has used magazine space 
for holiday advertising and for its 
deluxe and 12-year old Scotches, 
but has concentrated on newspa- 
pers entirely in the past for its 
VVO line. 

“Scotch is essentially a regional 


JAMES BEAM has been named adver- 
tising manager of Hughes Aircraft 
Co., Culver City, Cal., a new post. 
Mr. Beam formerly was director of 
advertising of Paper Mate Pen Co., 
and prior to that, sales promotion 
manager of Victor Adding Ma- 
chine Co. 


sales item,” he said. ““We are main- 
taining our newspaper schedules 
to reach these markets and are 
using magazines to build up recog- 
nition and prestige.” 

Erwin, Wasey & Co. is the agen- 
cy. 


Barlow Elects Tompkins 

F. Brownell Tompkins has been 
elected president of Barlow Adver- 
tising Agency, Syracuse, N.Y., ef- 
fective March 24. He succeeds 
Hugh H. Goodhart, who was named 
chairman of the board, a new post. 
With the agency 14 years, Mr. 
Tompkins formerly was vp and 
media director. 


Kurth Promotes Caufield 

L. F. (Pete) Caufield, sales man- 
ager of Kurth Malting Co., Mil- 
waukee, since 1953, has been 
named assistant vp in charge of 
sales and advertising. He was with 
Pabst Brewing Co. before joining 
Kurth. 


order. 


than 15 years ago. 


Advertising as a Per Cent of Sales 


Reprints of the Apvertistnc AcE-University of Illinois study 
of the percentage of sales devoted to advertising by 2,325 com- 
panies are available from the Library, Apvertisine Ace, 200 E. 
Illinois St., Chicago 11, Ill., at $1 each. Please send check with 


The study gives figures for the year 1954 for 70 different 
business categories, and is the largest and most comprehensive 
analysis of advertising as a percentage of sales which has been 
made since the report by the Federal Trade Commission more 


Madison, 


is., families spend 43% more at retail than 
the national average. Here’s how much more they 
spend by store types:* 


Food 16% more 
Gen. Mdse. 60% more 
Furn., House., Radio 31% more 
Automotive 34% more 
Drug 122% more 


With a per family effective buying income 


of $7,915 


per year, they spend more in Madison. And your spot 
TV dollar buys more, too . . . on WKOW-T\, first in 
Madison television. Call Headley-Read Co. for proof 


of performance. 


*Source: 1955 Survey of Buying Power 


We Channel 27 


Madison, Wisconsin 
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Agency Gives List 
of Clients to Rival 


‘to Aid Solicitation’ 


San Dieco, March 13—Robert E. 
Lee, who heads the San Diego ad- 
vertising agency of the same name, 
isn’t one to back away from a 
fight, any more than was his il- 
lustrious namesake of Civil War 
fame. 

Lee, whose office is in the U. S. 
Grant Hotei (founded by the son 
of another illustrious Civil War 
general), turned his guns on a fel- 
low advertising man, Lisle Shoe- 
maker, of Lisle Shoemaker Adver- 
tising. Shoemaker, Mr. Lee hinted 
broadly, was taking undue liber- 
ties, suh, with some of the Robert 
E. Lee accounts. 

Wrote Mr. Lee in a letter to Mr. 
Shoeinaker, with carbon copies to 
all San Diego advertising agencies: 

“It is obvious...that you have 
declared open season on all of the 
accounts serviced by our offices. In 


$974,245,286 


Poet 


vening- © 


The ONLY Morning-Evening-Sunday 
papers in the entire 33 County Area. 
Daily— 
137,820 
Sunday— 
133,513 
(ABC 9/30/55) 


Represented by 
The Branham Company 


order to facilitate your method of 
doing business, I list below all of 
our accounts, so that, if by acci- 
dent, you...have missed calling 
on several, you will know whom 
you have missed.” 

Mr. Shoemaker told ApvERTIs- 
inc AGE he has not replied to the 
letter. “No comment,” he said. 


Michigan Four A's Elects 
Robert E. Anderson, vp of Bat- 

ten, Barton, Durstine & Osborn, 

has been elected chairman of the 
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Michigan Council of the American | economist, vp; Roberta Groene, ad-| Klinefelter also has written three 


Assn. 
Other officers elected are Aldis P. 
Butler, Young & Rubicam, vice- 
chairman, and Leonard Simons, 
Simons-Michelson Co., secretary- 
treasurer. 


New AWRT Chapter Bows 

A new chapter of American 
Women in Radio & Television has 
been organized in Fresno, Cal. Of- 
ficers are Marjory Studer, KMAK, 
president; Alice Messec, home 


of Advertising Agencies.| vertising manager, 
|Shopping Center, secretary, and 


Manchester 


Norma Karioth, city schools, treas- 
urer. 


Maitland Names Klinefelter 

Vic Maitland & Associates Ad- 
vertising Agency, Pittsburgh, has 
appointed Dr. Ralph A. Klinefelter 
director of public relations, effec- 
tive April 2. Formerly director of 
public relations and development 
of Dusquesne University, Dr. 


books and a number of published 
articles. 


Holeproot Pushes New Color 

“Devil-May-Care,” a new golden 
stocking color designed primarily 
to go with gold, beige and copper 
fashions, will be advertised in a 
full-color page in the April Gla- 
mour by Holeproof Hosiery divi- 
sion of Julius Kayser & Co., New 
York. Weiss & Geller, Chicago, is 
the agency. 
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Florida Citrus Reports Fivefold Return 
in Retailer Ads on Own Newspaper Spending 


LAKELAND, FLa., March 13—Flor- 
ida citrus newspaper advertising 


| 


Harry Warren, Benton & Bowles 
vp handling the Florida Citrus 


paid for by local retailers through-|Commission account, reported to 
out the nation as a part of their | the commission last week that a re- 


own store ads has reached the point 
of returning the Florida Citrus 
Commission $5 worth of advertis- 
ing for each $1 spent on the com- 
ew own newspaper ad sched- 
ule. 


cent survey of tie-in advertising in 
27 cities had produced much useful 
information. 

Within the widely separated 
cities during November and De- 
cember, Mr. Warren said, the Flor- 


ida citrus industry received tie-in 
advertising valued at $235,000 on 
the basis of established newspaper 
ad costs. The commission’s newspa- 
per ads in the same cities were 
placed at an expenditure of only 
$44,000. 


= Paul S. Patterson, the commis- 
sion’s advertising director, joined 
Mr. Warren in emphasizing the 
value of local tie-in advertising of 
Florida citrus which results from 
the nationwide advertising-mer- 


chandising program. 

“The commission’s newspaper 
advertising schedule reaches ap- 
proximately 125 of the nation’s 
larger cities,” Mr. Patterson said. 
“On the basis of this survey of only 
27 cities, it is practical to assume 
that local retailers throughout the 
nation spent more than $1,000,000 
in November and December to ad- 
vertise Florida citrus as a feature 
item in their stores. 

“This terrific boost to the com- 
mission’s advertising dollar,” he 


DRILLING AND EXPLORATION 


TRANSPORTATION 


PROCESSING 


TO SELL OUMEN 


because your advertisements, for the first time, are assured readership in a magazine 
that oilmen everywhere are reading from first to last page—literally from cover 


to cover. 


because your advertisements, for the first time, have a magazine that gives oilmen the 
all-segment petroleum information they want and need. 


because your advertisements now have a magazine whose success with oilmen makes it 


PRODUCTION 


MARKETING 


the most talked-about, the most imitated publication in the petroleum industry. 


because your advertisements will be read in an exciting medium whose usefulness and 
importance to oilmen has been clearly demonstrated—by the growth of its paid 
circulation; by the thousands of paid-for reprints of its articles; in its 


A McGRAW- HILL 


cceptance by important advertisers. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, New York 


cr Communications for Men Who Matter in Oil 


Madison, Wisconsin 
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said, “is a result of (1) the nation- 
al campaign, (2) the capability of 
Florida to place quality citrus on 
retail shelves at competitive prices 
and (3) the close reiationship be- 
tween the commission’s merchan- 
disers and the trade outlets.” 

The Benton & Bowles survey 
covered ads for fresh as well as 
canned and processed fruit, carried 
by retailers in newspapers serving 
their areas. Most tie-in advertising 
purchased by retail organizations is 
done so on the basis of national! ads 
for the product, plus favorable 
price structure, recognized quality 
and good merchandising support. 


Garabrant Joins Ruppert 

Jack Garabrant, formerly pro- 
duction and traffic manager for 
all accounts at Hilton & Riggio, 
has joined Jacob Ruppert, New 
York brewery, as assistant adver- 
tising manager. Before his associa- 
tion with H&R, Mr. Garabrant was 
with Biow Co. 


ONE OF A SERVES 


What Makes a Radio Station Great? 


sERVICE 
to Rural Listeners! 


Venezuela Got Its Hogs 

The Breeders Got a Premium 
Murray Cox Got 
Kudos 


When representatives of the 
Venezuelan government recently 
came to Texas to buy 1080 pure- 
bred hogs they were faced with 
a problem. Within three weeks 
they had to locate an exact num- 
ber of certain breeds in certain 
weights. 

Head of the Texas Swine 
Breeders’ Association thought im- 
mediately of Murray Cox, 
WFAA’'s well-known farm editor. 
Tracked down at Texas A.& M 
College, Cox put out a hurry call 
on his farm program broadcasts. 

Result: Venezuela got its hogs 
on time, the swine breeders got 
a premium on the sale, and 
Murray Cox added another “mis- 
sion accomplished” to his long 
list. 

Cox’s excellent farm news and 
market reports are responsible 
for the fact that 42.1% of North 
Texans having a station prefer- 
ence say that the best farm news 
is on WFAA.* This is a mighty 
prosperous audience and a mighty 
productive market—we might add. 

If you want to seil them — or 
any other North Texas market 
...ask your Petry man about 
WFAA. 

*Whan Study — A. C. Nielsen, N.S.1. 


ig a great radio station 


Edward S$. Petry & Co., Representative 
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‘57 Travel Show | 
Will Grant 15% | 
Agency Commission | 


NEw York, March 14—Albert | 
J. Chase, president of Internation- | 
al Travelrama Inc., announced! 
this week that he will pay 15% | 
commission to advertising agencies 
renting space for clients in the In- 
ternational Travel Show, scheduled 
for the New York Coliseum next 
year. 


mission in connection with the 
third International Automation 


| Exposition, in New York in No-| and encouraged. 
| vember [AA, March 5].) 


Explaining his position, 
Chase said: 

“It is our belief that the modern 
exposition is becoming one of the 
most vital promotional media 


Mr. 


available in today’s highly com-| 
petitive market. We feel that the, 


advertising agency’s important 
role in assisting clients to obtain 
maximum advertising and promo- 


tional value from participation in, by a large-scale promotion cam- 
| expositions should be recognized paign, handled by the Caples Co. 
| Right now, Mr. Chase is trying to 
| drum up interest among potential 
® “With this in mind, we are hap- 
py to be 
| placing the exposition in the’ field. 

| ranks of other important commis- | 
| sionable media.” | Hutha to ‘Nation's Schools’ 

Mr. Chase told AA he is writing} Ray Hutha has resigned from the 
to the heads of agencies to tell| media department of Grey Adver- 
them that commissions will be tising Agency, New York, to join 
granted. the eastern sales force of the 

The Travelrama will be backed! Nation’s Schools division of Mod- 


| exhibitors. The exposition is de-| 
among the leaders in| signed to cover the entire travel | 
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ern Hospital Publishing Co., Chi- 
cago, publisher of Nation’s Schools 
and College & University Business. 
Mr. Hutha, who headquarters in 
the company’s New York office, 
wil! share the eastern states terri- 
tory with Peter Ball, vp and 
eastern advertising manager. 


Simpkins Joins Randall 

William F. Simpkins, formerly 
art director of Grant Advertising, 
Detroit, has joined Fred M. Randall 
Co., Detroit, as art director. 


The Travelrama is being billed 
as the biggest travel exposition 
ever to be held in this country. It 
will run from Feb. 2 through Feb. 
10, 1957. 

Granting agencies a commission 
is rare in the exhibition field. 
Many companies handle their ex- 
hibition space directly with the 
contractor. Agencies working on 
exhibitions for clients may charge 
a fee or treat it as an extra service. 

(Recently Richard Rimbach As- 
sociates, Pittsburgh, announced it 
would allow a 15% agency com- 


KDUB-TV 


LUBBOCK, TEXAS 
KPAR-TY 


ABILENE -SWEETWATER, TEXAS 
Ko. 


LUBBOCK, TEXAS 


President ond Gen. Mgr., W. D. “DUB” ROGERS 


$25 billion traffic jam! | 


790,000 businessmen. see its implications in 


BUILDING BETTER BOSSES — After a three year 
study, GE found good men don’t always rise 
to the top. Why and what can be done to aid 
management development will be found in the 
March issue of Nation’s Business. Read “How 
Managers Are Made”, starting page 90. 


START FROM SCRATCH, RAISE $5.4 BILLION is 
the '56 charity job for 15 million amateurs — 
a lot of them businessmen. Unless experienced, 
you'll have a slew of questions. So don’t miss 
“These Fund Raising Tips Pay Off”, starting 
page 36, March Nation’s Business. 


~ 

. x ho ae 
THE CONSTRUCTION PICTURE may surprise you 
- . « happily! Even if home building should 
dip, there’s enough bounce elsewhere to push 
the industry to new records. Read “$600 Bil- 
lion: That’s Construction’s Ten-year Outlook”, 
starting page 32, March Nation’s Business. 
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SHERMAN J. SEXTON 


Cuicaco, March 14—Sherman J. | 
Sexton, 63, president of John Sex- | 
ton & Co., institutional grocery | 
wholesalers, died yesterday in his 
home in Chicago. 

He had headed the company for 
30 years, succeeding his father, 
John, who founded it in 1883 with 
$400 capital. It was a pioneer in 
packaging and supplying foods to 
restaurants, hospitals and other in- 
stitutions. 

Under Sherman Sexton’s direc- 


| tion the company expanded its 
operations across the U.S. and be- 
_yond—to South America and U.S. 
|overseas possessions—until it now 
/has ten supply branches and an 
annual sales volume of $60,000,000. 
Mr. Sexton increased Sexton & 
Co.’s manufacturing activities, de- 
veloped a sales training school and 
introduced new packaging methods 
and delivery service. 

Mr. Sexton was commended in 
World War II for his company’s 
handling of military food supplies 


around the world. He was a trus- 
tee of DePaul Unive: sity and Tus- 
kegee Institute and an executive 


member of Catholic Charities. 
LOUIS RESHKIN 
NEWARK, March 13 —Louis Resh- 


kin, 60, former advertising and 
circulation manager of the former 
Newark Sunday Ca!!, died March 
11 at the Presbyterian Hospital 
here. Mr. Reshkin joined the news- | 


From 1941 to 1946 he was adver- 


named circulation manager andj past 20 years, died yesterday at 
| served in that position for 20 years.|; New Rochelle Hospital. 


Born in 


Cobleskill, N. Y., Mr. Ryan, who 


tising manager of the paper. Since | was known as C. C., spent most of 
1946 he had been a sales repre-| his business career with the Curtis 


sentative for the Industrial Timer | 


Corp. here. 


Cc. C. RYAN 

New York, March 15—Clarence 
C. Ryan, 59, advertising salesman 
for The Saturday Evening Post, 


paper’s circulation <epartment as|who had been associated with the 
a young man. In 1921 he was | Curtis Publishing Co. here for the 


Nation's Business 


Inadequate highways are undercutting our 
Gross National Product, says Nation’s 
Business. Probing and purposeful, the re- 
port in the February issue, Traffic Jam Costs 
$25,000,000,000, showed businessmen .. . 
how poor and insufficient roads reduce effi- 
ciency, productivity and per capita income — 
what’s needed to lick the problem — how soon 
it can be accomplished. 


In the same issue, Nation’s Business poked 
its constructively curious nose into such pro- 
vocative subjects as ... What Employes Want 
In An Executive — How 12 Men Control Con- 
gress — How’s Business? Today's Outlook. 
Also ... Don’t Make These Tax Mistakes — 
New Age Of Faith Sparks Church Boom — 
Labor’s Political Machine Goes To W ork. 
And these are but samples of the magazine "s 
wide-ranging editorial services to its 750,000 
businessmen ribers. 


Each month Nation’s Business digs into the 
three sectors of responsibility so vital to top 
management . . . gathers the facts, sifts and 
interprets the significant happenings that in- 
fluence National Issues, Business Leadership 
and Government Problems. It brings busi- 
nessmen informative, meaty articles on topics 
like . . . sales forecasting, finance, executive 
training . diversification, collective bar- 
gaining, distribution . . . all the fundamentals 
they neéd for decision-making. 


Because this is so, 550,000 of Nation’s Busi- 
ness’ 750,000 subscribers are owners, presi- 
dents and partners of their companies . . . 
“business owners” with the most influential 
voices in buying equipment, materials and 
services. And that’s why more and more 
heads-up advertisers are learning . . . action- 
in-business results when you advertise to busi- 
ness in Nation’s Business. 


Ist QUARTER ADVERTIS- 
ING GAIN + 28% ... Ad- 
vertising volume for first 3 
months shows 28% increase 
over same period 1955. Among 
new accounts are Missouri- 
Kansas-Texas Lines — Railway 
Express (Air Express Div.) — 


souri — Felt & Tarrant (Con- 
sumer Div.) — IBM (Electric 


(Motor Truck Div.) — Armco 
Drainage & Metal Co. — Utah 
Power & Light Co. 


organization after taking his de- 
gree at Harvard University. A-~- 
mong other posts he had held with 
the company were advertising 
representative for Country Gen- 
tleman and advertising manager 
of Betier Farming. He served as 
president of the Pelham school 
board from 1953 to 1955. 


Outlaw Agency Opens 

Ted Outlaw Advertising Agency, 
Greenville, S. C., has opened for 
business. President of the new 
agency is Ted Outlaw; other of- 
ficers are Chester P. Ferguson, 
vp, and Mrs. Loraine T. Outlaw, 
secretary-treasurer. 


Reith Retires from Mace 

Jay J. Keith, general manager 
of Mace Advertising Agency, Peo- 
ria, Ill., has retired trom active’ 
operation’ but will continue as a 
director of the agency. 


Oak Balloons Aid 
Merchants Promotion 


“A big success,” said the Retail 
Merchants Association of Zanes- 
ville, Ohio, after a recent Dollar 
Day promotion. Enthusiasm was 
created ali over Zanesville by the 
giveaway of 1000 Oak Bailoons 
that featured the available Dollar 
Day bargains. They were distrib- 
uted by “Bill Dollar” (real name 
Tom Davis), above, whose clothes 
were covered with phony dollar 
bills. Other highlights of the pro- 
motion were free soft drinks, nine 
cent hamburgers and three cent 
ice cream bars. The fire depart- 


ment started off the big event J 


when they blew their sirens at 
9:30 a. m. 


Whether it’s for premiums, dis- 
play or giveaways, you are assured 
of best results when you use Oak 
Balloons. Quality, wide selection 
(dollar day plates ready for use) 
and service — Oak has it. Let our 


wth 
ae 


experienced promotion men aid im 


you. Send details today. 


220 Sycamore Ravenna, 
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Nothing succeeds like the 


John Adams, Publisher; DeLisser, Inc., National Repr 


Atlantic City Press 


ear 120 Will Get 
The right WQY | Brand Retailer — 
to look at | Awards April 18 


New York, March 13—The Out- 
let Co., Providence, and Penn Fruit 
Co., Philadelphia, today were 
named Brand Name Retailers-of- 
the-Year in the Class. I department | 
store and food store categories | 
respectively. The honors were giv- 
en for outstanding presentation of 
manufacturers’ advertised brands 
to the public during 1955. “ ; 

Sponsored by the Brand Names > Tener 
Foundation, the eight-year-old beet : — 
competition covers 24 categories of | 53> = Soe BaD 
|retailing and awards a brand re- 
tailer-of-the-year plaque to each | pyurasie—Weatherstrip Research 
winning store. Certificates of dis-| Institute, Riverside, Ill, is begin- 
tinction are awarded to the four ning a campaign featuring old 
runnersup in each group. The 120) homes. This first ad will appear in 


Double Hung Wood Windows Still Grace 
the 201-Year-Old George Wythe 


Focus on drug sales, for instance, and you'll quickly no- 
tice Atlantic City romps home with a winning $6,616,000 
sales placing. There’s further proof for you of Atlantic 
City’s importance as New Jersey’s second metropolitan 
area. So put your money on the paper that really covers 
this 140,000 year round market—the “Atlantic City 
Press”. It’s first favorite in the home! Whatever you're 
selling, make sure the “Atlantic City Press” is on your 
media list! 


. » » New Jersey’s best 
BIG CITY market! 


$ 


winners will receive their awards | : 
American Lumberman March 19. 


at the Brand Names Day dinner at | 
| starstelier, Rickard, Gebhardt & 


Reed, Chicago, is the agency. 


the Waldorf-Astoria April 18. 
Philadelphia set a record this 
year, with four first-place winners. 
Besides Penn Fruit, plaques will 
go to Barr’s Jewelers & Silver- 
| smiths; M. Buten & Sons, paint and 
| wallpaper category, and Joe Hart- 
nett’s Atlantic service station. 


s Other top award winners are: 
A&A Liquor Stores and Good 
Housekeeping Shop, appliance 
shop, both of Dallas; King Braeger 
Chevrolet Co., Milwaukee; Chan- 
nel Lumber Co., Newark; Circus 
Town Children’s store, Des Moines; 
Howland Dry Good Co., Bridge- 


“Point- of- purchase completes pty Conn Cle 0 dparimen 


the cycle of the sale” men van nd” De 


O. S. Stapley Co., Phoenix, farm 
equipment; Van’s Food Dept. 
See how it’s done, get new ideas, learn about the new 
techniques and developments by attendin g 


10th Annual POPAI 


Furniture, Rapid City, S. D.; Rick- 
beil’s Hardware, Worthington, 
Minn.; Greentree’s Inc., Richmond, 
Va., men’s wear; Grinnel Bros., 
Detroit, music store; Ivan Allen 
Co., Atlanta, office equipment and 
stationery; Campbell’s Camera 
Center, Norfolk, Va.; Heckert Shoe 
Co., Appleton, Wis.; Charlotte’s, 
Mamaroneck, N. Y., specialty shop, 


Symposium and Exhibit 


APRIL 10-11-12 © GRAND BALLROOM, HOTEL SHERATON-ASTOR, NEW YORK 


EXHIBITS 3-day exhibit—admission free. Tues., April 10th; 10 AM to 6 PM. 
Wed., April 11th; 10 am to 8 PM. Thurs., April 12th; 10 AM to 6 PM. 
MERCHANDISING FORUM A pane! of the nation’s top sales and adver- 
tising executives moderated by Ralph Head, Account Supervisor of Batten, 
Barton, Durstine & Osborn, Inc., on April 10th from 2:30 to 5:00 PM. 


SYMPOSIUM-LUNCHEON This annual feature will be held in the 
Belvedere Room, Hotel Sheraton- Astor, Wednesday noon, April 11th, 1956. 
William Hazlett Upson, the guest speaker, is well known for his amusing 
articles on Tractors and Alexander Botts, appearing in the Saturday Evening 
Post. The title of his talk will be, “You Don’t Have to be Crazy” or “What 
it Takes to be a Salesman’’. All finished by 2:30 PM. 


A NEW FEATURE A special exhibit of advertising used by leading POPAI 
Associate members (the users of displays), showing how their point-of- 
purchase advertising is integrated with other media. There will also be a 
continuous showing of motion pictures and slide films produced by POPAI's 
Associate members, depicting the effectiveness of point-of-purchase adver- 
tising in their over-all advertising programs. 


DOOR PRIZES! USE THIS COUPON TO ORDER YOUR TICKETS NOW! 


«o Ht CYCie o POINT-OF-PURCHASE ADVERTISING INSTITUTE, Inc. AA 
> Z 11 West 42nd Street, New York, N. Y. 
= ‘A | GENTLEMEN: Please send me the following tickets: | 
P . April 11th Symposium-Luncheon tickets at $7.50 each. 
$ = | Belvedere Rm., Sheraton-Astor Hotel. Check enclosed. | 
e ees Free tickets for admission to Exhibit. Good for all three 
AS | doys — April 10, 11, 12th, 1956 | 
Use ay” 
EEE ae ene <0 OEE isecsacnthnenitiabtdadiindiaiaaa 
Y 't afford to miss this show | | 
Ou CAN f Afford to m1SS [PIS SOU ES DS ee PR ER Se 


— the greatest of its kind | STREET 
held anywhere in the world! 


and Mages Sporting Goods, Chi- 
| cago. 

These winners were selected 
from detailed presentations sub- 
mitted by the 570 retailers who 
survived a preliminary screening. 
Judges were 20 of last year’s win- 
ners. 


® Prize-winning presentations will 
go on display April 16 at the Wal- 
dorf-Astoria as part of the three- 
day brand name festivities. Other 
| special events include parties spon- 
'sored by Life and The Saturday 
| Evening Post; a breakfast hosted 
‘by the National Broadcasting Co. 
and tours of the United Nations, 
the Metropolitan Museum, adver- 
tising agencies and tv studios. 


Dupree Named Dole VP 

John L. Dupree, formerly man- 
aging partner of Ivy Lee & T. J. 
Ross, New York public relations 
company, has been elected a vp 
of Dole Hawaiian Pineapple Co., 
Honolulu. Mr. Dupree will be in 
charge of all public relations ac- 
tivities of Dole and its subsidiaries. 
| His office will be at San Jose, Cal., 
‘the company’s mainland head- 
quarters. H. C. Cornuelle, vp whose 
duties included responsibility for 
public relations, has been appoint- 
ed assistant to the president. 


Sales Aids Show Moves 

National Sales Aids Show will 
have a new location atop the Stat- 
ler Hotel, New York, for its third 
annual exposition, June 11, 12 and 
13. Attendance is expected to run 
over 10,000 visitors, and to date 
103 exhibits have been scheduled. 
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NUMBER 4 IN A SERIES 


Last October, a mew Sports Afield took wing. 

A Sports Afield with double the number of pages in the feature 

section — and twice the number of four-color pages, too. 
BIGH Result: we bagged an average of 64,000 more newsstand copies 
4 sold in October and the three succeeding issues. 
. For the advertiser, this is reader interest at its height... a 


selling climate for all kinds of products that’s hard to duplicate 
in any other media. 


SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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Warner-Lambert Sales Up pr oe a eer Meow “Tem CaNTeST 


HOW TO SATURATE INDIANA'S :2c20:, ms, 


for 1955 at $90,037,399, compared | 


2 n d MA R 4 ET It’s easy to get saturation coverage of South Bend- with 1954 sales of $85,945,861.| 
Mishawaka—Indiana’s 2nd market, and one of the ee SS those 

ay ‘ of non-consolidat subsidiaries, | 

Nation’s richest. You don’t have to buy two newspapers, — ayproximate $104,518,000 for 1955, | 

or three, or more. Just run your advertising in The compared with $98,746,000 in 1954. | 

South Bend Tribune. You reach everybody! Saturation Net income for last year was $7,-| 


: ie igher | 
coverage at low cost makes this one of America’s ees apn lg ere oe Ba as + 


greatest advertising values. Learn more. Write for free $3.83 per share, compared with | 
market data book. $2.92 in 1954. 


Hall Wins Service Award | 


Norman F. Hall, president of h 7 
Hall & Thompson Inc., Oklahoma | KETCHUP CONTEST—Shown here ts 


City, has received the 1956 Dis- | some of the point of sale material 
tinguished Service Award present- | for H. J. Heinz Co.’s 1956 $30,000 
ed by the Oklahoma City Adver- “Name the Dish” ketchup contest. 
tising Club. |Items include an entry blank with 
contest rules, bottle collar, news- 


| Robert S. Lourie, formerly with | P®Per mat. Maxon Inc., Detroit, 


The South Bend, ind. Market: | Seagram Distillers Co. as national | is the agency. 


7 Counties, 1/2 Million People 
brand manager for Columbus rum, | 
sina otinliides & Gan D. Schurs — Editor and Pubsisher ‘has been appointed national sales z 
: INLEY, INC. * NATIONAL REPRESENTATIVES | anager of gin of Four Roses Dis- Clients Become 


tillers Co. 
__ Admen-for-a-Day 
in Agency's ‘School’ 
Hot off the presses op 
|tising agency president Jerome 
Dobin is turning his agency into a 
one-day school for clients. 


and yours for the asking! oot Adveting wil com i 


OO = ON gS emg em 


Four Roses Names Lourie 


- 


over-all educational program 
aimed at giving them an inside 
|view of an agency in action. 

“The idea stems from the fact 
that some of my clients are com- 
paratively new advertisers and 
have never seen the workings of 
an advertising agency,” Mr. Dobin — 
said. 
| “I think when a client sweats 
through one of his ads the way 
we do from conception to deadline, 
he’ll get a better appreciation of 
our problems as they relate to his 
problems. 
| “That should make for a har- 
|/monious relationship. And _ inci- 
| dentally,” he added, “they'll get to 
|see in man-hours exactly what 
'goes into that 15%.” 

Originally, Mr. Dobin got the 
idea for his agency school when 
a New Jersey client, Caravan 
| Products, was forced to sit in the 
jagency offices daily in order to 
a the deadline for a catalog. 
|Shipping proofs back and forth 
jacross the Hudson would have 


The 10th annual _made it impossible to meet that 
| deadline. 


CONSUMER ANALYSIS sae ain of atin 
session with the agency, the cli- 


° | ent expressed amazement at all 
re) t e ree-spen ing St. Pau mar et! the details that went into the pro- 
. duction of a single page. 

Per ‘ The agency’s new plan calls for 
It’s ready and waiting . . . and it’s brand new, from cover to ax ihieer utk, Gant te a 
cover! agency president’s desk and ex- 
“ si ‘ . perience the day’s problems as 
The full-of-facts 1956 St. Paul Dispatch-Pioneer Press Consum- Oy ete se. + ani 

. ‘ . , . “Our clients’ men will spen 
er Analysis Survey will tell you just how YOUR product rates with \macet of their thse with tek Set 
the 436,900 people in the St. Paul “half’* of the Twin Cities mar- |we’ll set up sessions with art, 
- ° ‘ ile one |media, research and copy depart- 
ket who spend $1,073 retail dollars every minute . . . $564 million ments in erder to show how these 
a vear! |departments do their jobs sep- 
. : ‘ ; jarately and in coordination with 

This comprehensive, razor-sharp study reveals shopping habits |each other.” 

| Mr. Dobin hopes that this will 


and brand preferences for more than 150 products, from batteries ‘teach his clients how to use the 
: . il. |agency better as a marketing tool. 
to bleach, groceries to girdles, mascara to motor Oi oo“ Ae 


‘And it’s yours for the asking. Just contact your Ridder-Johns probably be Lana Lobell, appar- 
£ 
J : }el and accessories. It will be fol- 


representative or write on your company letterhead to Consumer lowed by Old London Melba 
Analysis Dept B |Toast and Virginia Dare Extract, 
, . . 


DISPATCH 


Ri oOoDOeER NEWSPAPER 


EER PRESS 


and Dakota counties 
Seurce: May 10. 1 Sales Man- 


. 1955, 
agement Survey of Buying Power. | Canon SI lates ‘Large st’ A d 
Canon Camera Co., New York, 
|is running what is believed to be 
REPRESENTATIVES “the largest single advertisement 
RIDDER-JOHNS, INC. in the photographic field,” a six- 
| page two-color insert, in five pho- 
NEW YORK ~- CHICAGO - DETROIT |tographic publications to launch 


|the company’s “new Canon sys- 


SAN FRANCISCO - LOS ANGELES tem of photography.” Additional 
advertising will run in general 


ST. PAUL - MINNEAPOLIS publications. Kameny Advertising, 


New York, is the Canon agency. 
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Eastman’s Spring 
Kodak Drive Will 
Use TV, Magazines 


Rocuester, N. Y., March 13— 
With the theme “Springtime is 
picture time,” Eastman Kodak Co. 
is getting set to release the “most 
powerful” advertising campaign 
in its history for this year’s out- 
door picture-taking season. 

The effort will be promoted in- 
tensively on the company’s tv pro- 
gram, “Screen Director’s Play- 
house,” as well as in magazines 
and newspapers and in merchan- 
dising tie-ins for dealers. 

The magazine campaign kicks 
off with spreads in Life and The 
Saturday Evening Post for Kodak’s 
new Verichrome Pan film and 
four-color “springtime merchan- 
dise” spreads in the same maga- 
zines early in April. Color pages 
in Life and the Post also will pro- 
mote Kodacolor and color-slide 
photography. 


= Page ads on movie cameras and 
equipment will appear in a total of 
31 issues of seven magazines: 
Field & Stream, Holiday, National 
Geographic, The New Yorker, 
Outdoor Life, Sports Afield and 
Time. In addition, color pages sell- 
ing the Brownie movie camera are 
scheduled for Life and SEP. 

To promote miniature equip- 
ment, Kodak will use pages in 
Holiday, National Geographic, The 
New Yorker and Time. In addition 
separate ads on Signet and Retina 
cameras will run in these publica- 
tions. Pages promoting’ stereo 
equipment are scheduled for Hol- 
iday and National Geographic. 


® Two separate fan campaigns 
also are being readied. For photo- 
graphic fans the Kodak product 
story will be told in back-page 
color ads, plus inside pages, in 
Modern Photography, Popular 
Photography, P.S.A. Journal and 
U. S. Camera. Science enthusiasts 
will be reached with page ads in 
Mechanix Illustrated, Popular Me- 
chanics and Popular Science. 

Plans for Kodak’s use of news- 
paper space have not yet been 
completed. 

J. Walter Thompson Co. han- 
dles advertising for Eastman cam- 
eras. (R. J. Rumrill is agency on 
the company’s photographic sup- 
plies.) 


Martinson’s Coffee, Jomar 
in Spring Newspaper Push 

Jos. Martinson & Co. is using 
300 and 800-line ads in 67 newspa- 
pers in the New York metropolitan 
area, upper New York State, New 
Jersey and New England in its 
spring campaign for Martinson’s 
coffee and Jomar instant coffee. 
Full pages in The New Yorker are 
also scheduled for February, March 
and April in the Jomar campaign. 

Copy in the Martinson ads 
stresses “golden blending,” the 
company’s process of “individually 
roasting each coffee before blend- 
ing.” The Jomar campaign in The 
New Yorker and metropolitan 
newspapers features. cartoons 
showing a diminutive hunter, fish- 
erman, miner, etc., with appro- 
priate phraseology: “No more 
hunting for real coffee flavor,” 
“Stop fishing around for real cof- 
fee flavor,” and “Dig that real 


coffee flavor.” Newspaper ads in) 


other markets feature factual “rea- 
son-why” copy. Al Paul Lefton 
Co., New York, is the agency. 


Editorial People Listed 

Publicity Media Service, 331 
Madison Ave., New York, has 
published an annual directory, 
“Magazine Editorial Guide,” cov- 
ering 172 consumer magazines in 
19 categories. The volume gives 
the names and titles of all editorial 
people on the magazines. The com- 
pany also publishes “New York 
Publicity Outlets.” 


| Stalcup Elects Officers | 
| Staleup Inc., Kansas City out- | 
door advertising company, has 
elected two vps and reelected its 
secretary-treasurer and president. | 
Glenn E. Messer, art director, has 
been elected vp and a director, and 
| Donald C. Kieffer, with Stalcup | 
|three years, was elected vp in| 
charge of production and a direc- | 
tor. George R. Redford has been | 
reelected secretary-treasurer and | 
in addition was named to the new | 
post of assistant to the president. 
Howard J. Stalcup was reelected | 
chairman of the board and presi- | 
dent of the corporation. 
| 
| 


McCann Names Stuart VP 

Donald R. Stuart, for the past. 
year general sales manager of the | 
Packard division of Studebaker- 
Packard Corp., has joined Mc- 
Cann-Erickson, Detroit, as a vp | 
and director of merchandising. Mr. | 
Stuart previously had been with 
General Motors Corp. for 20 years. 


1ow DYNAMIC DAVENPORT crows: 


— that’s why they located new sales dis- 
trict offices ing 16 Iowa and 36 Illinois 
Counties .. . in DAVENPORT! 


FOR THE NINTH CONSECUTIVE 

YEAR— FIRST IN LINEAGE IN 

ALL 1OWA AND FIRST IN THE 
QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, iLL. 


CHAMPION Sets the Pace in Papermaking 
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Section of generator room in power plant at Champion's Carolina Division 


Economical power is generated with steam 
later used in making pulp and paper 


At Champion mills, steam is 

pressure and used to generate e t 
and power. The steam leaves the turbine genera- 
tors at low pressure and is then used in the pulp 
and papermaking processes. Operating economies 
like these are commonplace in every step of our 
manufacturing. They help maintain Champion’s 
leadership of the papermaking 


pa at high 


industry. 


ectricity for light 


Symbol of leadership in paper making 


CHAMPION’ PAPERS | 


THE CHAMPION PAPER AND FIBRE COMPANY ° HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Lallas and San Francisco. Distributors in every major city. 
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Direct Mail ‘Right to Work’ Law Proposal Is 
Subject of Washington Newspaper Ad Battle 


SEATTLE, March 16—-A proposal 
for “right to work” legislation, 
sponsored by an advertising man 
as a matter of personal conviction, 
suddenly has spawned what may 
turn out to be the biggest political 
advertising contest this state has 
ever seen. 

More than three years ago David 
Pollock, head of the Seattle ad 
agency bearing his name, began 
looking into “right to work” laws 
in other states to find out what 
they had accomplished and wheth- 
er such laws might have use in 
Washington state. 

Out of this came the research 
organization, Jobs Research Inc., 
and later the Washington Right to 
Work Committee. 

From the committee last week 
came a concentrated drive to ob- 
tain 50,000 signatures necessary to 
place “right to work” legislation 
on the ballot next fall. If the issue 
is approved by the people, it has 
the full force of law. “Right to 
work” legislation would outlaw 
the union shop and forbid any re- 
quirement that a man join a union 
in order to get a job. 


s What sparked the advertising 
drive of the past 10 days was the 
method Mr. Pollock used to obtain 
signatures. For the first time in 
the more than 40 years that Wash- 
ington has had a _ constitutional 
mechanism for putting proposed 
laws before the people as initia- 
tive petitions, direct mail is being 
used to get signatures on an initia- 
tive petition. 

Copies of the petition, approved 
by state officials in advance as to 
proper form, went in the mail ad- 


j}urged. Full-page ads went 


The petition was a self-mailer; it 
included a folder explaining the 
petition, plus a reply envelope on 
which the recipient pays the post- 
age. 

Originally the plan had been to 
print the explanation of the peti- 
tion on the back of the petition 
to be signed. But state officials 
balked at this on legal grounds. 
As a result the sponsors had to 
go to the expense of a separate in- 
sert. 


® The added cost, Mr. Pollock 
said, severely cut into the budget 
for newspaper advertising and 
caused a revision downward in the 
advertising, plus an effort to ob- 
tain additional funds. 

As soon as the “occupant” mail- 
ing went to the post office, the 
Washington Right to Work Com- 
mittee cut loose with advertising 
designed to tell people about the 
initiative and to ask for their sig- 
natures on the mailed petitions. 

“Do you believe in the right to 
work? Sign a petition today for 
Initiative 198,” the advertising 
into 
dailies of Aberdeen, Centralia, El- 
lensburg, Tri-Cities, Seattle, Spo- 
kane, Tacoma and Walla Walla. 
Half pages were used in dailies of 
Bellingham, Everett, Mount Ver- 
non, Port Angeles, Wenatchee and 
Yakima, in addition to 28 weeklies. 
Besides, 200-lire insertions were 
used in eight other dailies and ap- 
proximately 160 weeklies. These 
ads were placed through the Pol- 
lock agency. 


s Almost immediately, opposition 
groups fired back. “Danger!” the 


dressed to “occupant” and in quan- Washington Machinists Council 
tities sufficient to cover nearly| headlined in 1,100-line ads the 


800,000 households in the state. 


day after the Right To Work Com- 


Greenville's 

ABC City ond 

Retail Trading Zones 
with 494,212 people. 


Data for the Greenville, 


it’s your best buy in 
South Carolina 


S. C., Market from Sales 


Management's May 10, 1955, Survey of Buying Power. 


INCOMES 
RETAIL SALES 
FOOD 
Gen. Mdse 
Furn., H' Hold, Radio 
Automotive 
Drug 


% of S.C. 
Totals 


27.0 
25.6 
247 
26.3 
29.8 
25.3 
32.8 


$620,882,400 
382,807,400 
91,956,600 
45,782,000 
27,470,360 
83,307,880 
11,177,200 


With 494,212 people in its ABC City and Retail Trading Zones, 
Greenville is largest among the State’s three leading markets. 
Here are South Carolina’s greatest incomes and retail sales. 
Covered* employment and wages are greater here than in the 
other two markets combined. By every accurate measurement, 
the Greenville market ranks first in South Carolina. 


*S. C. Employment Security Commission figures 


Contact us or our Representatives for 
market data ond specific information 
about your products or services in the 
Greenville Morket. 
Represented Nationally by 
WARD.-GRIFFITH .CO., INC. 


Daily Circulation 99,042 


The Greenville News 


GREENVILLE PIEDMONT 
r EVENING 


Initiative 198 for the 
RIGHT TO WORK 


ee ee ee 


Beware of the 


MONSTER 


in YOUR 


MAILBOX! 


MAILBOX INFLUENCE—These newspaper pages are among many placed 
by adversaries in the Washington “right to work” initiative-by-mail 
struggle. 


mittee’s initial newspaper ads ap-,the Citizens Committee for the 
peared. The Machinists Council | Preservation of Payrolls countered, 
placed its advertising through Far- |“Beware of the monster in your 
west agency and used every daily | mailbox!” Here, as with the Ma- 
in the state. | chinists Council advertising, the 

In Sunday and Monday dailies | effort was to keep persons from 


New York, is the Canon agency. 


Advertising Age, March 19, 1956 


signing the Right to Work Com- 
mittee’s petitions. The “monster” 
jo were from the How. J. Ryan 
agency and ran in the dailies of 
| Aberdeen, Everett, Spokane, Seat- 
itle, Tacoma and Yakima. 

| Supplementing the  big-space 
shots at the initiative petition were 
140-line ads by various sponsors. 
“Voters beware!” was the headline 
of one, signed by United Labor 
Advisory Committee Against Ini- 
tiative 198 and bearing the name 
of E. M. Weston as chairman. Mr. 
Weston is also president of the 
Washington State Federation of 
Labor. These ads were placed by 
Advertising Counselors, Seattle, in 
all of the state’s dailies and week- 
lies. 


| 


s Another series of 140-line ads, 
“To organized labor and friends, 
do not sign Initiative 198,” was 
signed by Charles Mentrin, busi- 
ness representative of the Packing- 
house Workers’ Union, Local 186, 
| and was placed direct. 

“Right to Work” legislation has 
‘been adopted by 18 states, mainly 


SALES OFFICES: New York, Cincinnati, Dayton, Columbus, Atlanta, Chicago, Miami 
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in the South and West. Washing- 
ton, rated by the AFL-CIO organ- 
ization department as the most 
highly unionized state in the na- 
tion, will be a “right to work” 
battleground from now until No- 
vember, union leaders have indi- 
cated. 

Job Research Inc., under Mr. 
Pollock’s direction, has prepared 
a series of informational reports 
over the past two years describing 
what has happened in other states 


under this legislation and citing | 


specific examples where such a 
law in this state would have pro- 
tected individuals under duress. 


Kodak Promotes Roberts 
Thomas C. Roberts, with Kodak 
since 1939, has been appointed 
supervisor of special advertising 
services of Eastman Kodak Co., 


Rochester. He will be in charge of | 
the company’s regional advertising | 


offices and his duties will include 
a study of methods for more ef- 


fective use of Kodak advertising | 


by dealers, wholesalers and photo 
finishers. 


~—— 


flavor! 
CANE FLAVOR—This newspaper ad 
is one of a series of small-space 
units C&H Sugar Co. is using in its 
brown sugar campaign. 


Trade-Wind Appoints Two 
George F. Sleight, formerly sales 
and advertising manager, has been 
appointed to the new post of gen- 
eral sales manager of Trade-Wind 
Motorfans, Rivera, Cal. At the 
same time, George R. Hill, for- 
merly assistant sales manager, was 
named to the new position of ad- 


| vertising and sales promotion man- 
ager. 


Cé&H Uses Print 
Media in Regional | 


Brown Sugar Drive 


San Francisco, March 14—A 
hard-hitting merc)andising pro- | 
gram built around brown sugar is | 
now being carried out by C&H/| 
Sugar Co. 

C&H newspaper ads, prepared 
by Honig-Cooper Co., which has 
handled the company’s advertising 
for the past 13 years, are running 
in 300 newspapers throughout the 
Pacific Coast and midwestern sales 
territories. 

Ted Krough, account executive 
for the agency, told AA that a 
total of 1,100 outdoor bulletins also 
will be used on the Coast and in 
selected midwestern areas. In ad- 
dition, he said, home service ads 
have been scheduled for Capper’s 
Farmer, Family Circle and West- 
ern Family magazines. 

“The 1956 brown sugar cam- 
paign,” Mr. Krough declared, “has 


been carefully planned to offer an 
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Es 
& 
pe 


wonderful flavor | 


SWEET TALKER—This C&H design is used in both wall banners and 
shelf talkers in the refiner’s new brown sugar campaign, through 
Honig-Cooper Co., San Francisco. 


even wider range of tie-ins than 
in prior years. Brown sugar uses 
featured in advertising and display 
include fresh bread and butter, 


Three times the impact 


Just a little momentum—the famous 
Crosley Television Stations offer the 
triple advantages of top shows 
top audience . . . top promotion through 
the exclusive Crosley client service 
department. So rock and roll! 


Crosley Broadcasting Corporation, a division of Ake? 


7 


WLWET Cincinnati WLWED Dayton WLWEC Columius 


|ham, candied sweet potatoes and 


dry and cooked cereals, in addi- 
tion to the usual baking uses.” 


® Point of saie material includes 
wall banners, separate posters for 
meat, produce, bread and bakery 
departments; a shelf talker for, the 
cereal department; a double hoider 
for a new Jean Porter brown sugar 
recipe folder and dealer mats and 
newspaper mastheads for retail tie- 
in advertising. 


Helipot Builds New Plant 

Helipot division, Beekman In- 
struments Inc., has broken ground 
for a new $2,000,000 plant on an 
ocean-view site in Newport Beach, 
Cal. Helipot, a manufacturer of 
precision electronic components, 
plans completion of the building 
late this year. The plant at full 
capacity will employ approximate- 
ly 2,000 persons. 


Nemer Joins Murray & Malone 

Samuel N. Nemer has been ap- 
pointed sales manager of Murray 
& Malone, Minneapolis-St. Paul 


ny. Mr. Nemer was formerly sales 
manager of radio station WDGY. 


Beck to Robertson, Buckley 

John H. Beck has been appoint- 
ed art director of Robertson, Buck- 
ley & Gotsch, Chicago. Mr. Beck 
formerly was art director of Frank 
C. Nahser Inc. 


.--$190,000,000 annually for equip 
ment, apparel and accessories . . 
and their numbers are mounting i 


gives the full facts 
from golf's leading 
publications 


407 5. DEARBORN ST., CHICAGO 5, IL 
20 VESEY STREET, NEW YORK 7, NEW YORE 


ALSO. PUBLISHERS OF 


transportation advertising compa- 7m 


GOLFERS] 
SPENDERS 


the fast growing Golf Market™ 


“GOLF MARKET & 
INFORMATION’ 


GOLFDOM 
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* Starch Fiftieth Consumer Magazine Report estimates Crowell-Collier Magazines reach 7,321,696 unduplicated U.S. homes. 


10,578,083 Circulation (ABC) at unequalled rates! 


The buying power of over 7,000,000 U. S. homes is yours when you use the 
Crowell-Collier Unit! Beginning this May, Collier’s, The American 
Magazine and Woman’s Home Companion will be available to 
advertisers as a single unit... and at rates that make one of the 
smartest buys in advertising history. 

Not only are there revised frequency and continuity discounts, but the 


New York 640 Fifth Ave.; Plaza 9-1000 Boston 9 Newbury St.; COpley 7-0160 Cleveland 509 Umon 
Detroit 3-161 General Motors Bldg.; TRinity 5-5613 Los Angeles 3440 Wilshire Blvd; DUnkirk 7-125: 
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Crowell-Collier Unit creates a brand new combination discount. 
Advertisers using the unit earn discounts ranging from 10% to 25% 
below one-time rates! Here is a plan that carries your advertising dollar 
further than ever before... that puts your product in quality magazines 
that millions upon millions of Americans buy...and buy from. 

For full details on the new unit, see the man from Crowell-Collier today! 


Commerce Bldg.; MAin 1-7545 Chicago 333 N. Michigan Ave.; RAndolph 6-6850 
Philadelphia 1:2; S. Broad S:.; KIngsley 6-2152 San Francisco ;20 Montgomery St.; EXbrook 7-1567 
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Newspaper Ads 
Launch Nalley’s 
Corned Beef Hash 


Tacoma, March 13—A cam- 
paign for its mew corned beef 
hash has been launched by Wal- 
ley’s Inc., specialty food packer 
selling throughout the Pacific 
Northwest. The initial promotion 
used 1,000-line two-color newspa- 
per ads in Seattle, Tacoma, Port- 
land and Spokane dailies. 

Smaller-size b&w ads are sched- 
uled as followups in these four 
cities and also in other dailies in 
Washington, Oregon, Idaho, Mon- 
tana and Utah. The promotion 
makes full use of merchandising 
assistance by national advertising 
managers of dailies on the Nalley’s 
schedule. 

A forecast of “new products, 
new equipment and greater plans 
for expanded sales and promotion” 
was made by the company at the 
annual stockholders’ meeting, held 
earlier this month. 


Serves Management 
On Direct Advertising 


To keep pace with the growing 
use of direct mail, Advertising 
Requirement’s 21,000 readers 
count on AR for tested ideas on 
getting more leads for salesmen, 
more direct sales, better public 
relations pieces at less cost. Fol- 
lowing are typical articles which 
brought enthusiastic responses 
from readers utilizing direct ad- 
vertising : 

“101 Tips for Direct Mail 


“Cutting Catalog Costs” 
“Building Business Through 


“The Wonderful Letters from 
Story Book Village” 


“A New Approach to Gadget 

Mailings” 
“A New Look At Direct Mail” 
“The Miller Story” 


Selis Management 
On Direct Advertising 


To get a larger share of this es- 
timated $600,000,000 market, 
foremost producers and suppliers 
to direct mail are capitalizing on 
AR’s editorial service by placing 
their sales messages in its “Direct 
Advertising” section. Among re- 
cent advertisers relying on AR’s 
selling power are: 

The Appleton Coated Paper Co. 
Reuben H. Donnelley Corp. 
Thomas Collators, Inc. 

Alien Hollander Company, Inc. 
American Mail Advertising 
Cupples-Hesse Corp. 

R. L. Polk & Co. 

Du-Plex Onvelope Corp. 
Publishers Book Bindery, Inc. 
James Gray, Inc. 

Whether direct advertising rep- 
resents your problems or your 
products—turn to AR for results! 


Aclvertisine 
quirements 


ENE 7 
NODUSTRIAL MARKETING 


, bythe 
ADVERTISING AGE and 


Annual sales of $15,500,000 in 
1955—an 11% increase over '54— 
were disclosed by L. Evert Lan- 
don, president. This is the first 
public announcement on the vol- 
ume of Nalley’s, which previously 
has been closely held. Last year 
Marcus Nalley, founder and now 
chairman of the board, sold his 
majority stock to employes, of 
whom 175 turned out for the an- 
nual meeting. 

Ruthrauff & Ryan, Seattle, han- 
dles the Nalley advertising. 


Newsletter Offers Premium 

The monthly “Advertising Ideas 
& Merchandising Newsletter,” New 
York, is offering a “Merchandising 
Idea & Source Book,” a loose-leaf 
reference, with each annual sub- 
scription of $20. Further informa- 
tion may be obtained from Adver- 
tising Ideas, 415 Lexington Ave., 
New York. 


Gannett Promotes Two 
Richard P. Seem, formerly retail | 
advertising manager, has been ap- | 


pointed business manager of the 
Gannett Newspapers, Elmira, N.Y. 
Karl K. Krug, in the advertising 
department since 1942, has been 
named to succeed Mr. Seem. 


Sweeney Joins Atkins Saw 

Joseph J. Sweeney, formerly 
sales manager of the wholesale di- 
vision of Skil Corp., has joined 
Atkins Saw division, Borg-Warner 
Corp., Indianapolis, Ind., as direc- 
tor of marketing of the industrial 
and hardware divisions. 


Advertising Age, March 19, 1956 


Westinghouse Names Two 

Westinghouse Electric Appliance 
division, Mansfield, O., has ap- 
pointed F. E. Maguire merchan- 
dise manager of pre-fab and 
mobile homes sales, and J. G. Mc- 
Kinley merchandise manager of 
builder and apartment house sales. 
Mr. Maguire was formerly na- 
tional sales manager of mobile 
homes sales; Mr. McKinley was 
regional manager of contract sales 
in the Pacific region. 


Support the Ad Council Campaigns 


NO SELLING CAMPAIGN 
iS COMPLETE WITHOUT THE WBC STATIONS 


Pee ag Rei eee 
fie Sr eae : per | m4 
ie ge ; eee ee ae oad : ie 
Tees (are 2s - .* Pa 
fee ek ot a ee _— 
ee 50 2 . ee eee 
a) re ; 
Dee ee = : 
a bs ) | 
|e: ee 
Pants a : 
| ae 
gh agel: 
4 ee Saat 
ae Ped a ee 
(eae pes | 
ie he Fl 
eee et 
> bee ee | 
hea a 
bre 
Weeden 
ae 
. ae 
Aa ee 
bei. Be Sa i 
a fgets Kb | 
= Se e; _—_—_ eee eee serra 
one 
press 
eed ae Ss 
BE 
ok a a. 
eee 
a igre 22 
"ere aplasia 
iid” wee om 
he) Steg a aa hs ¥ al . 
ee ae A " a _- =i ~. P i ae ies ae 4 
ee e | ee — , ae ee eh ge gia ar — << ~ oO 
tae ee ao thy ep 2 “dtiniaoell a Ny “a ee pe oh 
Raey ee IN  : aS. . — a aa "saga = % ~~ : x Neu 
wot ey ei oe agents Bn See nn ae ee og att” gad = \ nal , 
| es 5 7  ° ' -% — +2 _~ + “ae “ae 3 = rie a a i | ee, | > Fie a et 
lle > ; Ae Bite ’ ame x} ate . . Pa ee . + Leg — ; 
jie ees, SU iee ay *. : ae cn tale ei a hw, au mee Pe ¢ See « £. w . = ~' <% 
| eee . ee ie 4 ee ‘ad a fer ee ode "se eas 3 a (x Sy "eh - 
es a ae th, : es 4, 7 -_ oo rage ae . dig ae ec. i, Be 
bre rot ~_— “< fs oe E e > ‘ : ie . ae ae ek Be yi. * 
ea ’ ae 2 ee Bao my: ae Sy Be, hee f | i 7 : é a oe 
eee: ore — ee ee i ee = be tee ~ Ba 
cara: Sagas a, a sal —— awe ee Fae eee: ris 
Sandee owyv as ra er oe at Garene > pbb Soe ' a i ae a eee “~ eee ) 
s3 ae ey “eH — i ae a. ee ses * _ Te igs io ae oh | aan — eB sy : 
ise Tate ee i ——- a ee oo. ae 
enc! | 1) » Le | a. ae ge ie a ae ——_- 
. Fae eg <p ‘ ek a 9 fu ee eles rome v. areas: ae... ae ie 3 
ae ing san a as n> ale aaa — eles nae » th as... or” a. ae 
Lee er ek re oe ee ae wi %,. ae an —— . | 
Sy, ze es: : ; 2 ’ Px P ty t br jane eS ae ome ' sere statins. fe “~ ° 
i bee y > irements H es E 8 Rae e ie Ae, ua: eae ~~ S Rg. i od — “a : eae _ 2 
ee Requ - ist i Ba aay Re ly en, Ee ; a. wed _ 
mos eg | ” ie ARES es cy Bi ia oa ~ . 7 prke ee Plate 4 co) ae te + Sy oat Ne 
ay ee: ; ry ee ue oe me . P ‘aed m ae pat = 4 ate * ae ae ey. ~~ ‘ - - “ 
at ate FI a Sage eee ap ‘ cs) “iy i a oe a. . =a — . : — 
| 1. + ‘ Pie, if 7 sin. + aa _ a a ra“ 4 Hatt : in : Ta ~ age | ' — , ‘ . : ) 
cag a od edie” i Lt: a i. rata <n —s ars io a, ate Bical = 
tC pes 4 gg aes A ~~ eo ed ee eS el 
ean eet et Pi ra. a al hd os . By. See ae | 
age AE So ie a . et a “i ae “ee ¥ os OT Sams Re ge) aes ee ~~ — ee A 
ea” gg : 2. iy we i st gt: - aoe * ee . ie ae a ess ae ~ me ’ . ia 
riage ee. = gee es ‘ - Nae _~ nd oe 
* 2s ’ a ‘a ™ _~ 2 eg oa De ee a } aa ga: Cae aa _ , Tag ea See a : 
eae ee a be Oe F ee 4 pe tin “Ste —— 8 : oa ss evi er fi ; 
sate, a i i ‘ ’ ; — ar Sie : oe i ss a | 
; rte. Ss oe ae —_—e + Bap: ; ~ : be ee Bi 2 2 ap a re 
ee ; oe ek a ? . Ss SP fe <=... - . "+ ae Rise oe ee ~ ‘ 
F eee ’ is wae Bre Eek Hie y ’ . a tee = a i 4 . : os ee i y. ra a, nol 2 * : “ ' 
Beste. She eg i if. oe ag he a” li‘ = - 
Bitz. as ; ieee re. “ea 5, ine a ee ati 4 ee Sn : 
eee eT ae — ; a Pi, a os Ea “" a a > — ~ 
er Renee a RR» ec aan cs 4. i : be ee > 5 ; 
Vanes te (an gos sho “ow x | ee BG a ee +S ' ae onl 3: -— de 
‘een 6 os ig Fee . a ; 7 . » Bg ae ar . — <P ee 
pees: : Via e wee os an ? 4 “fgne Pa SL. sqgh ety Oa _ . a = ‘a x ; 
i M oes y a“ Et as Sa . z Se . iia 44 — _ “ee — by 
Pontes, Me <a ee _ tt Se = c or ae 
lee “ee ee ee . ae 8 : “a ' “i a canis erties ee 
yaaa Se 4 oie» Sie ; a a ih 
ee ‘ eal oe ‘ ed i Si 0% R aaa . ie <a * lee lt ae ere a : 
Feiss ; _ St a OP es ee , 
ae alban it, ot a Ai _ ia RE sail —— nihil a ae a 
aa eres 7 waite ae Pe ae ae : elie ae 2 . eo ba my Wii * be Bi: 
pone % Advertisina”’ eae vee fo A hk . pe te ee eet a _. a aa a 
| ea. + rtising oe Pf . * ———- a a i» ae ' ‘a. * 
/ we oo OA poe . a. lO - as : ete ae Tae P ae : 
: one Eee taal ee a ” ae glial ees “i a 
paca be Direct Mail” | no a P ra ia) ab jae Ree te 
a How Pre Eff ss et ie 1s. (See i (Bee 
rie Te * —— oe ees ee r SAW 4 oe ga as T. git 
mae Mailings” pro * ie ' 4a a ae: £ 
i ate es: fT. - . Si al Sia a - ei, he. Me: ‘ie . phe ed ‘ bee ‘s ‘ : %. ol 
een < ae : a : €. =. . it ‘i — : 
es ee vei , , ee. ed . e 5 ; 
f a en oe ; " . , — : uae Ne f 4 
aa ee. - ¢e-dh. "ad at . + ear ae ae -~ "y ~ ; \ 
) pe a = = <thes. * y ‘ “ong kes a —Be " ‘ em a i — © & . 
a he . ° >: i * nian, - 
7 3) — oo : . = a es ei 5 ' ’ 
2 es = ; —_ hc" sot : are Behe ae neal, G 
Rim, ¥,. ’ . i ‘ = “eg P — a, " os y +e Mineo, = : } 
oes em ‘ z i Je = “aa as xd = i ~ 
Na a" a 4. a “tik. a a oe ts = = ae | : 
ta " > ~ Oat ee °c oe ia > Se Pe, 
Ee ae ee i. —_ —— a a ae a” ita, ill a 
arn ee Potent iden ~ ; = Se , ‘4 
oe . —- — : : es 
+f a | | ms ? 
Faye teal é ; 
et ie | 
fa | 
een 
Pag f M4 | 
3 sie: g 
i : | 
ae 
Fee. ney 
Sa: 
fae | ) 
i ae | | 
ae | | 
ae | | 
fom | 
by At ng 
rere AY ‘ 
bal ae ? | | 
“a : pS j 
~ agile: 2 : 4 | 
Bd oe a ; | 
nee Bet | 
Sac. Ca seeiiiiine 
ugha once ! ; 
te iy ®t? } | 
bate § : 
aint ¥ 6 
7 oe ee 
nae \ | 
hd | 
ae 
far. | | 
Ba. ee | 
é pei ’ 
é ae ic eae, om ad 2 | 
a wi es tthe Sigal Sana ad sis : a 
bier Saget << Ne adil eR ae vee RAeeae 4 Sree 
wives a ae Pay.) é 
Be aerh fe Ry : - : Cn eS: . 
irate ‘ : Santa a % 2 ‘ 
Ses Gs : 
Ae oe eee 
. ee, = meee? oe eal Oey... ae ae 2 A 
ares lll MIE ade pis Lae Pan 


NN ee 


Advertising Age, March 19, 1956 


‘Plus’ tor Appliance 
Dealers: Remodeled 


‘Dream Kitchens’ 


Cuicaco, March 13—A new 
source of appliance sales—the re-| 
modeling field—has come under | 
the surveyors’ telescopes. The re-| 
sult shows (1) that the field is 
lucrative and (2) that it has been | 
largely ignored by appliance re- 
tailers. 


Hotpoint Co., whose market re- 
search department did the survey, 
estimated that U. S. consumers 
spent about $20,000,000 last year 
to remodel kitchens alone. It also 
figures that only 7% of appliance 
dealers are cashing in on this ex- 
penditure. 

In its canvass of those dealers 
who are “penetrating” this field— 
159 top kitchen remodelers in 19 
major cities—Hotpoint came up 
with these findings: 


e Last year the 159 remodelers 


51 


said they averaged | tween 45 and| niques and plumbing and wiring the part of appliance manufactur- 


65 remodeling jobs ipiece with an | knowledge. 
average gross of {$ 700 per job. 
On an annual basis. Hotpoint said, | 


onse. _ | remodelers sold and_ installed 
toe cna gables pe — $76, | built-in ovens or surface units, 


) : 58% installed built-in dishwashers 
e Biggest hurdle or appliance|ang 54% installed built-in refrig- 
dealers entering t! field would ¢rators. Only these three appli- 
be procurement of a remodeling | ances were needed for a beginning, 
specialist. Some 86‘ of those can-| the remodelers felt 

vassed said they td one. Other : 

qualifications suggested include|e Remodelers called for “good 
general building kills, interior| over-all advertising” and extensive 
decorating, color a! i design tech-| promotion of “dream kitchens” on 


Your market is moving! Census figures show 
that suburbs have grown seven times as fast as 
cities during the past five years. Unless you go 
out there after them you’re likely to miss up to 
half of your market—and the big-spending half, 
at that. 

That’s why you need the big 50,000 watt WBC 
radio stations. WBC stations go far beyond the 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 


BOSTON —W8BZ+WBZA 
PITTSBURGH — KDKA 
CLEVELAND— KYW 
FORT WAYNE—WOWO 
PORTLAND — KEX 


city limits. WBC stations have the power, the 
programs, the coverage, the audience. They save 
you the trouble and expense of buying three or 
four other stations to do the job one of them will 
do for you. Talk it over, soon, with Alexander W. 
“Bink” Dannenbaum, Jr., WBC National Sales 
Manager, MUrray Hill 7-0808, New York. Or call 
your nearest WBC station. 


TELEVISION 
BOSTON —WBZ-TV 
PITTSBURGH — KDKA-TV 
CLEVELAND—KYW-TV 
SAN FRANCISCO — KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC 


ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD. INC. 


|e It was found that 95% of the | 


lers. They specifically asked for 


more literature, notably specifica- 
tion sheets and installation instruc- 
tions, for better dealer training 
and for assistance from factory 
“troubleshooters.” 


RAB Consolidates Units 

Radio Advertising Bureau, New 
York, has consolidated its station 
relations and local sales service 
departments under Arch L. Mad- 
sen and promoted him to director 
of station service. With RAB two 
years, Mr. Madsen will continue to 
head the company’s membership 
activities. RAB also has named 
Arnold H. Katinsky, formerly pro- 
motion director of WMAL, to its 
local promotion department. 


Spector Joins WIP Radio 

Gilbert H. Spector has been 
named director of promotion and 
publicity of WIP, Philadelphia. He 
was formerly director of merchan- 
dising and advertising of Gates 
Engineering Co., Wilmington, Del., 
and national sales manager of 
Lowebco, Chicago. 


. when they sell the more 
than two million radio 
listeners in KEX’s 50,000 
watt coverage area... 
with Bob Blackburn, 
popular ‘‘Big 5"’ D. J. 


“Take it Easy"’ 
3:30-5:30 p.m. 
Monday thru Saturday 


Call Bob Rudolph, KEX Sales 
Manager, CApitol 2-1881; 
Bink Dannenbaun, WBC 
National Sales Manager, 
MUrray Hill 7-0808, 

New York; or, your nearest 
Peters, Griffin, Woodward, 
Inc. office. 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 
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Bw Your New ; 
| on the Jowunal-A 


More than 1,600,000 men and women read the Journal-American daily — 
the largest consumer audience of any five-cent New York newspaper. 


They pay $288,000,000 yearly for automobiles. : Their yearly drug purchases total $63,000,000. 


They spend $734,000,000 per year at food stores. Their wearing apparel costs $275,000,000 annually 
aoonRrinmnHeeHHeeHHHe ee eS ee ee ee lke eh 


AN, IE 


Their checks at eating and drinking establishments ¢ 


$164,000,000 per year goes for furniture, radios, TV sets 
up to a staggering $300,000,000 yearly. 


and various household appliances. 
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Circulation Leadership Plus Multiple 


Home Readership Means Maximum 
Penetration of a Vast Family Market 


” metropolitan New York, where thousands and thousands of middle- 
income families are spending more today than ever before, ‘‘consumerism”’ 
is at its peak. Here, where concentration of buying is beyond compare, your 
only problem is how to get your share. That’s why you should know about the 
Journal-American ‘“‘family plan.’ 


When a newspaper is carried home through the ‘family entrance’ every 
evening, multiple readership is limited only by the number of people living in 
the house. On the other hand, when a newspaper is carried away from home, 
the chances of more than one person reading it are small. 


The Journal-American has always led the New York home-going field in 
middle-income family readership. Today, according to a recent independent 
study, the Journal-American’s daily readership in the New York metropolitan 
area is more than 1,600,000 — nearly 500,000 more than New York’s sec- 
ond evening newspaper. And they’re the kind of family readers who pay off in 
advertising return. Three out of five, for example, are from 20 to 44 years of 
age—in the peak buying period of their lives. More than 600,000 are in the 
$5,000 to $10,000 income group. Over half a million own their homes— 
the largest audience of home-owners of any five-cent New York newspaper. 


More home readers per dollar...evening impact...make the Journal-American 
‘family plan’’ an advertising must in metropolitan New York. 


You can’t cover New York without the 


family entrance to the world’s greatest market 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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TO SERVE 


2 COLORS-2 SIDES 
ONE IMPRESSION 


on high speed roll fed rotary presses is ALL PHONES 
the answer to your need for lower print- CHICAGO 
ing costs on package inserts, order blanks, Bishop 2-2170 
forms, etc. Phone or write today for AURORA 
money saving prices on quality printing. 7-9261 


THE STRATHMORE CO., AURORA, ILL.. 


Advertising Age, March 19, 1956 


Assn.—which members voted yes- 


| 
| Ads Can Cut Cost , | terday to rename National Indus- 


Build Sales Too, 
Admen Are Told 


CIAA Rechristens Itself 
Chicago Chapter, NIAA, 
at Ad Effectiveness Meet 


Cuicaco, March 13—Better ad 
research, budget planning and 
evaluation of publications were 
urged on a symposium of industrial 
admen here yesterday as a means 
to “Increasing the Effectiveness of 
Industrial Advertising in a Rising 
Economy.” 

This aim was the theme of the 
third annual symposium of the 
Chicago Industrial’ Advertisers 


foRT WORTH Stap. 


MORNING —EVENIng 


Covers the 
Fort Worth Trading Area 


The $3 billion market of 100 Texas 
counties and the Metropolitan Fort 
Worth area can be “your territory” when 


CIRCULATION 


the Fort Worth Star-Telegram goes to 


work for you, in Texas’ largest trading 


Daily (Morning and Evening combined) 
248,823 


Sunday 


228,437 


As filed with the Audit Bureau 
of circulations, subject 
to audit for 6 months’ 

average ending Sep- 
tember 30, 1955 


area — “Fort Worth and West Texas.” 


trial Advertisers Assn., Chicago 
chapter. 

James E. Borendame, ad man- 
ager of Acme Steel Co., urged the 
drive for advertising efficiency 
both as a means of overcoming 
public doubts about advertising, 
and of warding off possible gov- 
ernment interference in advertis- 
ing. 

He characterized the industrial 
adman’s job in this effort as one of 
growing responsibility to all par- 
ties in the advertising process, 
from the advertiser’s stockholders 
to the consumer. 


® Another speaker, Walter R. 
Ceperly, vp of Fuller & Smith & 
Ross Inc., called on the admen to 
understand they had to go beyond 
just giving a good image of the ad- 
vertiser. Advertising, he asserted, 
must be stressed as a cost reduc- 
ing as well as a sales promoting 
device. 

“Formalized” research by adver- 
tising agencies—as opposed to cas- 
ual parttime research assignments 
to agency executives—was describ- 
ed as the key to the role research 
must play in greater advertising 
efficiency, by Richard C. Christian, 
exec vp of Marsteller, Rickard, 
Gebhardt & Reed. 

Pinpointing his argument, he 
told a panel on research that 85% 
of industrial manufacturing com- 
panies in the $1,000,000-plus brack- 
et have no formal market research 
programs. 


® While pushing for more re- 
search, however, Mr. Christian and 
two other panelists—John W. De- 
Wolf, vp of G. M. Basford Co., New 
York, and Dr. Jack N. Peterman, 
director of psychological research 
for the Buchen Co., Chicago— 
warned against gathering too many 
“facts” out of opinion, inquiry and 
readership tests. These tests have 
their place in advertising research, 
the trio stressed, but they also have 
limitations which, if exceeded, can 
lead to costly promotion errors. 

“Task method” budget planning 
—tailoring the ad budget as a 
“profit planning” device instead of 
just gearing ad funds to previous 
budgets and to competitors’ moves 
—was another advertising efficien- 
cy idea explained to the industrial 
admen. 


SM. F. Miller, industrial and 
technical advertising supervisor of 
Standard Oil Co. (Indiana), sug- 
gested seven steps to proper budget 
building: (1) Review the compa- 
ny’s broad aims, policies; (2) As- 
certain specific sales objectives, 
problems, plans; (3) Get market 
and audience research data, con- 
sider what the competition is up 
to and chart the effectiveness of 
previous advertising; (4) Analyze 
items 1-3; (5) Formulate the ad- 
vertising program and budget; (6) 
Review the proposed program and 
budget with the sales department 
and (7) Present the program to 
top management. 


‘Queen for a Day’ Signs Up 
“Queen for a Day,” National 
Broadcasting Co. across-the-board 
daytime show, has signed up $2,- 
900,000 in new business recently 
and is now reported 90% sold out, 
with one quarter-hour during the 
week available. Among the new 
sponsors are Helene Curtis Indus- 
tries Inc. (Gordon Best & Co.), 


|Corn Products Refining Co. (C. L. 
| Miller Co.), Sandura Co. (Hicks & 
| Greist) and Van Camp tuna (Er- 


win, Wasey & Co.). 


Endo Products Changes Name 

Endo Products Inc., Newark 
manufacturer of pharmaceuticals, 
has changed its corporate name to 
Endo Laboratories Inc. The new 
name, according to Joseph Ush- 
kow, president, “more accurately 
reflects the nature of our organi- 
zation.” 
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What kind of readers do you want to reach? 
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WOMEN OVER 2 


TV OWNERS 


to 7 
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HOUSEWIVES 
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Any way you sort em, The Milwaukee Journal delivers 9 out of 
10 in a metropolitan area of a million people—seven times as many 
as any magazine, and two and one-half times as many as any other 
newspaper. No other single newspaper anywhere can make that 
statement, although good coverage is available in many markets. 
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THE MILWAUKEE JOURNAL 


350,915 Copies Daily — 485,795 Copies Sunday 
National Representatives, O’Mara & Ormsbee, Inc. 
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The NEWS of the ROCKIES 


10 complete retail classifications—427 
advertisers—7,797,336 lines total— 
62.4% of the total in The News. 


(Media Records 1955) 
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DENVER 


Organize Pharmaceutical Co. 
Dr. Gregory Straygnell and Ray- 
}mond Lee have organized a new 
|pharmaceutical company, Strag- 
nell-Lee Inc., with headquarters in 
|Los Angeles and branches in New 
| York and Chicago. The company’s 
| first product is Arbido, a laxative, 
| which will soon be announced 
| through a series of color pages in 
drug and medical journals and di- 
rect mail. Carl Falkenhainer Ad- 
vertising, Los Angeles, has been 
j}appointed to handle the advertis- 
| ing. 
‘Lombardo Jubilee’ to Bow 
“Guy Lombardo’s Diamond Ju- | 
bilee,” featuring the orchestra | 
leader as master of ceremonies and | 
weekly dramatizations of songs | 
| that have played roles in the lives | 
|of four tv viewers, selected through | 
|letters, bows over the Columbia 
| Broadcasting System television 


|network Tuesday, March 20 (9-| 


9:30 p.m.). The program is spon- 


sored by Pharmaceutical Inc., han- | 


dled by Edward Kletter Associates, 
'New York. 


writes F. J. NATALY 


Account Representative 
Distributor Sales Promotion 
& Advertising, TUBE DEPT. 

General Electric Co. 


“New trends, techniques, and de- 
velopments in the ever-changing ad- 
vertising profession keep one pretty 
much on his toes staying abreast of 
the times,” says Mr. Nataly. “Every 
Monday evening when I'm in town 
and at home, I look forward to my 
national newspaper of marketing — 
ADVERTISING AGE. In two brief 
hours of reading time, I can quickly 
absorb all the latest news in advertis- 
ing and marketing. 


“The tube business is highly pro- 
motional and very competitive. To 
maintain leadership in this type of 
industry, new ideas for ads and sales 
promotion programs are constantly 
required. By keeping abreast of the 
latest in advertising and marketing as 


reported in AA, fresh advertising 
ideas and new sales promotion tech- 
niques are easy to develop.” 


Bs 


Advertising Age, March 19, 1956 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The ninth annual Market Data Section of ApvERTISING AGE will 
appear in the May 7 issue. The idea is to bring together, in one 
place, all possible market data issued by advertising media, trade 
associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, 1,500 separate pieces of market data were listed in 
the section, and readers of ADVERTISING AGE sent in requests for 
nearly 50,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the mate- 
rial must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1955, will 
be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 9, 1956. 

Market data material scheduled for publication before Sept. 1, 
1956, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
Ace before April 9. The description must include probable date 


of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, ApvertisinG Ace, 200 E. Illinois 
St., Chicago 11, with any necessary explanatory notes. 


Calpak, Fred Fear, Sleep-Eze 
Sign for ABC Radio Shows 
Three new advertisers have) 
signed for American Broadcasting | 
Co. daytime radio shows. Two of | 
them, California Packing Corp., 
San Francisco, and Fred Fear 
Easter Egg Color Co., Brooklyn, 
have bought segments of Don 
|MecNeill’s “Breakfast Club.” Cal- 
|ifornia Packing will advertise Del 
|Monte food products, through Mc- 
Cann-Erickson, San Francisco, and 


dyes, through Ted Bernstein As- 
sociates, New York. 

The third sponsor, Sleep-Eze Co., 
Long Beach, Cal., has bought 
“Music for Dreaming” on Wednes- 
days, 12:20-12:25 a.m. EST. H. B. 
Scott Inc., Los Angeles, is the 
agency. 


F&K Co. Promotes Buszek 
Budd Buszek, formerly plant de- 
velopment engineer, has been 
named director of plant develop- 
ment of Foster & Kleiser Co., San 


company. 


Fred Fear will promote its egg} 


Francisco, outdoor advertising| 


Harrington, Righter Expands 


Harrington, Righter & Parsons, 
|tv station representative, has 
‘opened an office in Atlanta at 1430 
W. Peachtree St. Frank B. Rice, 


|formerly a member of the com- 


pany’s Chicago sales force, has 
been named southeastern manager, 
with headquarters in the new of- 
fice. William L. Snyder has been 
appointed to the Chicago staff. 


. When a claim is filed, you 
need our 
INSURANCE 
devised especially to take the sting 
out of these cases. it’s surprisingly 
inexpensive and it does the job 
adequote! 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 


CORPORATION 
_ INSURANCE EXCHANGE. 
KANSAS CITY, MISSOURI 


REMEMBER. 
when you’re 
placing 
automotive 
adver- 


CANTON 


1S A BIGGER 


foul 


Note especially that Mr. Nataly reads AA at 
home where he can concentrate on thinki 
up fresh advertising ideas. Looks like he has 
something. Why don’t you try it? Mail the 
coupon below—now—for a year’s subscrip- 
tion to Advertising Age. The cost is only $3— 
and you get FREE a copy of “Point of Sale 
Report by Leading National Advertisers,” a 
handbook of fresh ideas for sales promotions 
in the store. 


AUTOMOTIVE MARKET Pra 
THAN 
SOUTH BEND 
\ KNOXVILLE 


a. {Mis 


FREE VALUABLE HANDBOOK —aet 
ADVERTISING AGE, Dept. 319, 200 East Illinois Street, Chicago 11, Illinois 


Please enter my l-year (52 issues) subscription to Advertising Age 
at the regular $3 rate and send me FREE a copy of POINT OF SALE 


HERE’S 
THE ONLY 


REPORT BY LEADING ADVERTISERS. 


My Name____ 
Company... 


C) Home oF address 


() Company 
City 


( $3 enclosed 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & eee 
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the largest circulation in northern California 
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Francisco... 


its The Examiner 


First in news and first in advertising - plus 


daily or Sunday 


( \ 


ee s 
9 — at 


tl} 


vil Al 


*@e@@ee 
: 288 C88 26 6 a oe eee 


THE SAN FRANCISCO EXAMINER IS REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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British Weekday 
TV Cuts Rates in 
Sponsor Shortage 


Lonpon, March 13—Commercial 
television, less than a year old in 
Britain, already is resorting to 
rate-cutting. 

One of the country’s leading 
commercial tv contractors will 
give away time worth hundreds 
of thousand dollars in an effort to 
reverse the direction of slumping 
advertising support. 

Associated-Rediffusion, which 
handles the weekday tv programs 
introduced in London five months 
ago, will allow advertisers buying 
more than 25 seconds the equiva- 
lent amount of time free in the 
same week. 


® Tv advertising in Britain is re- 
stricted to spots. Rates range from 
$225 for 25 seconds in off-peak 
periods to $2,800 a minute at peak. 
From this revenue, the program 
company stages entertainment 
shows. 


Associated-Rediffusion, a com- 
| bine of newspaper and “piped 
radio” interests, plans to raise an| 
extra $700,000 a month with its 
bargain offer. But if the response 
is good, the amount of free time 
will have to be cut, as time devot- 
ed to advertising is strictly con- 
trolled. 

At present, commercial tv has 
plenty of elbow room in the strait- 


jacket of restrictions. Money is 
tight in Britain as a result of an} 
anti-inflation drive, and tv ads} 
have fallen off alarmingly in re-| 
cent weeks. | 


| 

s A-R is allowed to sell about two | 
hours’ total advertising time in its 
five-day operating week of 30) 
hours. Yet in the week ending) 
Friday, Feb. 17, the company sold | 
less than an hour’s time. 
On Monday it attracted com-| 
mercials occupying only 2 min-| 
utes, 58 seconds. Ads in the rest 
of the week took up 69 minutes, 


24 seconds. 
Associated Television Ltd., con- 
tractor for London’s weekend 


programs, fares better. It has sold 
more time in two days than A-R 
in five. 

Meanwhile, both contractors 


have run into a new wave of hos- 


“aetia " P | 
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For premiums 


Been in the dark about the best premium buy? Then pick the 
brightest light in the premium field—smart, colorful emblems of 
SCOTCHLITE Sheeting! On the bumper of a customer's car, an 
emblem of low-cost, long-lived SCOTCHLITE Sheeting sells your 
trademark, helps prevent night accidents, too! For a free demon- 
stration of the premium with both safety and sell, write Minnesota 
Mining & Mfg. Co., Dept. AA- 3196, St. Paul 6, Minnesota. 


that never stop selling 
...use emblems of SCOTCHLITE 


| 
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REFLECTIVE SHEETING 


Mining & Mfg. Co. 


“SCOTCHLITE” Reflective Sheeting is a 


| tv in Britain. 


| than $28,000 were to have gone to 


READ EVERY LINE... 


TT 
BEFORE YOU SIGN! 


DON'T BE A DUMBBELL! 


BEFORE YOU INVEST... serort You wvest.. “— 


“ae ©) |“ © 


INVESTIGATE! 


S 


PUBLIC SERVICE—The Better Business Bureau has 
a series of 12 consumer warnings in poster form 
or as miniatures, eight of which are reproduced 
here, for use as one column fillers. Under each 
of the reproduction proofs is the statement “Amer- 


ican business supports BBB for your protection.” 
The posters in color were created by the Los An- 
geles BBB. The miniatures are available from the 
Assn. of Better Business Bureaus, 723 Chrysler 
Bldg., New York 17. 


tility because they spent some) forlorn hope of killing the cub be- 
$70,000 earned from advertisers! fore it becomes a man eater. 


on the joint opening of commercial 
Canadian Dairy 
charity. In view of this, advertis, @TOUP Sets April 
Fluid Milk Drive 


ers gladly paid an extra 50% on 
Toronto, March 13—In April, 


Profits estimated at not less 


top of normal rates for the Sept. 
22 debut. 


The big storm burst when it was the accent will be on fluid milk | 


learned no profits were distrib- right across this country. Dairy 
uted, although the companies Farmers of Canada, the national 
themselves donated a total $3,530 dairy group, is well along with 
from their own funds to 12 char-| plans for its annual milk festival 
ities. promotion, 
milk, “Nature’s fine refreshment,” 
® Spokesmen for the companies) for a full month. 
explained that because of the un-| The campaign, the third this 
usually heavy costs on the opening| year sponsored by the producer 
night—which included a gala ban-| organization, is kicking off with 
quet, boxing and vaudeville—| large-space ads in high circulation 
there were, in fact, no profits. dailies, using the theme: “After 
“Tv Charities Shock,” screamed) winter’s let-down, brighten up— 
a splash headline across the front) drink three glasses of milk a day!” 
page of the Sunday Express. The| This first salvo will be support- 
sister newspaper, the Daily Ex- ed later in the month by 500-line 
press, followed up: “Sir Robert| ads in the larger dailies and 250- 
Fraser, boss of the Independent) line messages in 58 other dailies 
Television Authority, will receive| and 270 weeklies. French radio, 
a letter this morning asking about) color advertising in four women’s 
£10,000 ($28,000) that did not go' magazines and a b&w message in 
to charity.” the Weekend Picture Magazine 
The Express neglected to say also will lend selling help to the 
who was supposed to be sending drive. 
the letter—but such details are of- 
ten overlooked in the larger game, ® In the field of merchandising, 
of chasing commercial tv in the members of the dairy industry 


which will spotlight! 


have been encouraged by direct 
mail to organize local sales pro- 
grams in conjunction with the na- 
tional campaign. Page ads in 10 
business papers this month will 
also alert the trade. To assist sell- 
ers of milk to advertise, merchan- 
dise and publicize, a full lineup of 
selling aids has been produced 


| by Dairy Farmers of Canada. 


The dairy foods service bureau, 
a division of Dairy Farmers of 
Canada, is backing up the program 
with publicity releases to dailies, 
weeklies, farm press, weekend pa- 
pers, magazines, radio and tv. 

The account is handled by 
Cockfield Brown & Co. Ltd., To- 
ronto, and E. W. Reynolds Ltd., 
Toronto. 


reach 5553 
POLICE CHIEFS 


via this all-selective | 
mediuml They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 


HC EOPP «associates 


1475 Broadway, New York 36, N.Y. 
35 East Wacker Drive, Chicago |}. II! 
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“Two pounds of hay.” 


“Once a week.” 


“Probably not.” 


What makes a newspaper great? 


“WHOA, BUSTER, IM THE 
INQUIRING PHOTOGRAPHER” 


“‘What invention should never have been 
invented?”’ 

““Do women ever get in the doghouse?”’ 

*‘Does a full moon affect hermits?” 


Upper Midwest champion at pop- 
ping featherweight questions and 
collecting improbable replies is a 
stocky, gravel-voiced Minneapolis 
Tribune photographer named Russ 
Bull. Armed with camera and more 
nerve than an impacted wisdom tooth, 
Bull buttonholes a daily half-dozen 
Upper Midwest citizens, probing for 
material to fill his unusual question- 
and-answer strip “Just Ask’’. 


Like other Inquiring Photographers 
on other newspapers, Bull took on the 
assignment as a routine reader feature. 
Thanks to a penchant for dreaming 
up irrelevant queries, plus the ability 
to corner some of the town’s most 
interesting subjects, he has turned 
“Just Ask”’ into an hilarious off-guard 
peek at the lighter side of the other 
guy’s nature. Minneapolis Tribune 
readers turn to it by the thousands 
for such unpertinent information as 
what jet pilots think about space 
travel, what farmers think of big city 
driving, and grandmothers’ views on 
Bikini bathing suits. 

Bull’s unexpected questions rate 
everything from snap-back replies to 
ultra-cautious conjectures. “Is a 
woman’s word as good as man’s?” 
kept one corporation president brood- 
ing till breakfast, when he called Bull 
to report his 5 a.m. decision: “No. 
The trouble with women is that they 
stretch truth as far as their girdles. 
Sometimes it’s pretty far.” 

Piles of fan mail often engulf the 
exponent of a particularly witty or 
thorny statement. A tourist official 


“I'd like to, but my wife won't 
let me.” 


"Yes, but | have unusual tastes.” 


who ventured an opinion on Minne- 
sota’s best fishing hole was promptly 
deluged with protests from partisans 
of the 9,999 other lakes plus inquiries 
from ardent anglers in four states. A 
Miss Minnesota candidate who offered 
her picture to the farthest distant 
writer-in got letters from both coasts 
and 11 foreign countries. 

Russ Bull, like so many of the men 
and women who staff the Minneapolis 
Star and Tribune, brings an undeni- 
able special touch to his job. It’s this 
something extra—in entertainment as 
well as in news coverage and public- 
spirited leadership—that has made 
these two good newspapers the best 
read, best liked, most respected in the 
great 314 state region they serve. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 
JOHN COWLES, President 


“Peanuts and axle grease.” 
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IN SUBURBAN NORTH JERSEY 

ONE NEWSPAPER REACHES MORE THAN 
62,000 HOMES IN BERGEN AND PASSAIC 
COUNTIES - WHERE HOUSEHOLDS AVERAGE 
OVER $7,000 IN SPENDABLE INCOME 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mgr. 
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dil Ideas in 25 Minutes Help Publishers 
Fatten Thin Issues at Brainstorm Session 


Cuicaco, March 
storming,” the idea game invented 
|by Alex Osborn, vice-chairman of 
the board of Batten, Barton, Dur- 
|stine & Osborn, took Chicago ad- 
/men by storm last week at a Dot- 
| ted Line Club meeting. 

Willard A. Pleuthner, vp of 
BBDO, who specializes in conduct- 
ing “brainstorming” meetings, led 
the session. Equipped only with a 
cow bell (which he sounded when 
panel members got off base) Mr. 
|Pleuthner inspired the panel of 15 
|local publishers and admen to 
come up with 111 ideas in 25 min- 
utes. 
| The subject posed to the “men 
in the fishbowl” (panelists) was, 
“New and different things to do 
to sell more space in your thin 
|issues.” Under “brainstorming” 
lrules, only ideas or suggestions 
| may be voiced. Ideas may not be 
| criticized or praised. Following are 


TOP SALESMAN... 


— 


Soviet Told Oil Output Michigan, 


~~ Cent Over'S0  Ohic 


EDUCATION 


llinoi 


in Michigan’s fastest-growing market 


THE ANN ARBOR METROPOLITAN AREA 


Tt ANN ARBOR NEWS is the only newspaper 

reaching the great majority of consumers in 
a market which leads all others in Michigan in 
rate of population increase. This torrid pace 
pushed the population of Ann Arbor, home of 
the famed University of Michigan, to 64,500* 
as of Jan. 1, 1956, and was a major factor in 
total city construction during 1955 valued at 
$20,823,914. The News’ 24,289 audited daily 
circulation reaches families whose income 
ranges from $6,256t for the entire market to 
$8,616+ for the city of Ann Arbor. The spending 


Booth man today. 


tSales Management— May 1955 


BOOTH 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


of these families set a new retail sales record of 
$100,000,000.00t for the city and $192,732,945t 
for the trading area in the past year. Astute 
advertisers showed their confidence in this 
market by using 12,203,016 lines of space in 
this newspaper in 1955. You can learn more 
details about this rich area by contacting a 


*Editor & Publisher—1956 Market Guide 


lEstimated from Mich. Sales Tax Collections—1955 


Michigan 


EWSPAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280 % Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11; 
Superior 7-4680 + Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401 © William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972,, 


13—“Brain- | some of the ideas that popped up 
| at the session: 


e Try to devote the entire edi- 
torial content to a single industry- 
problem theme and sell advertis- 
ing on the basis of editorial vol- 
ume. 


e Sell advertisers on the notion 
that people have more time to 
read in the summer. 


e Get a reader survey of the sum- 
mer issues showing that reader- 
ship of the summer issues with 
more ads is high. 


e Install a sliding scale of ad rates 
with top rates for the best issues 
and lowest rates for the thin ones. 


e Combine two weak issues and 
make a big one. 


@ Make it a dream issue. “Brain- 
storm” the leaders of the industry 
and put them in that issue. 


e Try a historical issue. Make it a 
collectors’ item. 


e Impress the advertiser with the 
fact that he is expecting his own 
salesmen to be selling in the very 
months that are weak issues. 


e Make the issue a forecast of 
1965. 


e Offer the advertisers the oppor- 
tunity of having their own ads in 
that issue researched. 


@ Credit the agencies that run ads 
in the issue. 


e Offer color at reduced rates. 


e Promote the issue as containing 
the best ads of the year. 

Probably the least popular 
idea offered by the panel was a 
suggestion that advertisers be per- 
mitted to write editorial matter to 
run alongside their ads. This idea 
was greeted with a chorus of boos. 


= Members of the panel were 
Claude Riemersma, Archifectural 
Record; G. D. Crain Jr., Advertis- 
ing Publications Inc.; Maynard 
Reuter and Hilmer Stark, Bill- 
board; Frank Wenter, Clissold 
Publishing Co.; Frank Lederle, 
Haire Publishing Co.; R. N. Whit- 
tington and Gordon Mack, Mc- 
Graw-Hill Publishing Co.; Russ 
Sanford, Modern Hospital; E. S. 
Klappenbach, Petroleum Publish- 
ing Co.; Bill Carmichael, Sales 
Management; J. D. Dolan Jr., Sim- 
mons-Boardman Publishing Corp.; 
C. Laury Botthof, Standard Rate & 
Data; Royal Lee, Vance Publish- 
ing Co., and Mitch Napier, Print- 
ers’ Ink. 


Wood Heads N.Y. Office of 
Wood & Co. in Reorganization 

In a broad reorganization of the 
New York office of A. J. Wood & 
Co., market research organization, 
Albert J. Wood, president, has 
moved from the Philadelphia 
headquarters to the New York of- 
fice to assume control of New 
York activities. Joining him in 
New York will be Michael J. Mc- 
Crudden and Irvin Penner, vps, 
and Burton J. Greenwald, assist- 
ant to the president. 

Mr. McCrudden has been in 
charge of Wood’s midwestern op- 
erations since 1950. Mr. Penner 
formerly was director of client re- 
lations in the Philadelphia office. 
Mr. Greenwald previously was 
assigned to the planning staff in 
Philadelphia. 


Stores Get Color Help 

Metro fashion review service is 
now including mats “that will 
make it easier and more economi- 
cal for stores to take advantage 
of color printing facilities.” The 
service is published by Metro As- 
sociated Services Inc., New York. 
March and April issues of the 
service show suggested treatments 
for printing fashion ads in black 
and an additional color. 
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d more ghosts 


in pastel shades 


were a household necessity. 


than in the second magazine. 


Never underestimate the power of the No. 1 magazine for women... 


JOURNAL 


A CURTIS PUBLICATION 


to linen closets. 


“The JOURNAL is the perfect spot for our acvertising,” 


says Allyn B. McIntire, Vice President, 
Pepperell Manufacturing Company. 


“We never underestimate the power of the maga- 
zine women have most confidence in, Ladies’ Home 
Journal. As our sales have grown, so has our use 
of the Journal. The Journal reaches more women — 
and reaches the women who buy more.” 


The Pepperell story begins back in 1852. Pep- 
perell Sheets were soft, sturdy, and snowy white. 
But women bought sheets simply because they 


Pepperell changed all this in 1928 by introducing 
colored sheets. Suddenly, sheets became glamorous, 
as well as useful. Naturally, this idea appealed to 
women. And naturally, Pepperell’s sales figures 
skyrocketed. Over the years, the name Pepperell be- 
came synonymous with quality. And, as a result, 
even women who preferred white sheets began 
making sure their sheets were Pepperell. 


A large part of Pepperell’s success with women is 
due to the right kind of advertising to women. 
Pepperell began buying space in Ladies’ Home 
Journal in 1910, and, over the years, the Journal! 
has received a steadily larger share of Peppereil’s 
budget. In the last 10 years, Pepperell’s total ad- 
vertising investment in the Journal is 25% greater 


To support this advertising, the Journal’s mer- 
chandising staff has pitched in at the retail level— 
helping stores move Pepperell sheets from counters 


Today, the Pepperell story is one of the most 
successful in the business. 
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“FIRST 100 MARKETS” 


QUAD-CITY POPULATION 


_ 


Among Sales Management’s 166 
Standard U.S. Metropolitan 


County Areas 


57% LIVE ON ILLINOIS SIDE 
Represented By 


crcsisoe WP The 


i 
1 
‘ 


eg Denar eee 
he ‘Rock Island Argus” 
Moline Dispatch © 


FERGUS MEAD, senior vp of Buchen 

Co., Chicago, has been elected 

exec vp of the agency. He joined 

Buchen 30 years ago as a copy- 
writer. 


Stearns Named Norge SPM 

Harry L. Stearns, formerly with 
Servel Inc. and Florence Stove 
Co., has joined Norge division, 
Borg-Warner Corp., Chicago, as 
gas sales promotion manager. 


Total Paid Circulation Now 


426,083 


Subscriber Families 


Pardon the “halo” but 
it's great to be FIRST 


where a farm magazine 
ought to be FIRST... 


UP To 


OKLAHOMA CITY @ DALLAS 
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Ward's Reports 
Car Building Back 


on 5-Day Basis 


Detroit, March 13—The U. S. 
car building horizon continued to 
brighten as virtually all car mak- 
ers scheduled five-day operation, 
Ward’s Automotive Reports said 
last week. 
| Until last week, weekly car 
|counts since mid-January had been 
ebbing almost steadily, reflecting 
the effects of layoffs and short- 
ened work periods instituted by 
car makers to check rising dealer 
stocks, Ward’s indicated. 

However, improved sales have 
been reported by most producers, 
Ward’s said, and manufacturers 
are also probably stepping up ac- 
tivity in anticipation of a seasonal 
upturn. 

Some 134,797 cars were expected 
to roll off assembly lines last week, 
the statistical organization said—a 
1.4% rise over the previous week’s 
132,889-unit tally. More signifi- 
cantly, however, the week’s sched- 
uled car yield was 7.4% higher 
than the 125,502-unit depth which 
car building reached the week end- 
ing Feb. 25. 


s Adding to this optimistic out- 
look is Chrysler’s recall of some 
4,700 of the 9,800 employes fur- 
loughed since last December. They 
were slated to return to work this 
week. This development more than 
offsets the 1,100 workers laid off by 
Studebaker last week. In addition, 
Packard car lines, inactive since 
Feb. 1, have resumed operations, 
and sizable program boosts were 
noted at American Motors. 

Truck output remains strong, 
Ward’s said. Some 25,037 vehicles 
were on tap last week, up 1.5% 
from the previous week’s 24,643- 
unit volume. 

On a year-to-date basis, truck 
building is enjoying a 28% lead 
over the year ago aggregate—241,- 
1965 to 189,180. Car production is 
|lagging by 18%—1,353,970 to 1,- 
643,661. 

In Canada, car-truck building 
rose to a seven-month high last 
| week, mirroring resumption of ac- 
| tivities by General Motors, strike- 
| bound from Sept. 19, '55 through 
| Feb. 14, ’56. A fall-off in Canadian 


+ |car output was programmed last 


Naturally, The Farmer-Stockman is FIRST in adver- 
tising results, too! With most of its readers living on 
their farms and ranches, The Farmer-Stockman is a 
“natural” for those advertisers who are selling to this 
rich, rural market! With a long list of “FIRSTS” that 
make for intensive, loyal readership . . . The Farmer- 
Stockman is the jet-propelled farm magazine for your 
1956 advertising to the Rural Southwest! 


The Farmer-Stockman 


| week, however, as Ford of Canada 
| halted its car lines for five days as 
a result of severe weather, which 
dented sales. 


Easy Glamur Plans Drive 

Easy Glamur, a new cleaning 
product made by Glamur Products, 
Syracuse, N. Y., will be introduced 
| with a campaign starting in mid- 
|March in radio, tv, newspapers 
and magazines. “Easy Does it with 
| Easy Glamur’” is the slogan for the 
|campaign, which is also incorpo- 
| rated in a radio jingle. Ads will 
|feature testimonials from the 
housekeepers of theatrical person- 
alities. The upholstery and rug 
cleaner will be introduced first in 
the Midwest, Pacific Northwest, 
upper New York State and met- 
| ropolitan New York. Rockmore 
Co., New York, is the agency. 


| General Outdoor Appoints 3 


| General Outdoor Advertising 
|Co., Chicago, has made several 
|changes in its branch office staffs. 
| Willard S. Sayles, formerly man- 
|ager of the Minneapolis branch, 
/has been named manager of the 
Chicago branch; William J. Vaug- 
| han, formerly manager of the com- 
\pany’s Hartford branch, has been 
appointed Minneapolis manager; 
Carl M. Kenworth, formerly De- 
troit manager, has been appointed 
|manager of the General Outdoor 
| branch at Hartford, Conn. 


ae 7x 7 : 
aia . — 
q ei 02 62 
me ii ee 
y min 
ae i PRAL hte ot} ' ' ~ 
coe he TOMA FA Mia ae ay? RON ee Te RU ea tty ght ON apart ST) Be ae Gtae Ms ~J ee 
ee. ’ wh KTM Hines ‘ae ' ae ' 4 4 jit: PAS Pr Mee ty ay oe Ate ot “i 4 Net — ee 
ey 8, ve re {7 ‘ae » ime “a ' iN AID ae ‘ why oO a 
cae pre gs ce ‘oh one of the ene bs at o-Cr oy Neu? , \ es a 
Pi." Coupee TIS velba A PAP So. : 
sel Vit Ne beat Ue? O . Garmin " Pa 
ona fi he “apa age ry by ih ” é 
ae ry ile; B ivh 5 = “ee uted q 
Bee anh ee 1S, em \§ Linn . : 
ela De ieee .s eeu ' : 
obs ig i (i \ 44 ws x 
ak at arise ea —— , “ or 
as A : ~ ‘in a. ae 
Rani 4 i "bis ee. a! . a 
Sgn a be m 
=f } eat Bo % ~ a 
yas Pyne ee QY Ae 
ie ¥ ' iy rth o> ILLINOIS Ls) a 
ies me Se an * >} > ane . 
ul ‘I. wy Th. . . . J po ~ g ay ° eer a : . ' 
os ya > Sama 
Pane : * Te wh , 5 
Bei te A ae 
ia ES Smet ALLEN-KLAPP CO. <n Va ao ae 
tas BY “ be? Lee rf ‘oye oa ones . "gh 2 1 ey bs ‘ ! 
ae LT eee a tea Oe Palen i toe 
Mts “nf vw, x a if " Ma hit erie A , ‘e aft ‘bea ete «te 
ae et ' Qued. Citi es: Lar ' : +e i it in aa aie 
a mn . ss 
ey: SEMEL Ei ES RRR a 
oe 
ee 
ag 
rac 
pe: Wh 
ie \\\ / Yi CA 
a ES — 
Bike 2 ——— 
| rd: tm a oc P Dee 
| Sa =—— Pr — = a arate 
bigs os = \ 
Ph: LA fp fi“ 
eof 
Binds! ; oat \ 
4 oi eh Oe ; 
ere : ot. 4 ; ss 
aA Ri i r . .< 7 & 
aoe o% nha Aen, a i o 2) 
tee : \: ‘ y ' ee fe 
Pe » xine Farmer -Swockman gay O° we “hee 7 
ain L326 a TE <9 7 ee : . 
ey : i ema . / . — |] 
pas toe 4% ASE OR Des <5...) Seca Na | i c= ‘eg 2 
J 4 re PO Sy: pi f “i 4 . _ 4 : om 
ee at ees Be Miele oe Depa An ge aan a i be og: Bi pia te 
RY feede’ \ Bp Sie od a Be acs «Ca es, \ ee ee : A 2 a Res 
. aN. ae } A “nf BEDS oct a Jas lial oo te q ya ‘ Pek : : is s as, 
pr (ih ty hee ae er ee ae 8 ph a , . om} ‘ +. ne < - 
ie 2. 4G” Yt oe | y , a ™ (A A Bae = ke 
| 2 aie Seon Svemnee att, ee 3 ™ és “ ia ical 
i“ as «ie ae ee See Rees: : . a + Pres 3 na 
Be a mr - ¥ aS = See ' 
sae a ess : emi, “igs Vee , <7 
Wg ie Ss age me meus > a we k ef 2 
ae li ee i. . eg \ ee : as 
ee oe 5 " _ rhe a ae, bie r > eS " B. . Soh, 
‘ a af pas y eS eS s 2 a poe " er = ’ ‘ => 
So Pa & a ee 4 eS a 7 
‘ok S4 a. TS ie _ : : ~~ aa o 
ps ss et, SIR es a tk. nom A 
<— AS elem ‘ae } e 3 oo’ be 2% 
ee GAA es eee / th : se ms ' 
Toe eee ee pn a | 
Re sore CHES | eK | 
ie a “f A ; Ra ae i 
re: Fe R : ey 
ane ae. ‘ } 
anes Ly : + d | 
+ ti “ : : 
at | 4 
Phcitt s ‘ , e 1 
te Ge ARE : tan ; rhe : : 
FEO T,5. PR Stee Mee cake 3 pi fe ‘ ‘ 
tre an Bons gta A as AY a ag a a : 0 
Irae Bf Sole ata eae ae ee . | 
> eae anh eet, ae ae - ' 
eee Weoheae 6S ao: — ' ae . 
J a Sd S Roea mmeanaiae e et Lae ee ah hes : . a } 
A ee Be Ne oe eS pte te ee a -*s Pie a 
tees 3 ae Fey. t ise ee Seen ee, ee pia ce ea = au 7 = OR ts te i ; cae 
edie att é SS ea a“ P a ie : a : = ae ies ee 
Mead Si ae . | 
. — ‘ ae e 9 , 
me. : Ss <= : 
a | ee 
i ra ' 
E ' 
li : 
a ie ' . 
ie bee : 
Me 
nee 
Toa : 
hg ' 
PL biqaay 
2 a 
» hog 
an ) 
4 hee : 
er i ’ ie em ¢ P 
eee o 7 ke Ay ae | ee é =) . Se lll ll EE eS a a % 
aia | 


| 


} 


Advertising Age, March 19, 1956 


sf 


e 
ao 
os 

_ 


MODEL DISTRIBUTOR—With a basket 
filled with Blumenthal Bros. Choc- 
olate Co. candies, the Blumenthal 
Bunny is all set for the Easter 
candy rush. Tv saturation will 
back up the Easter promotion pre- 
pared by Feigenbaum & Wermen, 
Philadelphia. 


‘Three Little Girls’ 
Lyric Is Featured as 
Scholl Uses Radio 


TorRONTO, March 13—Dr. Scholl, 
the foot-pad manufacturer, will 
try something different this year in 
Canada in the way of advertising 
its Zino pads. Scholl Mfg. Co. Ltd., 
owned by Scholl Mfg. Co., Chicago, 
is using a Gilbert and Sullivan- 
type singing commercial, starting 
this week on Ontario and Quebec 
stations. 

The singing commercial was 
written and produced by Don 
Wright, London, Ont., in conjunc- 
tion with F. H. Hayhurst Agency, 
Toronto. Clay A. Holt, general 
manager of Scholl Mfg. Co., so de- 
scribes the tune, whose lyric is 
sung by three girls. Sample verses: 


Three pretty girls and smart are we 
Smart as a modern girl should be 
No foot troubles bother me 

We use Dr. Scholl's. 


Three pretty girls whose feet are free 
From any pain as feet should be 
Corns never never bother me 

We use Dr. Scholl's. 

The 42-second commercials will 
be heard on radio, a departure from 
the heavy newspaper advertising 
this company traditionally uses. 
Minor Halliday is the Scholl ac- 
count executive for Hayhurst. 


Four A’s Asks ANPA 
to Standardize Column Widths 
American Assn. of Advertising 
Agencies has requested American 
Newspaper Publishers Assn. to try 
to standardize column widths of 
newspapers. Column width now 
ranges from 11 picas, 3 points to 12 
picas. ANPA a few years ago rec- 
ommended 11.6 picas. Today, it is 
estimated that about 65% of 
ANPA’s 805 members have aban- 
doned the old 12 pica measure- 
ment for columns of varying sizes. 
The Four A’s suggests, “It is in 
the best interest of national ad- 
vertisers, advertising agencies and 
newspapers that newspapers avoid 
lessening quality or reproduction 
by excessive mat shrinkage.” 


Frank Miles Named VP 

Frank W. Miles, formerly vp of 
Hanson-Bennett Magazine Agency, 
Chicago, has joined National Pub- 
lications Co., Los Angeles, as vp 
and general manager. 


; |American Academy of General | 


||ing representative. The publica- 


|| advertising office at 


ty Oil Publisher Names McCuaig 


© | eastern manager of Petroleo In- 
= | teramericano. Mr. McCuaig form- | 


™|moved to new offices at 154 W. 


' ‘GP’ Names Western Rep | 


GP, published monthly by the) 
Practice, Kansas City, Mo., has | 
appointed Dillenbeck-Galavan, Los 
Angeles, its West Coast advertis- 


tion recently opened an eastern 
15 Orient 
Way, Rutherford, N.J., and also 
|maintains a midwestern office in 
| Chicago. 


Petroleum Publishing Co., Tulsa, 
|has appointed James B. McCuaig 


erly was New England manager 
representing three McGraw-Hill 
| International magazines. 


3 |Gernsback Moves Offices 


Gernsback Publications Inc. has 


}/14th St., New York. 


SERVICE ... deliver your exhib 


For complete information on NAVI Ex- 
hibit Display Moving Service, phone 
your local NAVL ogent—or write us, 
in core of Dept. AA36. 


Ss Reo. SY 


Today, your valuable exhibit dis- 
plays can have the same kind of 
handling Mrs. Homemaker approves 
for her fine furniture. . . . Specially 
trained NAVL personnel will handle 
your displays—door-to-door—in 
modern, built-for-the-job North 
American padded vans! 


North American Van Lines’ 
specialized Exhibit Display 
Service “babying™ 
your exhibits . . . provides 
faster, safer handling by 
trained personnel. 


its safely-on time! 


Saves time, reduces over-all costs! 
There’s no local drayage nuisance 
...no crating costs involved in most 
instances . . . your own personnel is 
freed for sales contacts. Your exhibit 
goes “‘as is”. . . handled only when 
loaded, and when unloaded for use 
at trade-show or sales meeting! 


COPYRIGHT 1956, N.A.V L 


NORTH AMERICAN VAN LINES, INC. 
WORLD HEADQUARTERS: FORT WAYNE 1, INDIANA 


Whic 


present 


'? 


Ratings at the left above were for advertisements which ran in 
July-August issues. Ratings at the right were for the same 
advertisements when run in other issues of the year. 


These findings are from a McGraw-Hill Research Department analysis 
of advertising readership scores of 30 issues each of two monthly 
business publications. 131 pairs of identical advertisements were 
found. These were equally divided between those in which the 
July-August insertion ran first and those in which the other months’ 
insertion ran first. Copies of the Data Sheet (#5122.1) are available 
from your McGraw-Hill man. 


Studies such as this are a continuing project at McGraw-Hill . . . all 
designed to provide a better understanding of how good advertising 
in good business publications can help create more sales. 


vicGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Advertising Pages and Linage in Farm Publications 


February and Year-to-Date Figures for U. S. and Canadian Publications 
Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
Total Advertising in Pages. Total Advertisi ia Li and hat ny and Livestock, 
— > = —— ising, in Lines —-— in Lines -—Total Advertising, in P — -———Total Advertising, in Lines ———. in Lines 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. dan.-Feb. Jan.-Feb. Feb. Feb. 7 a Feb. Feb. ‘on Feb. Jan.-Feb. Feb. Feb. 
1956 1955 1956 1955 1956 1955 1956 1955 1956 956 955 1956 1955 1956 1955 
Farm Magazines | 2 109. ’ ’ 146,336 
Farmer ... 77.9 71.2 5 : 30,552 57,516 poe ny ‘ . . 83,722 
Kansas Farmer 
‘oat or = East ae ae : : ame 61.058 , eer oun 
entral- 4 
Edition . oumen Y on 85,031 Montana Farmer-Stockman 70.9 
#Southern Edition . —_— : are " Nebraska Farmer ... 106.2 
H#Western Edition | 118.2 107.3 . , 46,023 88,753 an fh gpeaeacae my! 
Average 4 (or 2) : 
Editions 110.1 106.0 . i 45,452 83,818 . Pennsylvania Farmer 
Farm & Ranch—Southern Agriculturist: Prairie Farmer: 
#Southeastern Edition 46.5 49.7 . : ; 21,313 32,383 , j 724 |  #illinois Edition .. 
Southwestern Edition 50.7 58.0 . t x 24,893 34,377 . ‘ |  #Indiana Edition . 
Average 2 Editions . 48.6 53,9 . . 23,103 33,380 ‘ h - & — 
Progressive Farmer: 4 
#Carolina-Va. Edition 115.7 1028 : . 69,882 121,225 , . b+ awa acer’ . 
estern arm Me ce 
§Herdsmen Edition 
Wisconsin Agriculturist 
99.3 . J 67,508 116,750 . : ~ - - : - 4 
-348.91,269.9 2,368.3 2,379.1 1,029,436 i 1,807,437 1,816,418 
110.0 \ 68,043 112,297 . . . Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 


Texas Edition .. 101.6 . ‘ . 69,110 113,256 . , 
Average 5 Editions 112.4 102.5 5 . ‘ 69,726 116,973 . A . 
Successful Farming .. 114.2 99.8 : . 44892 79,141 593 | Bi- Weeklies 
Total Group W332 W334 709.3 229,300 213,725 370828 349514 216278 ee te 
tCombined with Better Farming (formerly Country Gentleman) in September 1955. zNot included in totals. +N ae 
orthern Edition 
Southern Edition 
Monthlies Average 2 Editions 63.6 
Agricultural Leaders’ Dairymen’s League News 13.1 . _ 8,884 
Digest . . ’ ; . | Total Group . ‘ x 8 119,719 ; ‘ 206,608 116.172 
American Fruit | ZNot included in totals. 


American Poultry Journal: * 
ftatwe Edition .. 448 50. : 98 | Farm Linage Trend figures in thousands 
Pacific Edition .... F - . y . 

Southern Edit ' ‘ \ . ‘ s . . . 
fone 4 Gite 416 48. MAGAZINES MONTHLIES 
Arkansas farmer ... 24. ' . . ' $ ‘ A 1956 1956 


Better Farmi Methods ’ . J . . ‘ s ‘ ’ 
er a ig : y ; . , . y ° : . FeB.| 229 | FeB.| 648 2 


Breeder-Stockman .... . . . t J A \ ' ¢ . 
Broil Growi Mend J . . . . J s . . y 
lg Oe er | ian[ 558 oe 
Calitornia Farm Bureau ‘ 1955 1955 

Monthl . ‘ . y . . ‘ . F 
ee er 2 CCEA a 
Cattleman, . => ‘ h . \ \ . . y ‘ . — —EEE a 
Cooperative Digest .. . ‘ t J . ° ‘ . 
County Agent & | x iS 

eas ; * a ' ; ’ ' ’ ' ?’ SEMI-MONTHLIES BI — WEEKLIES es 


Electricity on the Farm 10. I . t . ‘ . . . 
Farm Manayement .. 29. . . \ , 5 y , y , | 
Farmer Stockman res.[120 | FEB. 
kl. dit ° x é ‘ 22.540 7 ’ . ' 
Oklahoma Edition san | 107 | ; jan[ 259 | 


Texas Edition .. ‘ $2. . J . . . ’ 
Average 2 Editions t ‘ . ‘ ‘ . A 1955 1955 
Florida Cattleman .. . ° . . \ . A . : 5 | 
Florida Grower & Rancher t ! ‘ ¥ | 968. aa res. Te . FEB. 
2tGeorgia Farmer 
Kentucky Farmer... 
Michigan Farm News , J ‘ ‘ " ‘ A 4 y ‘ | 
Mississippi Farmer .. . . , . . ‘ . . , . | Weeklies 
Missouri Farmer ... / x \ ' +. . . . y . | 
National 4-H News .. 25. . ; Y , . . . : oo or 
ee tWeekly Star Farmer: 
Nation's Aarlectiane * : , , : : ’ ’ Kansas Edition .. : . ' 2 57,391 
- ! . ‘ ’ 7 t " . Y . Missouri Edition .. . J y ‘ 57,902 
ee a ae ¢ ' ’ ' Okla.-Ark. Edition & 54.353 
hone Gaeee = = : ’ . . . , . . , Average 3 Editions ; . 5 56,548 
Eastern Edition... S85 53. f . . . . Total Group 749 68. 8 1333 109,226 
#Central Edition .. 53.6 . . . Y . . 1 , . tFive issues in February 1956; four issues in February 1955. 
Southern Edition . 57.2 . . y y 
Pacific Edition .. 568 . J . . ; y " ‘ . 
Average 4 Editions 56.5 52. . : ; ‘ ; Dailies 
Southern Livestock Journal 94.7 . . . . 4 . . y 5 Chicago Daily Drovers .. 
Southern Planter ... 42.7 . . J ' . \. . y Journal t 
Tennessee Farmer & Kansas City Daily Drovers 
Telegram 38. X ‘ . . . . 181,386 
. ‘ Omaha Daily Journal 
Western Dairy Journal , . ! \ . . . , , 7 Stockman 
Western Livestock Journal ‘ . . . J . . J ‘ . St. Louis Daily Livestock 
{Wyoming Stockman-Farmer 31.4 . . . . Report 22 117,831 
Total Growp .... 1,318.41,288.2 2,590.3 2,583.0 d 642,688 1,266,193 1,278,091 457,411 . Total Group ; : $14,607 
ZNot included in totals. ¢Started publication in January 1956. tChanged from 896-line page to 756-line page in July 1955. ~ . “ 


109.0 A 74,089 121,339 


155,928 


159,462 


Canadian 


Newspaper Monthly Farm Sections LeBelletio des 
Iowa Farm & Home _. 4 21.1 39.0 37.7 t 21,549 39,803 38.422 26,873 \ Agriculteurs 60.5 
Rural Gravure 4 73 8 4 8 7,308 15,766 11,361 8420 7, Country Guide 40.3 
{Texas Ranch & Farm 16.2 178 69.2 18,704 70,588 35,658 15,078 13, | Family Herald & Weekly 

0 


Total Group [8 46.2 124.0 . ‘ 47,557 126.157 85.441 50,371 86. 
Siege cage (ED Gem) le ey We Canadian Countryman 54.3 
18 


| Farmer's Magazine 


Semi-Monthlies | ¢Free Press Prairie 
y \ J 0 118,513 


i i ; . , 4, 71.3 ‘ 53,852 51,898 25,394 ; Farmer 
ooeeey Pa US Western Producer ... . t , 0 56,249 


Farmer . 34.1 74.0 67.8 . ‘ 55.964 51,276 34,185 J Total Group . ) 
Dakota Farmer .... ; 67.1 1073 119.0 ‘ y 84,165 93,352 51,012 ' tFive issues in February 1956; four issues in February 1955. 


Carpenter to Massey-Harris sistant advertising manager of|Corp., New York, in its annual re-| Scotch whisky, and that “recogniz-|and pharmacists. According to 

Dean M. Carpenter has been|Massey-Harris for a number of port for 1955 shows sales for the ing the growing importance of vod-| Parke, Davis, 1,550,000 copies have 
appointed advertising and sales| years before joining Klau-Van Pie-| year of $500,191,691 compared with | ka,” the corporation is entering this been requested of the first folder 
promotion manager of the Massey-| tersom. Mr. Carpenter succeeds | $487,333,218 for °54, an increase market in ’56 with Gilbey’s vodka. “Concerning one of the biggest 
Harris division of Massey-Harris-| Frank R. Bloom, who resigned to|of 2.64%. Net profit in ’55 was bargains of your life... ,” and 500,- 
Ferguson, Racine, Wis. Mr. Car- |enter his own advertising and pub- | $15,514,127, a 13.13% increase over, Ads Are ‘Best Sellers’ 000 of the second, “How much does 
penter formerly serviced Massey- lishing business. the $13,713,300 reported in °54.| Two small folders containing it cost to keep him well today?” 
Harris as a member of the account | | John E. Bierwirth, president, in his| reprints of Parke, Davis & Co. ads A third folder, “The lady buys a 
National Distillers Net Rises — notes that the corporation is on the cost of medical care have bargain,” is being prepared. Young 


staff of Klau-Van Pietersom-Dun- | 
lap, Milwaukee agency. He was as-| National Distillers Products|now the sole importer of Vat 69|proved popular with physicians |& Rubicam, Detroit, is the agency. 
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“But, Ukmuk,when he showed me the 


Good Housekeeping Seal, I couldn't resist.” 


0rd Em 


PSs eet 


Women are like that. One look at that Seal, and the 
buying urge surges. It’s partly because there’s no risk. 
Women know that products with the Seal are guaranteed 
as advertised in Good Housekeeping. And only one maga- 
zine can offer advertisers this famous selling symbol that 
influences 31,000,000* women to buy. 


Now, while it’s true that Good Housekeeping turns 
down about a million dollars worth of advertising every 


She’s sold when she’s told: 
ood 


6“ 


* Crossley , 


year because products don’t pass our rigid laboratory 
checks...there’s a rosy side to the picture, too. 


We work with manufacturers to bring their products 
up to and above par. Many a manufacturer has corrected 
product faults on Good Housekeeping’s counsel, and has 
seen his sales volume soar and his complaints toboggan. 
So you see, it is our aim to help the whole manufacturing 
industry, as well as to protect our readers! 


$” Guaranteed by 


Good Housekeeping ps 
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The New STANDARD METROPOLITAN AREA 
| «of EVANSVILLE, INDIANA 
OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 


It is Now Official! 


Advertising Age, March 19, 1956 


‘Business Paper Success Story... 
Austenal Uses Business Publications 
to Sell ‘Rediscovered’ Casting Process 


| New York, March 14—“Invest-|“invested” in a flask with a ce- 
|ment casting” is a modernization|ment-like mixture. When this 
|of an ancient process. It has been | hardens in the process of baking, 


An Excellent Test Market too! 
@ Isolated but readily accessible 


Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


TOTAL 16 county market... nearly 4 mil- 
lion population. Courier and Press circulation 
daily, 8 out of every 10 families — Sunday, 2 out 
of 3. 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


| developed by Austenal Labora- 
|tories, New York, Chicago and 
| Dever, N. J., and is used in the 
|production of a wide variety of 
items ranging from dental appli- 
/ances to jet-engine parts. A busi- 
ness paper campaign has been 
|engaged in selling industry on 
|Austenal’s ability to produce 
| needed parts made by this method. 
The process involves making a 


| basic die, which is filled with wax 
|to make a model or pattern. A 
| group of these patterns is assem- 
bled together in what is called a 
“gang” or “cluster.” They then 
are coated with ceramic and then 


@ Representative in size 

@ Has many diversified industries 

@ Has an abundance of natural resources 
@ Has a representative, stable economy 
@ Many other Test Market features 


the ervansville : the sunda ry 


the evansville ; 
Press : Courier | 


and Press 


Box Score of a 
Great NEW Battery! 


LEADERSHIP 
Quarter Hours . . . 6 p.m. to 12 midnight 


THUR 


13 


FRI | SAT 


17 


MON 


16 


TUES 


22 


WED 


12 


12] 11 


o uate Felopulte Sureey, BaP TPEea? cour .2 


WOW-TYV “bats six for geven” and tied 
important 6 pm =. [2 reidaightieerroent § 


OTHER 
STATION 


93 97 
-- 9,486.5 4,954.0 
4 


aera ae a ae — | 


Your Blair-TV man or Fred Ebener, WOW-TYV, will give you 
more detailed information about the January Telepulse, in which 
WOW-TV virtually “shuts-out” the opposition. 


FRANK P. FOGARTY, Vice President & General Manager 


MEREDITH 2edio and Television STATIONS 
attitiatea with Better Homes and Gardens ana Successful Farming magazines 


KANSAS CITY PHOENIX 


a cs 
oe 
ee, 


Channel! 8 
css ; 


Represented by KATZ AGENCY INC. 


JOHN BLAIR & CO. BLAIR TV, INC, 


|the wax is melted out, and the 
temporary mold thus made is 
filled with metal to make the de- 
sired final product. 

Reiner W. Erdle, chairman of 
the board of the company, and 
Charles H. Prange, president, de- 
veloped the process, a modern ver- 
sion of the ancient “lost wax” 
method. Austenal’s dental division 
has been in operation since 1928; 
the surgical division since the 
middle ’30s. The war brought ex- 
panded use of the process in the 
manufacture of turbo-supercharg- 
er parts, and the creation of the 
Microcast division. 


# Robert L. Wiseman is sales 
manager and Frederic L. Roberts 
advertising manager. Advertising 
for the Microcast division, which 
| was decided upon in the latter part 
lof 1954, was turned over to Gay- 
‘nor Colman Prentis & Varley, 
|New York. Richard D. Falcon is 
account executive. 

The fact that the process was 
employed during and after World 
War II both by the Austenal com- 
pany and by concerns licensed to 
use it in the production of turbine 
buckets and blades and other jet 
engine components, gave Austenal 
plenty of work. 
| But the application of the pro- 
cess to the production of indus- 
trial parts was so obviously prac- 
tical and desirable that the com- 
|pany decided to tell the designing 
‘and engineering groups about it. 
'To circulate the news that new 
facilities for getting complex and 
expensive machinery were to be 


fn amrevafe. tn wehicies in the plamt— 
se nerhane whee! mae by sustenat ieee 


Pheer pe ee pre ee eR 
a ome as art merger 


| TURBINE WHEELING—This ad, appear- 
jing in Aviation Week, Design 
News, Materials and Methods, and 
| Steel, emphasizes the use of tur- 
bine wheels made by Austenal 
| Laboratories’ Microcast division. 


| available, ad copy was worked up 
underlining what the company had 
|been doing and the value of its 
}experience and knowledge of in- 
'dustrial production. 


| 

s Headed “Austenal skill, experi- 
_ence, versatility give you the finest 
|}investment castings,” one piece of 
copy ran: 

“These are the three funda- 
mentals of Austenal production. 
Only all three brought together 
can guarantee the finest invest- 
ment-cast parts for American in- 
dustry and defense. 

“By means of Austenal’s Micro- 
cast process such exact parts as 
jet turbine buckets and vanes are 
being cast, eliminating costly ma- 
chining and holding finishing to a 
|minimum. Thus these vital jet 
‘components are available for na- 
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| melting results in parts that are | velopment with your Austenal rep-, 
|| more ductile, stronger and tougher | resentative. Vacuum melting may 
‘\than before. Vacuum melting | be the way for you to obtain high- | 
'\makes possible the use of alloys|er performance in designing parts | 
‘that were formerly uncastable. for tough jobs of the future.” 
“For instance, these new Aus- 
,|tenal techniques are already be-| Peterson Joins Hotpoint 
‘|\ing studied for aircraft manufac- W. Sten Peterson, formerly man- 
turers on a development basis.|ager of market analysis of Norge 
Vacuum melting has helped fur- | division, Borg-Warner Corp., Chi- 
nish extremely high quality vanes | cago, has joined Hotpoint Co., Chi- 
and blades for future jet engines. cago, as manager of market re-| 
“Discuss this new Austenal de- | search. 


INCORPORATED: 


BOX 2017 TULSA, KLAHOMA 


To memmanulectuse these vital precision 
-\ pacts Austenal aypiies the smtent “beat wax 


___ HOW SPECIAL PLANNING PUTS 
= PERFECTION IN TV COMMERCIAL FILMS 


ny oe dre Dara 


is austenal 


te 


RR me 
“ 


LABORATORIES, twc. 
microcast division 
224 EAST D9 STeEET “tw vOer ten 


ANTIQUE PROCESS—To mass-manu- | 
facture precision parts for jet en- 
gines, Austenel applies the ancient 
“lost wax” method of investment | 
casting, now called Microcast, ex- | 

plains this ad. | 


tional defense in greater numbers 
and more economically than ever | 
before. 

“These three factors of ain 
production can work effectively for 
industry, too. Austenal has solved 
many industrial problems where 
fine, accurate and dependable cast 
parts were required for efficiency 
as well as economy. 

“Depend upon Austenal’s great- 
er skill, versatility and experience 
when you need investment cast- 
ings. These are your assurance of 
the finest precision cast parts.” 


@ The advertising ran in four 
journals—Aviation Week, Materi- 
als and Methods, Product Engi-| 
neering and Steel—in two-color | 
two-thirds page units, with sched- | 
ules of six to thirteen insertions. 
No inquiries were sought at first, 
the informative character of the 


campaign being relied upon to Careful pre-production planning; use of specialists only; top editing experi- 
spread the word of the availabil- ence—these are factors of Fox filming that assure perfection at lowest cost. 
ity of the company’s facilities. In 

the latter part of 1955, however Geo. Fox production units are shown above filming Prom TV commercials 
a handsome and well-illustrated for Maxine Anderson of North Advertising, and Paper-Mate for Earle 
booklet, entitled, “Design with Dugan of Foote, Cone & Belding. 


Microcast in Mind,” was prepared 
by the agency. 


It completely described _ the BE OUR GUEST—CALL US COLLECT 


process and was offered in subse- 
quent advertising, with what are > 
described as fantastic results. Of Let’s talk about your film plans. 


TONY MORA, supervising editor, and John McGofferty, 


the 30,000 booklets originally TV commercials, Sales and Industrial editor, maintain clients’ exact requirements, and produc- 
i rinted, 15,000 have been distrib- : tion perfection right through the final print. Both with it 
nove films, or TV Show—the experienced Fox more than 20 years major studio exeperisnce. e3 
The campaign, including the staff will give you a top quality produc- ; — 7 Te 
booklet, was felt to be so success- , give y Pq yP he _ 5 ek 
| ful that its theme has been car- tion on any budget. 2aet. Vis i 
F ried into 1956, with space ex- : int : —. | ot : - ie 
uated te fon, teed piae, with For discussion in detail, or an answer ) 7 mee : 
' color in all cases and the head, to any question—call us collect, any- = F tae 


“Design with Austenal in mind,” . : 
on all copy. Design News has time, day or night. 

been added to the list. The new HOllywood 4-2242 
i copy also has more “sell” in it, as 
q the following typical example 


i shows: 
“New vacuum melting tech- The 

: niques being developed for Micro- 
cast give promise of higher per- 
formance parts for the future. 

“Austenal vacuum melting and é 
casting techniques being currently 
developed may have a big place in 


your future designs. oO FR G A N { 4 AT j oO N 
Specialized # and a full, thoroughly trained 


a “Vacuum melting promises 1508 Cross Roads of the World, Hollywood, California editing cow odd aoe to efficiency. The Geo. Fox organi- 


atly improved investment cast- ; . . zation has never missed a deadline. The editing crew, like ma 
aie aun a wide range of cast parts, Continuous Production ance 1935 the entire Fox staff, are all Hollywood's finest craftsmen. 
because it makes available alloys : 
with outstanding high temperature 
properties. By removing harmful 
gases and holding down objection- 
able oxide inclusions, vacuum 
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Department Store Sales... 


Show 7% Gain for 


WasHINGTON, March 15—A 7%| 
gain in department store sales was) 
reported for the week of March 10) 
over the similar week of 1955 by| 
the Federal Reserve Board. 

For the four weeks to that date 
sales were 6% ahead and for the 
year to date, 3% ahead. 

Only two of the 12 Federal Re- 
serve Board districts reported sales 
below last year for the one week. 
These are Boston, which ran 2% 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended gt’ 
March 10, 1956 


Jan. 1 to 


March 10, 1956 §+3% 


behind 1955, and Kansas City, 
which was 1% behind. 

Cleveland showed the largest 
gain of the 12 districts—18%. 


a The other districts showed gains 
as follows: New York, 10%; 
Philadelphia, 9%; Richmond, 3%; 
Atlanta, 7%; Chicago, 6%; St. 
Louis, 8%; Minneapolis, 3%; Dal- 
las, 9%, and San Francisco, 4%. 

A detailed breakdown of these 
percentage gains and losses for 
each of these districts is not avail- 
able as yet. For the two weeks 
prior to the week ending March 10, 
detailed percentage gains and 
losses were: 


% Change from ‘56 
Week ~~ 
Federal Reserve 
District, Area, and City 


Downtown Boston ... 
Suburban Boston ... 
Cambridge ........... 


Springfield . 
Providence ........... 

New York District . 
Metropolitan Areas 
Buffalo .......00... odin 
New York-N. E. “New 


Syracuse .. Se 
Philadetphia. District . Sinstaidi . 
Metropolitan Areas 

Wilmington .. _ ae 

Trenton .......... 

Lancaster 

Philadelphia 


Wilkes-Barre—Hazleton .. 
Cleveland District 
Metrepeliten Areas 


~ 


Cincinnati 
Cleveland ..... 
Columbus . 
Springfield ............... 


SS 
cO@rnwvenwceae 


Pittsburgh 
Wheeling- Steubenville wise 
Richmond District .............. 
Metropolitan Areas 
Washington 

Downtown Washington 
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Richmond ..... 
Atlanta District ... 
Metropolitan Are 
Birmingham 
Jacksonville .. 
Atlanta ........ 
Augusta . 
New Orlean: 
Knoxville 
Nashville 
City 
Tampa ....... 
Chicago District . 
Metropolitan Areas 
Chicago ........... * 
Indianapolis 


March 10 Week 


Detroit . 
Milwaukee 
St. Leuls District .. 
Metropolitan Areas 
Little Rock . 
Louisville 
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Minneapolis District 
Cities 
Minneapolis 
Duluth-Superior . 


Kansas City District ......... 
Metropolitan Areas 
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Albuquerque 

Oklahoma City .. 
City 

Kansas City ........... 
Dallas District . . 
Metropolitan Areas 


San Francisco District 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
Sacramento ........ 


ou 
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San Francisco-Oakland .... 
San Francisco City 
Oakland City 


l4+++) [+++++ 
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*—Data not available. 


Democrats Will 
Try TV Spots in 
Fund-Raising Test 


WASHINGTON, March 13—The 
Democratic Mational Committee 
announced today that it will run 
a test campaign in two markets 
to determine whether tv can be 
used as a device for raising funds 
for the forthcoming political cam- 
paigns. 

Spots will be used on WHO-TV, 
Des Moines, and WHIO-TV, Day- 
ton, to appeal for small donations 
to help the Democrats. 

In the commercials, an announc- 
er stands between two thermom- 
eters, one showing the Republi- 
cans with $5,000,000 and the other 
the Democrats with $75,000. As 
the fund-raising progresses, the 
thermometers will show the Dem- 
ocrats’ progress in catching up. 


s In announcing the direct appeal 
to voters, Paul Butler, Democratic 
National Committee chairman, 
said, “We hoped the Advertising 
Council would conduct a campaign 
to encourage small campaign con- 
tributions to both parties. 

“However, since the Republicans 
have raised $5,000,000 from large 
contributors, they have refused to 
participate in the Advertising 
Council plan, so the Democratic 
party has decided to launch its 
own drive.” 


O’Grady-Andersen Moves 
O’Grady-Andersen-Gray, Chi-| 

cago agency, has moved to larger | 

quarters at 952 N. Michigan Ave. 


JOHN T. CONDON Jr. has been pro-| 
moted from national advertising | 
manager of the Philadelphia News 
to advertising director of the news- 
paper, succeeding Edward L. Win- | 
gert, who has been granted an 
extended leave of absence (AA,| 
March 12). The newspaper also | 
has named Charles T. King, a} 
member of the classified staff, 
classified advertising manager, a 
new post. 


Cyanamid Will Use 
Magazines in Spring 
Drive for Melmac 


New York, March 13—American 
Cyanamid. Co., plastics & resins 
division, supplier of Cymel mela- 
mine molding compound to mold- 
ers of various lines of Melmac din- 
nerware, has scheduled a heavy 
spring campaign to promote Mel- 
mac as a high quality dinnerware. 

The campaign of full-color pages 
centers around the three peak 
selling periods of spring: Easter, 
Mother’s Day and the June wed- 
ding season. The media list in- 
cludes Better Homes & Gardens, 
Good Housekeeping, Holiday, La- 
dies’ Home Journal and Life; the 
first ad breaks in the March 19 
Life. In Canada, insertions will 
appear in Chatelaine. 

The retail trade will be reached 
through Crockery & Glass Journal, 
Gift & Art Buyer, Hardware Re- 
tailer, Housewares Review and Re- 
tailing Daily. Also, at least two 
direct mailings a week are being 
sent to china, housewares, gift- 
ware and hardware retailers. 


® A merchandising kit offered by 
Cyanamid includes ad reprints, 
cut-out display pieces, reports of 
successful store promotions of 
Melmac, a question-and-answer 
leaflet, a booklet explaining the 
correct usage of the Melmac trade- 
mark and suggested ad copy for 
newspapers, radio and tv. 

A fall campaign is now being 
planned, using essentially the 
same media as the spring drive. 

Hazard Advertising Corp. is the 
agency. 


Burton, Brophy & Rytting Bows 

A new agency, Burton, Brophy & 
Rytting, has been organized at 141 
E. Second South St., Salt Lake 
City. Principals include David E. 
Burton, who formerly was art 
director of Axelsen Advertising 
Agency; John Brophy, previously 
national sales manager of KUTV, 
and William R. Rytting, formerly 
an account executive of Axelsen. 


Trendex TV Ratings 
March 1-7, 1956 


Program 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 


: 


$64,000 Question CBS) 


(Revion, 
Jackie Gleason (Buick, CBS) 
The Lineup (Viceroy, Cheer, CBS) 


Video Theater (Lux, NBC) 
I've Got a Secret (Winston cigarets, 
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Person to Person (American Oil, Hamm Brewing, Elqin watch, CBS) 
Perry Como (Several sponsors, NBC) 
December Bride (General Foods, CBS) 


Disneyland (American Dairy, Derby Foods, American Motors, ABC) 


CBS) 
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Advertising Age, March 19, 1956 


National Nielsen Ratings of Top TV Shows 


Two Weeks Ending Feb. 18, 1956 


All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audience” 
TOTAL HOMES REACHED 


Program 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Question (Revlon, CBS) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
1 Love Lucy (General Foods, Procter & Gamble, CBS) 
Max Liebman Presents (Oldsmobile, NBC) 
Perry Como Show (Several sponsors, NBC) 
December Bride (General Foods, CBS) 

8 Dragnet (Chesterfield, NBC) 

9 Jack Benny Show (Lucky Strike, CBS) 

You Bet Your Life (DeSoto-Plymouth, NBC) 


PROGRAM POPULARITY+ 

Rank Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
2 $64,000 Question (Revlon, CBS) 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
4 1 Love Lucy (General Foods, Procter & Gamble, CBS) 
5 Perry Como Show (Several sponsors, NBC) 
6 Max Liebman Presents (Oldsmobile, NBC) 
7 December Bride (General Foods, CBS) 
8 Jack Benny Show (Lucky Strike, CBS) 
9 Dragnet (Chesterfield, NBC) 
10 You Bet Your Life (DeSoto-Plymouth, NBC) 

Nielsen Average Audience** 


TOTAL HOMES REACHED 


2 
5 
5 


Program 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Disneyland (American Dairy, Derby Foods, American Motors, ABC) 
December Bride (General Foods, CBS) 
Dragnet (Chesterfield, NBC) 
Jack Benny Show (Lucky Strike, CBS) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
Private Secretary (Lucky Strike, CBS) 
George Gobel (Armour, Pet Milk, NBC) 


PROGRAM POPULARITY? 
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Program 
$64,000 Question (Revion, CBS) 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Disneyland (American Dairy, Derby Foods, American Motors, ABC) 
December Bride (General Foods, CBS) 
Jack Benny Show (Lucky Strike, CBS) .... 
Dragnet (Chesterfield, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
Private Secretary (Lucky Strike, CBS) 


10 Perry Como Show (Several sponsors, NBC) 


Homes 

(000) 
17,690 
17,375 
16,883 
16,637 
14,953 
14,882 
14,391 
14,145 
14,110 
13,759 


*Homes reached by all or any part of the program, except for homes viewing only 


one to five minutes. 
**Homes reached during the average minute of the progrom. 


tPercented ratings are based on tv homes within reach of station facilities and by 


each program. 


Network TV Ratings 


Pulse Inc. 
February, 1956 


TOP TWENTY SHOWS 
Program 


$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury, CBS) 


1 Love Lucy (General Foods, P&G, CBS) 
Groucho Marx (DeSoto-Plymouth, NBC) 


Disneyland (American Motors, American Dairy, Derby Foods, ABC) 


Perry Como (Several sp 
Climax (Chrysler, CBS) 
December Bride (General Foods, CBS) 


Dragnet (Liggett & Myers, NBC) 

Burns & Allen (Carnation, Goodrich, CBS) 
lux Theater (NBC) 

George Gobel (Armour, Pet Milk, NBC) .... 
Talent Scouts (Lipton, Toni, CBS) 

Bob Hope (Chevrolet, NBC) 
Jackie Gleason (Buick, CBS) 


Red Skelton (Johnson's wax, Pet Milk, CBS) 
I've Got a Secret (R. J. Reynolds, CBS) 


Robert Montgomery (Schick, Johnson's wax, NBC) 


Studio One (Westinghouse, CBS) 

Medic (Procter & Gamble, GE, NBC) 
Multi-Weekly 

Mickey Mouse Club (Several sponsors, ABC) 
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Guiding Light (P&G, CBS) 


Love of Life (American Home Products, “CBS) 


Search for Tomorrow (P&G, CBS) .. 
Big Payoff (Colgate-Palmolive, CBS) 


Art Linkletter (Several sponsors, CBS) 


News Caravan (Camel, Plymouth, NBC) 
Arthur Godfrey Time (Several sponsors, CBS) 


Dinah Shore (Chevrolet, NBC) 


Douglas Edwards’ News (Pall Mall, Danaitiion Home, CBS) 
Valiant Lady (Several sponsors, CBS) 
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Wolston Moves Up |dustrial products, has been ap-|Ward Promotes Bieber 

William G. Wolston, formerly| pointed assistant ad manager of| Paul R. Bieber, formerly an art} 
assistant advertising manager, in-| Wood Conversion Co., St. Paul. director of Montgomery Ward &| 
Co., New York, has been appoint- | 
| ed manager of the mail order sales 
| department of the New York of-| 
fice. Mr. Bieber, with Ward 32 
| years, will be in charge of sales| 
| promotion of all soft line mer- 
chandise shown in the company’s 
catalog. 


& + 
new® book reveals authoritative, 
“off-the-cuff” direct selling secrets! 


u, 


_ Addis Joins Reynolds Metals 

| Robert T. Addis, formerly man- cy 
aging editor of Journal of College z Silver Rose 

| Placement, Philadelphia, has been| — a ~~ RPS 

|named manager of market research S 7 voloouse | J os 1G 
of the packaging division of Rey- | treks nt 
nolds Metals Co. He will have his | ene See 

| office at Reynolds’ sales headquar- a a 


ters, Louisville. 

NEwW—“Silver Rose,” a new pattern 
| Fricker Joins Mandel Co. ‘in sterling, is being introduced by 
| D. E. Fricker, advertising man-| Oneida Ltd. Silversmiths with this 
posal = Heil Co., aaron (or | four-color ad scheduled for wom- 

cules aha ai eotus agg ong | en’s and shelter magazines in April 
|kee, lithographer and photoen- j}and May. J. Walter Thompson Co., 
| graver. | New York, is the agency. 


“Salesman 


In newsy San Diego it’s all on Channel 8 


R 


On Channel 8, San Diego gets all 
the news all the time. 


With ratings as high as 33.8° on 
locally contend news programs. 


WRATHER-ALVAREZ BROADCASTING, INC, SAN DIEGO, CALIF. 


REPRESENTED BY PETRY 


America’s more market 


San Diego has more people 

making more news 

and watching more news on Channel 8 
than ever before. 


*San Diego Nielson TV report, January, 1936 
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26 Agencies Get 


Certificates as 
Clients Win Joshuas 


New York, March 13—A total 
of 26 advertising agencies located 
in 22 cities have received the 
match industry’s Joshua award 
certificate in recognition of their 
contributions toward award-win- 
ning match book advertising pro- 
grams by their clients. 

Agency clients representing 16 
‘industries were among the award 
| winners. Certificates of recognition 
|went to the following agencies: 

Cashore & Co., Savannah (Rob- 
\bins Packing Co.), Page, Noel, 
|Brown Inc., New York (Caryl 
Richards Inc.), Grey Advertising, 
New York (Industrial Rayon 
/Corp.), McHenry-Derek Advertis- 
ing, Greensburg (Compton Inc.), 
Buckner Advertising Agency, Lub- 
'bock (Plains Seed & Delinting 
|Co.), Rives, Dyke & Co., Houston 
|(Schlumberger Well Surveying 
|Co.), Roley & Brooks, Philadelphia 
| (Robert E. Lamb & Son), Horton, 
Church & Goff, Providence (Man- 
ufacturers Mutual Fire Insurance), 
Commercial Art Studio, Spartan- 
burg (Blackman Uhler Co.), Syers, 
Pickle & Winn, Austin (Driskill 
Hotel), James Thomas Chirurg Co., 
Boston (Sundial Shoe Corp), Jack 
Heaney Associates, Wilton (Seas 
Shipping Co.), Beecher, Peck & 
Lewis, Flint (Recreation Center 
Bowling Alleys), Mellor & Wallace, 
Washington (O’Donnell’s Sea 
Grill). 


# Also, John O’Rourke Advertis- 
ing, San Francisco (Crown Zeller- 
bach), the Barnes Chase Co., San 
Diego (Union Tribune Publishing 
Co., MacLaren Advertising Co. 
Ltd., Vancouver (Canada Western 
Cordage Co.), Gardner-Jacobson 
Inc., Tacoma (Griffin Fuel Oil), 
Arbingast Becht & Associates, Pe- 
oria (Toledo, Peoria & Western 
Railroad Co.), D. W. Newcomer’s 
Sons, Kansas City (Stine & Mc- 
Clure Undertaking Co.), Paris & 
Peart Inc., New York (Music Cor- 
poration of America), Stone-Ste- 
vens Inc., New Orleans (Dickey’s 
Potato Chip Co.), Betteridge & Co., 
Detroit (Gemmer Mfg. Co.), Cal- 
kins & Holden, New York (The 
New York Times), Harris & White- 
brook, Miami Beach (Fontaine- 
bleau Hotel), and Brad Wright 
Smith Advertising, Cleveland 
(Bearings Inc.). 


Schick Offers $7.50 Trade-in 
For Any Type Shaver 

Schick Inc., Stamford, Conn., is 
offering a $7.50 trade-in allowance 
for any shaving instrument toward 
the purchase of a new Schick 25, 
listing at $29.50. Previously, allow- 
ances were offered only for elec- 
tric shavers, although a Schick 25 
may be bought in most discount 
houses without any trade-in for 
considerably less than $20. 

Running between now and April 
14, the offer is being pushed on 
television and newspapers, includ- 
ing cooperative advertising. War- 
wick & Legler, New York, is the 
Schick agency. 


AAM Releases Color Film 


“The Right to Compete,” a 13% 
minute technicolor documentary 
film, sponsored by the Assn. of 
American Railroads and produced 
by Carl Dudley, will be released 
|to tv stations and community or- 
ganizations through the regional 
exchanges of Association Films 
within the next two weeks. 


Yotfie Named PR Director 

Norwin S. Yoffie, formerly a 
member of the promotion and re- 
search department of the Phoenix 
Republic & Gazette, has been ap- 
pointed director of public relations 
and research of Nevada properties 
of Southwestern Publishing Co., 
Las Vegas. 
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G. Stouffer 


foods at a press party in Chicago are Gordon Stouffer, board chair- 
man; Vernon Stouffer, president, and Margaret Mitchell, vp and 
head dietitian, Stouffer Corp. 
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sponsorship of the National nine sil U. S. Royal Buys Radio | programs heard over the American 
casting Co. telecast the following The U. S. Royal tire division of Broadcasting Co. radio network, 
week. Hazel Bishop chairman Ray-| ys Rubber Co. has bought spon-| effective April 14. Fletcher D. 
mond Spector wrote NBC some| sorship of “It’s Time,” the 18 five-| Richards Inc., New York, is the 
time ago asking to be relieved of minute weekend dramatized news agency. 

sponsorship. One of the reasons : 

given for the request was dissat- 
isfaction with NBC's policy of re- 
peat kinescopes during the sum- 
mer. 


IN CANADA 
more than ?/rds 
of all major 


goods and services 


KCOP Signs Tom Duggan if 


Tom Duggan, who kept the Chi-| | 
cago tv pot roiling—then huffed 
off to the West Coast leaving 
WBKB flat (AA, Feb. 20)—has 
signed with KCOP, Channel 13,| 
Los Angeles. Mr. Duggan’s con-'| 
\tract calls for an hour-long com-| 


sold in Toronto 
ore bought by 


readers of the 


TCRONTO 


V. Stouffer 
AD CriTICS—Looking over ad layouts for Stouffer frozen prepared | 


Mitchell 


|mentary Monday through Thurs-| 
day and Saturday at 11 p.m.,| 
starting April 2. 


Mogul Men Are 
‘Many-Headed’ and 
. ’ a 

‘Dynamic,’ Emil Says 

New York, March 13—So every- 
body will know, this is to report 
that the Emil Mogul Co. is “a 
coats-off, sleeves-rolled-up kind of 
organization.” Moreover, its ac- 
count execs are “multi-faceted” 
and “many-headed” with eyes in 
the back of their heads as well as 
in front. They’re advertising men, 
errand boys, marketing men, mer- 
chandising men, management men. 

That’s right from Emil Mogul 
himself. 


® He told the Advertising News 
Assn. last week that anybody 
joining his agency has “got to be 
dynamic. You've got to have initia- 
tive. You must have leadership 
qualities. You must think of your- 
self as the owner of the client’s 
business and what you would do to 
build sales and profits.” 

His people, he added, must be 
“omnivorous” readers, not only of 
marketing publications but of 
every publication in the client’s 
field. 

Mr. Mogul said that Mogul-ites 
“must develop” a challenging rest- 
lessness. The spirit, he went on, 
“permeates our shop. We won't ac- 
cept smugness or complacency.” 

The Mogul agency billed $6,400,- 
000 last year. Mr. Mogul said the 
shop has 18 accounts and expects 
its aggregate billing this year to be 
about $10,000,000. 


Canada Post Office 
Spending in Dailies 
Topped Other Media 


OrrTawa, Ont., March 13—News- 
papers got the lion’s share, and a 
little more, of post office adver- 
tising in calendar 1954 and 1955. 

A return tabled last week in the 
Commons by the Post Office De- 
partment for William Hamilton 
shows more money was spent on 
newspaper advertising than for 
magazines, periodicals and radio 
put together. 

The department spent $50,370 
on newspaper space in 1954 and 
$45,441 in 1955. It spent $21,665 
and $29,974 in magazines in 1954 
and 1955 respectively, and $17,785 
and $12,699 for radio advertise- 
ments in those years. 


Butz Joins Aubrey, Finlay 

Verlo R. Butz has joined Aubrey, 
Finlay, Marley & Hodgson, Chica- 
go, where he will handle publicity 
assignments on the International 
Harvester Co. farm equipment ac- 
count. 


Prelle Adds Fenn Mfg. 

F. W. Prelle Co., Hartford, has 
been appointed to handle advertis- 
ing for Fenn Mfg. Co., Newington, 
Conn., maker of machinery used 
by the metal-working industry. 


Bishop Drops NBC Telecast 

Hazel Bishop Inc. will end its |ant media director of Needham, 
co-sponsorship of “This Is Your ‘Louis & Brorby, has been named 
Life” with the April 4 show, and media director of the Chicago of- 


DAILY STAR 
80 KING ST. WEST 
Gruneau Research Survey, 1755 


Zeis Joins Compton 
| Andrew E. Zeis, formerly assist- | 


' 


‘SOURCE : 


| = 


Procter & Gamble will pick up full | fice of Compton Advertising. a i ne whi 
mess. ee 
OHS) a3 qualit 
co 3 ; > quality makes a difference 
| SPOON J 
. . 
i Coo af . a . - 


MAS Xi, ) a 
HOME 
COOKING : 
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AND IT’S ONE OF THE THREE MUST 
MARKETS IN THE PACIFIC NORTHWEST ib 


A really big market . . . Larger in area than New England, the 
Spokane Market is comprised of parts of four states. Located 
in the heart of the Pacific Northwest, it includes some of the 
nation’s greatest reserves of standing timber, its most fertile 
agricultural lands, and its most productive mines. Abundant 
hydroelectric power, proximity of raw materials, and excellent 
transportation facilities have engendered a manufacturing boom 
during recent years. ‘ 

Big in quality, too . . . The over a million pedple who live in 
the Spokane Market—because they find living better there— 
are not only big producers of market wealth . . . they are also 
big consumers of all sorts of manufactured products. They top 
33 states in per capita income, and 30 states in per capita 
retail sales. 


The Spokane Market Beats... 


15 states in Population 

28 states in Food Store Sales per capita 

24 states in General Merchandise Sales per capita 
19 states in Furniture Store Sales per capita 

38 states in Automotive Store Sales per capita 

35 states in Drug Store Sales per capita 

39 states in average Retail Sales per store 


You'll note a big difference in sales when you cover the pros- 
perous, buy-minded Spokane Market through the pages of the 
two daily newspapers that are read in the majority of homes 
between the Rockies and the Cascades, from the Canadian 
Selkirks to the Blue Mountains of Oregon—The Spokesman- 
Review and Spokane Daily Chronicle. Let them help make 
1956 your biggest year! 


Advertising Representatives: Cresmer & Woodward, inc, New York, Chicago, 
Detroit, Los Angeles, Son Francisco, Atlante. Color Represertatives, SUNDAY 
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Calls Saturation ‘Accepted’ 
as Index of Ownership 

To the Editor: The editor of Ap- 
pliance Manufacturer, writing in 
your issue of Feb. 20, seems un- 
duly disturbed by the word “sat- 
uration.” It seems to me that our 
friend is straining at a gnat. 

In the first place, the quotation 
in the story, “a limiting factor in 
the appliance-radio-tv marketing 
picture is the steady growth of sat- 
uration,” is picked out of context. 
Perhaps this is not the fault of Mr. 
Petchul, but here is the original 
quotation, first published in “The 
Pulsebeat of Industry” by Mc- 
Graw-Hill: 


“There are limiting factors in| 


the picture, however, that may 


make themselves felt. One is the, 


continuing saturation of the mar- 


ket and the corollary need to take | 


more traded-in appliances and sell 
more and more in a replacement 
market.” 

In other words, the emphasis 
was on the need to develop selling 
techniques necessary where own- 
ership of a given device has al- 
ready reached a very high percent- 
age of the potential market. The 
word “saturation” is merely an in- 
dustry term to measure the per- 
centage of ownership of a given 
device. There have been many 
quarrels about the use of this 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


We are personally well aware 
that saturation per se is not in it- 
self a limiting factor to the contin- 
uing sale of a device, such as the 
refrigerator, which has been ac- 
corded a high degree of public 
acceptance. It has taken about 30 
years to reach the present index of 
94.1% refrigerator ownership 
among the 46,000,000 domestic 
electric customers in the country. 
From our own surveys, however, 
we know that 72.1% of the refrig- 
erators sold in 1955 went to homes 


| every year or every other year as 
ithey do cars. Even Mr. Petchul 
notes that they replace them after 
|an average of about 11 years’ use. 
|If this is not a mildly limiting fac- 
tor, well recognized by refrigerator 
manufacturers, I don’t know what 
you would call it. 

Conversely, take the case of the 
room air conditioner. As of Jan. 1, 
1956, only 5.6% of the country’s 
wired homes owned them, leaving 
a potential market of 94.4% of 


homes yet to be sold. Room air | 


conditioning sold about 1,290,000 
units last year and bids fair to hit 
[the 2,000,000 mark before very 
| long. Room air conditioners, there- 
fore, are rapidly reaching a level 
jot public acceptance which should 
assure them a bright future. Let it 


word and we have at various|already owning them. Obviously | be noted, however, that over 90% 


times used phrases such as “public | 


we are selling in a preponderantly 


of the market is still virgin terri- 


acceptance” or “market penetra-|replacement market. In the indus- tory for room air conditioner sales, 


ticular industry understands and 
has come to accept. 


market for refrigerators. But peo- 
ple do not trade in refrigerators 


out of 5) families 


in Nebraska and Western Iowa 
read...rely on... 
are influenced to buy... 


through the 


Omaha World-Herald 


The World-Herald goes home where your sales are made 


The above map shows the 658 cities and towns where The Omaha 


World-Herald is carrier-delivered every day. You can sell this 


103- county market of 114-million people with 2-billion dollars to 
spend through a single medium—The Omaha World-Herald. 


251,549 Daily 


Omaha 
World-Herald 


262,462 Sunday 


Publisher's Statement for September 30, 1955 
O'Mara & Ormsbee, National Representatives 


New York * Chicago * Detroit * Los Angeles * San Francisco 


| tion” to convey this index of pres-| try sense, therefore, this might be! whereas less than 6% of the mar- 
ent ownership. But inevitably wej|called a _ limiting factor, even | ket remains as virgin territory for | 
are driven back to the term “sat- though such a high degree of ac- | 
uration” because it is one our par- jceptance connotes a _ continuing | 


new refrigerator sales. It would 
seem fairly apparent, therefore, 
that the phrase “limiting factor” 
as applied to saturation has some 
validity. True, once room air con- 
'ditioner saturation (if I may be 
pardoned using that awful word) 
gets up into the 40 or 50% brackets 
and public acceptance of room 
air conditioning is achieved, obso- 
lescence, breakdowns, and new 
engineering advances will auto- 
matically create a trade-in and re- 
placement market in the same way 
that refrigerators and washing ma- 
chines are now selling in the re- 
placement market. 

Maybe it is all a matter of 
|semantics, but the appliance in- 
|dustry generally knows and ac- 
|cepts the term “saturation” as an 
|index of present ownership. 
LAWRENCE Wray, 
| Editor, Electrical Merchandis- 
ing, New York. 


Can't Go Along with Promise 
Suggested by Woolf Critic 

To the Editor: Your Feb. 13 is- 
sue carries an intriguing letter by 
a correspondent who “rebuts” the 
Jim Woolf column in the Jan. 30 
issue. In his letter, he tells how a 
bread advertisement can make the 
massive promise, “Your husband 
will love and respect you more if 
you use my brand of bread.” 

His copy may appeal to that seg- 
ment of the population which is 
female, under 21, newly married, 
insecure about its cooking ability, 
sired by a dyspeptic father and 
lacking access to the countless 
cookbooks, service magazines and 
recipe ads. 

Now, what about the other 
'99 44/100% of the bread-buying 
public? Penetrating to a non-ver- 
|balized level of consumer wants 
|may be great... but what good is 
| audience rapport if your audience 
|is minuscule? 
| NORMAN VANCE, 
Flushing, N. Y. 


_ Switched to Ethyl, but 
| Ads Weren't Responsible 

To the Editor: After reading 
James D. Woolf’s remarks on Ethyl 
advertising in AA, Feb. 13, let 
|me tell you why I switched from 
regular to Ethyl gas (and no help 
from the advertising). 

When I bought a new car last 
|summer, the maker recommended 
regular gas. But after a few weeks, 
I noticed some knocking and ping- 
ing. So I tried a tank of Ethyl. 
The trouble disappeared. But Ethyl 
costs about 34%¢ more per gallon. 

As I was making a number of 
| weekly field trips at the time, I 
| decided to compare the two types 
of gas for performance, mileage 
and cost per mile. 

So one week on the road I used 
all regular gas, covered about 700 
|miles in flat central Illinois, kept 
|track of all gas used. 
| That week I got about 15 miles 


+e 
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per gallon, at high speeds. 

The next week over southern 
/Indiana, 1 used all Ethyl. I cov- 
ered about 1,300 miles and record- 
'ed all gas used. That week I got 
better than 17 miles per gallon— 
and much of the driving was in 
the hilly country north of Louis- 
ville. 

And when I figured it all out, 
here’s what I discovered: 

1. You get about 12 to 14% bet- 
| ter mileage with Ethyl. 

2. It’s actually cheaper to use 
|Ethyl—about .1¢ per mile lower 
in cost. 

3. And you get the better per- 
formance—no knocking and ping- 
ing, smoother starting, etc. 

Needless to say, after seeing this 
proof of performance with my 
own eyes, I have used only Ethyl 
gas from that time on. 

But how long would I have to 
read their advertising to learn 
what I found out for myself? 
ANONYMOUS. 


Submits Some Cereal Ads 
for Creative Man's Perusal 

To the Editor: I quote the fol- 
lowing concluding paragraph from 
The Creative Man’s comments on 
cereal advertising in the Feb. 13 
issue: 

“Maybe we're getting up in 
years. We'd like to see a little 
health appeal or some kind of 
reason why. Sounds old fashioned, 
we realize. But, then, so are break- 
fast cereals.” 

The attached proofs represent- 
ing a Corn Flakes ad in Life 
magazine on Feb. 6, a Reader’s 


The Gift from 
93 million 
miles away 


Centuries of writers have given us grain. Ite 
2 whole library of inspirational i more than 100 
about the " 


my 
herder wes 
on your table for 


~~ on break fast 
> ever 


mr=s ma) 
ag 
| Digest ad for Corn Flakes to be 
/run in March, and three newspa- 


per advertisements for Kellogg’s 
Special K cereal which are being 


discovers a 
great new protein food 


- 


used as each new market is opened 
|for the product, should qualify as 
cereal advertising of the type he 
indicated a desire to see. 
JAMES E. WEBER, 
Leo Burnett Co., Chicago. 
° . . 
Look-Alikes 
To the Editor: You will be in- 
terested in the attached proofs of 
recent advertisements by Gulistan 
Carpet and Samsonite. 
The Gulistan carpet advertise- 


ment ran May 2, 1955, in Life. The 
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Advertising Age, March 19, 1956 a 
department store lost a sale of if all the holes were stopped? 
approximately $300 when the ad- | ConraD J. RENNER, 
vertised Simmons Hide-A-Bed Fort Lauderdale, Fla. 
couch we wanted was not in stock | 
and the salesman, buyer and mer- | 


don’t see how you get it out so; 
complete and so regularly—it must | 
be a job. 


. Me's mo secret! 4 King-Sine Samsonite card tulle 
13 the handiest, handsamest wedding gsft for '1i” 


el 
and for lens then "Ii » yore” 


A. G. TRIMBLE, 
Advertising Specialties, Pitts- 


burgh. chandise manager knew nothing 

Mr. Trimble’s slogan, in case | about the merchandise or how the P-L ty bs 

you haven’t guessed: I like Ike. |ad got into the paper. Sesiohs sracia AND, seins. 

Mr. Roto, please, whose fault is| MADE TO ORDER FOR ALL TYPE- 

* 2 7 CASTING MACHINES. 
it—not the mewspaper’s or its} PRICED AS LOW AS $25 
, rep’s? Tell me, how much more} GUARANTEED SATISFACTION 
ews . 

ee Seon 9 = T » he —- than 15% of a store’s volume could || 4.4, —™ wer + a amy 

eta be traced to newspaper advertising | 


To the Editor: I read with in- | 
terest what James Roto had to say 
about newspaper reps and sales- | 
men (AA, Feb. 13). In rising) 
to defend newspapers and their | 
staffs, I do so because I’ve been} 
on both sides: (1) 11 years as ad) 
manager of Wallach’s, New York; | 
(2) 15 years as retail and national 


Zz B < M | N K hath incentive charm... i 


@ You can’t beat it for sales incentive plans, 

achievement awards, good will tokens, gifts. 
Furs were once bought to keep milady warm 
.. now to keep her quiet . . . happy. If you 


Samsonite advertisement is run- 
ning currently in various publica- 
tions, including The Bride’s Maga- 
zine. 

I am sure you will agree that 
they look alike—in fact, we won- 
der at the similarity. 

CHARLEs B. KONSELMAN, 
Director of Advertising, A. & 
M. Karagheusian Inc., New 
York. 


How Do Agencies Feel About 
Hiring Older Women Writers? 


To the Editor: The findings in 
James D. Woolf’s “Report on 
Agencies’ Evaluation of Copywrit- 
ers Over 50” (AA, Sept. 19, 1955) 
still ring in my ears. For one 
thing, the reports given Mr. Woolf 
are, with two exceptions, confined 
to saying they have men over 50 
on their staffs. 

This is vastly different from the 
hiring problem. A man who al- 
ready has a mother-in-law and 
gets on well with her might not 
necessarily set out to acquire an- 
other! 

I realize that neither Mr. Woolf 
nor ADVERTISING AGE wants to 
make a crusade of this. But it 
seems to me it does merit fur- 
ther discussion. Especially because 
there’s a glaring omission. 
woman writer! (Poor thing, she’s 
not even thought of.) 

Some womer have solved it by 
hanging on, come hell or high 
water, where they are. A canny 
solution possibly, but never for 
me. I think clinging from fear 
isn’t good for them, or for their 
agencies. And it’s awful for any 
female newcomers. I could write 
a book on the subject. 

But the fact is, their fears are 
pretty well justified. Most women 
of 50—or 45—or even 40—do not 
find it easy to get a job. Appar- 
ently you’re now supposed to be 
not over 35 (32 is better), with 
experience and know-how you’d 
be lucky to have at 80. And hurray 
for you if you look like a Powers 
model, too. 

I know how men feel about old 
battle axes. So do I. But I feel the 
old battle axe was probably a 
young b.a. And as for being “sot,” 
the most inflexible writer I’ve ever 
dealt with was a 23-year-old (Phi 
Beta Kappa too!) recently in my 
group. 

As a young writer I was for- 
tunate enough to work, for four or 
five years, under (remotely under) 
Mr. Woolf. He’ll never know how 
he colored my whole way of think- 
ing and writing. And as the years 
go by, and I read his pieces, I’m 
more and more impressed by his 
sensible soundness. Over and over 
he cheers me, too, by doubting 
things I’ve doubted, despite ap- 
plause. 

Because I think of him with re- 
spect and appreciation, I do wish 
he’d carry this thing on a bit. And 
touch, too, on that most frequent 
explanation that Retirement Fund 
or Group Insurance prohibits hir- 
ing the older writer. If it’s true, it 
needs changing. If it’s an alibi, 
let’s say so. 

I have a hunch, too, that the 
older writer takes fewer days off 


The | 


for illness, real or fancied, and ac- 
complishes a lot more when there. 


space salesman for Chicago and) 
New York publications. | 
Just one question I'd like to ask | 


I like the young. I’d always|Mr. Roto. Do you have figures | 
want some of them around. But|showing how many sales are lost | 


the advertising agency business is 
grown up now. Let’s act like it. Do! 
you suppose this could have an- 
other whirl? 
DorotHy M. PARKER, 
New York. 


“Wall St. Journal’ Coupon 
Prompted First Inquiry 


To the Editor: In your Feb. 20 
issue you refer to a three-column 
ad leading to erection of a $10,- 
000,000 plant in Dade County, Fla. 

Your story is a fascinating one 
and right on the nose, except for 
one important item. Why not cred- 
it the publication which prompted 
the first inquiry? I have a letter 
from the president of the August 
Dorr advertising agency. Let me 
quote: 

“This inquiry came from the 
Greater Miami ad of May 5, 1955, 
in the Midwest Edition of The 
Wall Street Journal.” 

Actually, Smith W. Storey, pres- 
ident of General Portland Ce- 
ment, filled in and sent the cou- 
pon in the ad to the Greater Miami 
Industrial Development Board. 

Although your report mentioned 
national financial dailies, The Wall 
Street Journal is well established 
as the only national business daily. 

FRANCIS X. TIMMONS, 

Advertising Promotion Man- 

ager, The Wall Street Journal, 

New York. 


His Direct Mail Experience 
Differs from Miss Koob’s 


To the Editor: Miss Koob (AA, 
Feb. 20, Page 3) seems to enjoy 
biting the hand that feeds her. 

That was a nice piece of adver- 
tising for Steiner & Koob, for 
which they didn’t have to pay a 
cent. It seemed to say, in essence, 
“Everybody else in this business is 
a boob but us. We know how to 
make direct mail work.” And then 
she cites five success stories. Won- 
derful advertising. 

I got quite a chuckle out of the 
“typewriter manufacturer—that 
used direct mail to produce in- 
quiries but neglected to use a 
reply card.” 90% of my inquiries 
come by letter. I seldom use a reply 
card. There are reasons which I’m 
afraid Miss Koob wouldn’t quite 
understand. 

OrvIL_e E. REEp, 

Direct Mail Writer, Howell, 

Mich. 


No Pay for His Slogan 


To the Editor: I have just been 
reading the article in ADVERTISING 
AcE as it relates to the Lucky cig- 
aret slogan, four words, “Be happy 
—go Lucky,” and find he wants 
$1,500,000. 

The writer also created a very 
famous slogan, only three words. 
I didn’t get a dime for it but I 
really think it did a good job and 
elected the best President we have 
had in many years. 

We enjoy your publication and 


iby department stores due to stupid | 


management? 
For instance: Florida’s leading | 


want to feel how a mink-provoked impact 
can stimulate sales and improve public 
relations, write today for our comprehensive 


WRITE 
TODAY 


9” x 12” catalog, 


VICTOR ASSELIN FUR, INC. 


363 SEVENTH AVENUE, 


“Furs in the News.” 


NEW YORK... BRyant %-8830 


AN UNMATCHED OPPORTUNITY 
TO LOCALIZE DEALER LISTINGS 


12 Editions Weekly, Each Edited Especially 
for the lowa Farm Families It Serves 


a 


\ 97 paw Borzau SPOKESMAN 


HAS SOLID 


FARMS WITH AN EDITION 


COVERAGE OF IOWA'S 


‘Ss 


@ Here's a dealer listing opportuni 
_ a statewide farm news 


about . 


localized to his sales and distribution pattern. 


@ You getitin The Spokesman. Its 


each is localized both 
counties it reaches. 


@ You, the advertiser, 
nearest your prospects . . 
know best and patronize most. 


@ No edition reaches m 


in news an 


GRUNDY CENTER, 


ty every advertiser dreams 
paper with dealer listings 


12 separate weekly editions 
d advertising content to the 


list in each edition only the dealers 
_ the dealers lowa’s farm families 


187,702 COMMERCIAL 
LOCALIZED FOR EACH AREA 


TOT AE 


151072 


Write today 
for details 
and rates 


ore than 9 counties...none less than 7. 


Fin Roreav 


“IOWA'S ONCE-A-WEEK EVERY WEEK FARM PAPER” 


Spoxssuan | 


IOWA 
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LETTERS with that FOLKSY Touch 


Homey, human, down-to-earth letters 
talk the readers’ language, and SELL! 
One series 29 years old. Write for circular, 


“That i Wott 7 Nr 


Lee P. Bott, Jr., 64 E. Jackson, Chicage 


| Thompson Joins Broyles 

June Thompson, formerly copy 
| director of Ball & Davidson, has 
joined the copy staff of Galen E. 
Broyles Co., Denver. Miss Thomp- 
son was the recent winner of the 
television film Ad-of-the-Year 
jaward of the Denver Ad Club. 


You See What's naey At A Glance! 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


te BOARDMASTER Visual Control 
Saves You Time, Money. 

% Gives Graphic Picture of Your 
Operations. Stops mixups. 

% Simple to Operate. Write on 
Cards, Snaps in Grooves. 

% Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 

%& Made of Metal. Compact and 
attractive. Over 60,000 in Use. 


Full price 549° with cards 


24-page Wiustrated 
FREE 


BOOKLET No.V-100 
Write or Call Wisconsin 71-8444 


Without Obligation 


| 
} 


4Dat Week i 60t apout iv miles; ment fan Nay 2, ivoo, in Life. ine 


\‘Lite’ Advances Watters 


John Watters, former advertising | 


makeup manager of Life, has been 
named assistant to the advertising 
director of the magazine. Philip 
McDonnell, former western adver- 
tising manager of Everywoman’s 
| Magazine, has been named to Life’s 
|Chicago sales staff. 


SEP’ Moves Lamb to Chicago 

| Frederick H. Lamb, former man- 
|ager of the Saturday Evening Post 
in St. Louis, has been appointed 
publication manager in the Post’s 
Chicago office. He succeeds the 
|late William F. Naylor, who died 
|last month. John E. Ross has been 
|mamed assistant publication man- 
|ager in Chicago. 

| 


Mangini Joins Commonwealth 
Victor P. Mangini, formerly 
jmen’s fashion copywriter and di- 
rect mail coordinator of Filene’s, 
Boston, has been appointed assist- 
ant advertising director of Com- 
monwealth Shoe & Leather Co., 
Whitman, Mass., maker of Boston- 
ian shoes. 
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Patterson 


DOUBLE AWARD—Capt. Eddie Rickenbacker, board chairman, 
Airlines, receives a silver statuette as the nation’s 


Rickenbacker 


Foster 


Farley 
Eastern 
“distinguished 


salesman of the year” from James A. Farley, board chairman, Coca- 
Cola Export Corp., on behalf of the Sales Executives Club of New 
York. Will A. Foster, vp of Borden Cheese Co. and president of the 
club, presided. Richard C. Patterson, commissioner of commerce 
and public events of New York City, holds the scroll the city pre- 


and “Kiss Me, Deadly” 


"Guys with guns... guys 
with knives ... blondes 
who want to run their toes 
thru your bankroll . . . 


But | got the dope 
.eethe straight dope! 


In the Baltimore market, 
more than half of 
Baltimore's families read 


the NEWS-POST and 
Sunday American” 


Mickey Spillane’s latest 
“Mike Hammer” escapades: 


ee ee ee me 


% MIKE HAM MER, typical red-blooded American youth says... 


Calmly . . . without guns or blondes . . . Audit Bureau of 


“The Long Wait” 


Circulation figures corroborate Mike Hammer’s finding. May 


we respectfully add: to assure sales of your product in the 


Baltimore market use the most “wanted” papers in town . . . 


and Sunday American 


Baltimore News-Post 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. Offices in 15 Principal Cities 


sented to Capt. Rickenbacker for 
“distinguished and exceptional 
service.” 


R&R Names St. Paul, 
Dallas Managers; 
Appoints 3 on Coast 


Sr. Pau, March 14—Ruthrauff & 
Ryan has appointed managers of 
its St. Paul and Dallas offices and 
| promoted to vp a St. Paul account 
|executive. 
| William M. Amundson, an ac- 
|count executive and account su- 
pervisor, is new manager of the 
i Paul office. Alex G. Pappas, an 
| 


Alex G. Pappas William Amundson 


account executive, named 
manager in Dallas. 

James A. Walker, an account ex- 
ecutive in St. Paul, has been 
named a vp of the agency. 

Mr. Amundson had his own 
agency in Minneapolis and an 
agency partnership in Sioux City, 
Ia., before joining R&R. Mr. Pap- 
pas, with R&R in St. Louis before 
going to Dallas, was advertising 
manager of Curtis Mfg. Co. prior 
to joining the 
agency. Mr. 
Walker was with 
Harold C. Walker 
Advertising and 
Monsanto Chemi- 
cal Co. before 
joining R&R in 
1951. 

On the West 
Coast, R&R has 
appointed George 
MacPhail to head 
a new marketing 
unit in its Los Angeles office. Mr. 


was 


James A. Walker 


MacPhail previously was with 
Rhoades & Davis. 
In San Francisco, R&R has 


named Wallace C. Clark an ac- 
count executive and Frank Helton 
creative director. Mr. Clark for- 
merly was with Sidney Garfield & 
Associates, and Mr. Helton has 
been with Lewis & Gilman, Phila- 
delphia. 


‘Parade’ Names Fouche 


Glenn Fouche, for 22 years the 
| president of Stayform Co., has 
joined Parade, New York, as vp. 
He will serve as an advisor to the 
| publication and will be available 
, to distributing newspapers and ad- 
|vertisers for addresses to confer- 
| ences and sales meetings. 
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-tailer, who identifies himself in 


older writer takes fewer days off! 


Advertising Age, March 19, 1956 


On Your Head or | 
Down the Hatch, It's | 
Double B&B Drive | 


New York, March 13—Benedic- | 
tine and brandy have inspired} 
something new—a dual purpose 
hat for men. The handy, dandy, in- 
spired little hat has resulted in 
a new advertising campaign. The 


inspired hatter also has inspired a|@ 


liquor importer to cooperate in a| 
special merchandising and publi- 
city program, featuring both B&Bs 
—the hat and the liqueur (but not 
the agency). 

The new chapeau was intro- 


Thomas Begg, Madison Ave. re-| 


duced to New Yorkers last week by | § 


his advertising as “the gentlemen’s 
hatter.” Some of the Madison Ave. 
boys already have dubbed him 
“the mad March hatter.” 

The first ads for the new hat 
broke March 8 in The New York 
Times and the New York World- 
Telegram & Sun. They will con- 
tinue at irregular intervals until 
Easter. Starting with the current 
issue, The New Yorker also will 
be used. 


@ The new hat, known as the 
B&B (better for town—better for 
country), is described as “casual 
but elegant.” It takes its name, the 
pr man says, “from that robust 
yet sophisticated blend of Bene- 
dictine and brandy.” The B&B is 
something like one of those Alpine 
hats made famous by Hollywood 
and in song and story. Yet it has 
an individuality all its own, with 
a high crown, narrow band, and 
clipped brim. Lightweight and 
showerproof, it comes in granite 
gray, charcoal gray, charcoal 
brown, ancient bronze and black. 
It sells at $10 retail. 

Joining Thomas Begg in cooper- 
ative merchandising and publicity 
is Julius Wile Sons & Co., importer 
of B&B and other liqueurs. The 
advertising program will be sup- 
ported by a number of men’s fash- 
ion and liquor trade tie-ins, nota- 
bly window displays showing the 
new B&B hat surrounded by bot- 
tles of B&B liqueur. 

Lancaster Advertising Agency is 
handling the ad program and Rob- 
ert S. Taplinger & Associates the 
publicity. 


Lansdale Agrees Not to Use 
‘Catalina’ Brand Name 

Lansdale Clothes, New York, 
men’s wear manufacturer, has 
agreed to stop using the name 
“Catalina” in promotion of its 
men’s slacks, ending an injunction 
suit filed by Catalina Inc., swim- 
wear and sportswear manufactur- 
er. 
According to the complaint, Cat- 
alina has expended approximately 
$15,000,000 in the past decade in 
advertising and promoting its 
products under the “Catalina” 
name, and that in 1956 the adver- 
tising budget will exceed $600,000. 
Foote, Cone & Belding is the Cata- 
lina agency. 


Caples Plans Portland Office 

Caples Co. has announced plans 
to establish an office in Portland, 
Ore., in May to handle advertising 
in the Pacific Northwest for Union 
Pacific Railroad. Caples already 
handles Union Pacific’s advertis- 
ing from the offices in Omaha and 
in California. Richard G. Mont- 
gomery & Associates, Portland, 
formerly handled the railroad’s 
advertising in Oregon and Wash- 
ington. 


Cope Joins Douglas Agency 
Eunice A. Cope has joined the 
staff of Douglas Advertising Agen- 
cy, Rapid City, S.D., as radio di- 
rector. Mrs. Cope was associated 
for ten years with National Broad- 
casting Co., New York, where she 
specialized in statistical research 


We enjoy your publication and! | 


URUNDUT CENTER, MIWA 


Marvin Strauss Named S. M. 


Marvin W. Strauss has been ap- | 


pointed sales manager of the re- 


tail division of American Textile | 


Co., New York, a new post. Mr. 
Strauss has been on the company’s 


You can call on ~~ 
30,000 tonnage buyers , 
of metals 5 times each 
week by advertising in 


Since 1899 The Metal ff 
Industry's Daily Newspaper \ 


sales staff. 


18 Cliff St., New York City 38 


TRAVELER—O tto. 
Kleppner, Klepp- 
ner Co, New 
York, visited F. 
G. Ruescas of 
' Ruescas Publici- 
| dad, Madrid, 

while on a Euro- 

pean tour. 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


THE FABULOUS SOUTHWEST 
is the Biggest Hunk 
of the United States 
that 30¢ per line 
will buy — anywhere 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENINGS 


and sales promotion. 


Chane 2 


Why are New Yorkers 


who read The News SO well dressed? 


Why not? Look at all the clothes they buy! ... Of the 
men reading New York newspapers who buy major men’s 
apparel—almost half are News readers. The same News 
readers purchase more liquor, cigars, automobiles, stocks 
and bonds. They and their families buy more of everything! 

We learned who buys what in New York City and 
suburbs from the largest and most comprehensive study of 
newspaper readers ever made—by W. R. Simmons & 
Associates Research, who interviewed 10,345 in person. 

The data cost us more than $150,o00o—and may be 
worth more to you! If you haven’t already seen it, ask your 
advertising agency or any New York News office to show you... 


“Profile of the Millions” 


THE 4 NEWS, New York’s Picture Newspaper... with more than 


twice the circulation, daily and Sunday, of any other newspaper in America... 
220 East 42nd St., New York City... Tribune Tower, Chicago... 


155 Montgomery St., San Francisco... 3460 Wilshire Blvd., Los Angeles 


Within the past year 


1,270,000 bought suits 


1,600,000 bought slacks 
or trousers 


1,690,000 bought shirts 

' 2,040,000 bought socks 

1,970,000 bought shoes 

830,000 bought coats 
750,000 bought hats 


(The above figures refer only to the 2,490,000 
men readers of the Daily News, who 
live in New York City and suburbs. 
Copyright 1955 by News Syndicate Co., Inc.) 
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REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. Offices in 15 Principal Cities 
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| ences and sales meetings. 


nothing succeeds (_7 O) like success! 


\ 


out in front... 


WFIL-TV’s “MICKEY MOUSE CLUB” rating— 
359 % higher than Channel B* 
465% higher than Channel C* 


Or, in other words— 


153% above the combined rating of Channels B and C 


*American Research Bureau, Dec. 1955 


. .. also 24.5% higher than the NATIONAL AVERAGE 
for “Mickey Mouse Club.” 


A/AVANGLE SEOSe 


WFIL-TV 


PHILADELPHIA, PENNSYLVANIA 


CHANNEL & 
ABC-TV ee BLAIR-TV 
Radio-Television Division—Triangle Publications, Inc. 
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and sales promotion. 
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Salesense in Advertising... 


Refresher Course in First Principles 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
vp in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Seven words sum up the whole secret 
of how to write advertising that sells. It 
is this: 

People don’t buy things; they buy 
IDEAS. 

Another expression 
of the same principle is 
this: People don’t buy 
products; they buy 
BENEFITS. 

Take a house, for 
example. When a man 
spends his money for a 
house, what he is buy- 
ing, whether or not he 
consciously realizes it, 
isn’t a pile of bricks, 
lumber, concrete and steel. He is buying 
an IDEA. 

“A home of my own” may mean, to one 
man, little more than a hard-headed real 
estate investment. To another, it may 
mean chiefly old-age security. To a third, 
primarily, it may mean keeping up with 
the Joneses. To a fourth man, it may 
be his way of identifying himself as be- 
longing, civically and politically, in his 
community. 


James D. Woolf 


Emotional Hankerings 

When a man buys a Cadillac he is not 
buying a couple of tons of metal. Nor is 
he buying a mere means of transporta- 
tion. 

Jim Adams, who writes Cadillac ad- 
vertising, once wrote in Fortune that 
with his copy he is not attempting to sell 
a magnificent hunk of machinery. He is 
selling what he calls “a state of mind.” 
He is selling, in short, the idea that pos- 
session of a Cadillac marks its owner as 
a man of distinction. 


= It is this same kind of an idea that 
motivates a cowboy into paying $50 for a 
nifty ter-gallon hat. He may think he is 
buying it to keep his head protected. Ac- 
tualiy, however, he is buying it because 
it makes him feel heroic and important. 

Every advertisement that sells consists 
of two elements: (1) a problem, the con- 
sumer’s; (2) a solution for that problem, 
the advertiser’s product. 

The problem may concern a man’s ego. 
He may want, for example, to be a man 
of distinction. So he buys a Cadillac, or a 
ten-gallon hat, or a showy house in a 
ritzy neighborhood, or a membership in a 
fashionable club. 

Or the problem may have to do with 
his failure to get along with his wife, or 
his inability to hold a job, or his inept- 
ness at making friends. It was problems 
of this sort that motivated four million 
people into buying Dale Carnegie’s book, 


“How to Win Friends and Influence Peo- 
ple.” 


Not All Problems Are Emotional 

Many times the problem may relate to 
such practical matters as a basement that 
is always damp, or a furnace that is 
wasteful of fuel, or grass that refuses to 
grow and flourish, or bathroom water that 
is never hot enough and always in short 
supply. 


= When I say problem I also mean wants 
and needs. A man’s bathroom may be 
adequate and generally satisfactory and 
hence not a problem, at least not an acute 
one. Nevertheless he may want a better 
bathroom because of the great pride he 
takes in his home. Similarly his wife may 
not regard her refrigerator as a serious 
problem, but she ardently wants a new 
model just the same. 

Man’s actual needs—things he must 
have to survive—are few. Certain basic 
foods he must have for sustenance. Cloth- 
ing and shelter he must have for protec- 
tion against the elements. Most every- 
thing else he doesn’t actually need. He 
doesn’t need an electric toaster, or frozen 
orange juice, or Countess Mara ties, or 
automatic washers, or instant cake mixes. 

That is not to say that advertising 
should not cater to needs. It should, oi 
course. If a man has a furnace that fails 
to keep his house warm, thus endanger- 
ing the health of his family, he needs a 
repair job or possibly a new installation. 
His need is real. 

Call it what you will—a need, a prob- 
lem, a want, a hankering—no article of 
merchandise is ever bought unless the 
buyer believes it will do something for 
him. 


The Number One Problem 

Your first problem, when you set out 
to advertise a product or a service, con- 
cerns this question of needs and problems 
and wants. What is the most impelling 
benefit (or benefits) in terms of the con- 
sumer’s self-interest? What will the prod- 
uct do for him? What will be his reward 
if he buys it? 

Everything depends on your arriving 
at the right answer. If your copy theme 
centers on a non-existent problem, or on 
one of small importance, or a non-exist- 
ent want, you are almost certain to fail. 


= Some years ago a regional coffee cam- 
paign failed because it offered a solution 
of a non-existent problem. At last, an- 
nounced the advertising, you may have 
really clean coffee. The copy implied, 
without specifically saying so, that com- 
petitive brands of coffee were dirty. Ad 
after ad extolled the joys of drinking 
really clean coffee. There was no sales 
response whatever, and after about a year 
the campaign was abandoned. 

The reason for the failure of this ap- 
peal is clear. Dirty coffee (if it really 
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exists, which I doubt) is not recognized 
as a problem by the consumer, hence the 
proffered solution was of no real interest 
to the consumer. 


How to Capture Attention 

It goes without saying that no ad- 
vertisement can do a selling job unless 
it is successful in capturing the attention 
and interest of prospective customers. 

I say prospective customers because 
they are the people whose attention you 
want. You are not talking to indiscrim- 
inate crowds; you are talking to logical 
prospects. At least you should be. 

A logical prospect is a consumer who 
has a problem or a want or a need your 
product is designed to satisfy. Thus if I 
have a corn, you want me to see and read 
your corn pads ad. If my furnace wastes 
fuel, or smokes up the house, you want 
me to see at once that you are offering 
me a solution. If my grass won’t grow, 
you want me to know that you have a 
fertilizer that will work wonders. 

Not always, perhaps, but in most cases, 
I believe that BENEFITS promised in the 
headline to logical prospects is the right 
procedure. 


s This problem of attracting reader at- 
tention is sadly misunderstood by many 
copywriters, and also by many advertis- 
ers. They seem unable to grasp the fact 
that the most interesting thing in the 
world to me is me—my needs, my wants, 
my hankerings, my problems, my suc- 
cess, my health, my security, my com- 
fort, and so on. 

And that I am interested in anything 
—including merchandise—which prom- 


ises BENEFITS that cater to my self- 
interest. 

Far more interesting to me, they seem 
to believe, are irrelevant gimmicks and 
devices designed to entertain me and 
amuse me. Thus in advertising we wit- 
ness the antics of such clowns as Fearless 
Fosdick. We see elephants, giraffes, 
monkeys, kangaroos, and even the 
“Screeching Tern” enjoying the delights 
of such fine products as Jell-O and 
Ethyl gasoline. We see blind “teaser” 
headlines that withhold from the reader 
the nature of the product and its consum- 
er benefits. We see and hear a_ vast 
amount of silliness, notably on tv, the 
production of advertisers who do not be- 
lieve that my attention can be captured 
by direct and overt promises of benefits. 


= To sum up, people do not buy things; 
they buy IDEAS. Cartoons, gags, jingles, 
“cuteness” and other circus devices are 
not ideas. 

“The great fault of our business,” warns 
Walter Weir, noted copywriter, “is that 
we become...too enamored of our own 
skill.” The tendency is “to lose sight of 
our principal objective, which is to trans- 
mit a convincing sales message to a per- 
son whose ultimate decision will be based 
on what we have to say rather than the 
manner in which we say it...The fad 
for attracting simply large numbers of 
indiscriminate readers will, I believe, pass 
in favor of attracting a smaller but se- 
lected audience of immediate customers.” 

Only an idea—a promised benefit— 
that hits at a human want or problem— 
will efficiently create consumer demand 
and/or acceptance. 


Looking at Radio and Television... 


90 Minutes Is a Long, Long Time 


By The Eye and Ear Man 

The arbitrary action by CBS-TV in 
kicking out several long-time good cus- 
tomers on Thursday night 9:30 - 11 p.m., 
EST, to make room for an hour and a half 
drama starting next fall is reason enough 
to take a look at the long shows. 

These shows were initiated by NBC-TV 
in an effort to offer viewers something 
unusual from time to time and to open up 
the way for the spot participation or mag- 
azine concept method of using television. 
There are now sufficient numbers of them 
to enable us to have a statistical point of 
view. 

One of the long shows, “Peter Pan,” 
which actually ran two hours, is an out- 
standing example of how well the theory 
can work. It is superb all-family fare and 
is classic as well as least common denomi- 
national in its appeal. The second time out, 
the program did about two-thirds as well 
as the first time, but was still outstanding. 


= Other seasonal shows, like “Babes in 
Toyland,” have done well, and a couple 
of misfits, a visit to the stars’ homes in 


Beverly Hills and the Academy of Motion 
Picture Arts and Sciences (Oscar) Award 
nominations have been surprisingly strong. 

The latter two shows represent the tease 
that never quite materializes. For 90 min- 
utes the audience waited for something to 
happen. They were led to believe that they 
were going to get an Ed Murrow or confi- 
dential peep into the homes of stars and 
they never got past the front iawn. Not 
only were they denied the right to be legi- 
timate Peeping Toms, but the faithful 
viewers were treated to some of the most 
inane and dull interviewing in the history 
of television. 

Much of the same unrequited curiosity 
resulted when the Oscar nominations 
promised many top star names and the ex- 
citement of the opening of sealed ballot 
tabulations. The stars were there all right 
—20 stars in search of an author. It was 
painfully clear that many of the actors and 
actresses should have brought a writer 
along. Left on their own, some of them 
seemed desperate for words. For one hour 
and a half nothing happened, but the 
viewer was led to believe that something 
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would happen in just a moment. 

Too often the long shows have promise, 
but are disappointing in their payoff. The 
hour and a half versions of well known 
dramas or musical comedies have rated 
below average in general. The whole lot 
of the spectaculars have rated about two 
points higher than the average half hour 
or hour program, but due to the extremely 
high cost, the cost per thousand homes de- 
livered is somewhat higher than the aver- 
age of either half hour or hour programs. 

The obvious advantage of the increasing 
trend to longer shows is that the time costs 
are considerably lower than the half hour; 
one hour equals 100% and two half hours 
equal 120%. Each half hour program costs 
about $35,000 for talent, while an hour 
drama costs about $50,000. Therefore, if 
the hour drama has an average rating, the 
payout is better than two half hours. 


® Less advantageous for the client with 
the hour show is the lack of extension of 
audience possible with two half hours on 
different days. For a frequently purchased 
product, like Kraft, it would be well worth 
while to pay the extra money and benefit 
from the greater unduplicated audience 
and frequency of two half hours. For an 
infrequently purchased product like an 
automobile, the hour program makes more 
sense. 

The hour and a half program, however, 


On the Merchandising Front... 


Giant Retailers Pace 


By E. B. Weiss 

We hear constantly about giant man- 
ufucturers—so much so that it is pretty 
common knowledge that 7% of our cor- 
porations account for 72% of sales, 87% 
of taxes, 88% of net income and 92% of 

dividends. 

We hear constantly 
about the merger trend 
among manufacturers. 
The total number of 
mergers has actually 
trebled since 1949, and 
1955 surpassed the 
postwar merger peak 
of 1946-47, particularly 
in the total assets in- 
volved in the mergers. 

We hear constantly about the diversifi- 
cation trend among manufacturers, and 
its accompanying move toward long or 
full lines. And we hear constantly about 
the entry of manufacturers into fields 
that don’t have the remotest connection 
with the original endeavor—to the point 
where at least one company formerly in 
the industrial field is now the owner of a 
sizable chain of food supers! 

But we rather seldom hear about the 
parallel developments that are taking 
place in retailing. Giant retailing is pacing 
giant manufacturing—step by step. And 
the world of marketing is being shaped 
at least as dramatically by giant retailing 
as by giant manufacturing. 


E. B. Weiss 


® Retailers are entering lines of endeavor 
far removed from the actual movement 
of merchandise. For instance, one large 
chain recently set up a real estate advi- 
sory and underwriting affiliate whose 
functions will not be confined to the par- 
ent organization. 

Retailers are diversifying inventory by 
category at a pace which, if anything, 
outpaces the diversification trend of man- 
ufacturers. Insofar as the original starting 
concept is concerned, there is no longer 
any such outlet as a drug chain, a five- 
and-dime chain, an auto accessory chain— 
or even a food chain. (In 1955, at least 


is good only for the magazine concept. 
Few, if any, clients could afford the enor- 
mous cost on a weekly frequency basis. 
Infrequently purchased products use the 
hour and a half formula on a monthly 
basis—Oldsmobile, for example—with ap- 
parent success. Others, like RCA and Ford, 
share a monthly program, and Ford man- 
ages a second monthly spectacular in ad- 
dition to its other weekly efforts. 

The Thursday night weekly 90-minute 
program means complete surrender on the 
part of sponsors to network control of the 
magazine. If the present clients with half 
hour shows want to retain their time, they 
must take a part of the CBS drama. And 
yet there is no evidence concerning which 
stations will be cleared (the 10:30-11 p.m. 
time is station option time), and there is 
less evidence that the drama can be suc- 
cessful—especially since it follows an hour 
drama. 

This is one more heinous example of the 
networks’ arbitrary use of their power to 
sell scarce time on their own terms. De- 
spite the public bluster, sponsors admit 
privately that time and talent are being 
locked by the networks in increasing 
numbers. Since there can be no more 
prime hours, if a sponsor wishes to have 
prime time he must take it on the net- 
works’ terms. In Washington they call this 
conflict of interest. In network circles they 
call it the order of the day. 


Giant Manufacturers 


25% of the food supers will account for 
over 25% of their dollar gross on non-food 
items!) The large men’s apparel chains 
are featuring women’s wear. The jewelry 
chains report as much as 25% of their 
unit volume on electric housewares, etc. 

As for mergers—in numbers, mergers 
have probably been larger in total among 
retailers in 1955 than among manufactur- 
ers. Indeed, it may be quite safely stated 
that, in 1955, the merger pace among re- 
tailers was on a scale never before ap- 
proached, not to say contemplated, by the 
retail fraternity. 


® But it is when we look at the concen- 
tration of retail volume in a few giant 
hands that we really begin to understand 
how giant retailing is, indeed, pacing 
giant manufacturing. 

Let’s look at some admittedly rough 
approximations of the trend toward con- 
centration of retail volume in a few cor- 
porate hands and, as these figures are 
unfolded, some manufacturers might find 
it to be more than a bit of statistical 
amusement to check these approximations 
against their own sales records. (It is 
amazing how many sales executives reg- 
ularly forget, in their planning, that as 
much as 60% to 70% of their total volume 
may be coming from no more than 10% 
of their accounts.) 


® In 1956, a round 100 giant retailers will 
account for over 30% of total retail 
volume in those merchandise categories 
which they inventory in a major way. 


® If the approximately 25% of total re- 
tail accounted for by autos is elimina- 
ted from total retail volume, then those 
100 giant retailers will account for close 
to 40% of total retail volume in those 
merchandise categories which they in- 
ventory in a major way. 


@ And if such categories as building 
supplies, gas and oil, and similar classi- 
fications, which are not normally con- 
sidered “over-the-counter” merchan- 
dise, are eliminated from total retail, 
then those 100 giant retailers will ac- 
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The Creative Man’‘s Corner... 


pink, white or blue.” 


“ordinary stones” which He created. 


“Annh! I was right to begin with’? 


fond of Him. 


Something Even Better 


“Pink rocks, blue rocks, white rocks. . 
Made of high-impact polystyrene that looks and feels like textured rock, but 
is so much more decorative than ordinary stones.” So reads the copy in this 
ad from the Sunday New York Times of Feb. 5. It goes on to say that “the 
colors, fused right into the polystyrene so they won’t wear off, will add new 
symmetry and beauty to walks, patios, boundaries, flower beds or driveways. 
Mounted on 2” prongs that prevent slipping or washing away in rains, they 
set easily into the ground about 3” to a foot apart for maximum effect. Be 
the first in your town to have these excitingly new colorful wonders. Order 


We hope God reads this ad—and is properly shamed. How come He— 
so omniscient, so omnipotent—couldn’t think of plastic rocks in pink, white 
and blue, with 2” prongs “that prevent slipping or washing away in rains’’? 
These—according to the copy—are “so much more decorative” than the 


We'd sure hate to be in His shoes now that somebody has created poly- 
styrene stones in pink, white and blue—with 2” prongs. What are the angels 
going to say—and all the saints? Will Lucifer stick his tongue out and say, 


We'd sure hate to be the copywriter whose prose helped bring to an end 
God’s long monopoly on “ordinary stones.” Somehow, the Guy’s been around 
so long, and done so well in an ordinary way, that we’ve grown, well, kind of 


But, most of all, we’d hate to be the homeowner who bought these poly- 
styrene rocks in pink, white and blue, with their 2” prongs, and stuck them 
along the walks, patio, boundaries, flower beds or driveway, to add new 
symmetry or beauty. Despite our worship of Progress with a capital P, we’re 
afraid we'd feel just a little too self-sufficient, just a little too extraordinary, 
just a little too far removed from “ordinary stones.” And Him. 


We're afraid we won’t even be the last in our town to try them. 


. the prettiest rocks you ever saw! 


count for from 45 to 50% of total retail 
volume in those merchandise categories 
which they inventory in a major way. 


Moreover, some 25—a mere 25—of 
those giant retailers will account for at 
least 60% of the total volume done by 
the 100 retail giants. In some merchan- 
dise classifications, those 25 big retailers 
will, by themselves, account for from 
20 to 40% of total retail in those specific 
categories. And, in a few merchandise 
classifications (linens and domestics, 
for example) just five of those giant 
retailers will account for almost half of 
the nation’s total retail volume. 

Not only are these marketing signs of 
the times significant as of the moment, 
but they are, perhaps, of even greater 
import with respect to the fairly near- 
term future of competitive relationships 
between manufacturers and retailers. Be- 
cause giant retailing inevitably will pose 
many new-type problems of competition 
for many manufacturers, including some 
of the giant manufacturers. 


@ It isn’t generally comprehended that 
giant retailing inevitably brings in its 
wake: 

1. National retail organizations—that 
are, in fact, national advertisers, because 
their newspaper advertising reaches more 
of this nation’s total population than can 
be said for 90% of national advertisers. 
Now these giant retailers are eyeing the 
use of national media—network tv, net- 
work radio (Woolworth is on network 
radio), magazines. Thus giant retailing 
will create, and is even now creating, 
national retail users of national media. 

2. Sizable manufacturing by giant re- 
tailers, either through owned factories, 
or through factories in which financial 
control is exercised in a variety of ways. 

3. Tendency toward controlled brand 
exploitation, particularly when giant re- 
tailing edges into manufacturing. In the 


shoe field, the shoe chains will sell, in 
1955, as many shoes under their own 
labels, as do all of the manufacturer- 
advertised brands combined. Moreover, 
it is entirely possible that the total ad- 
vertising budgets put behind these store- 
controlled shoe brands may at least equal, 
if not exceed, the total advertising budgets 
put behind manufacturer shoe brands. 
Certainly, in the markets in which the 
shoe chains have outlets, their advertising 
impact on the shopper is greater than the 
advertising impact of the manufacturers. 

Even the food super is not at all dis- 
mayed at the prospect of competing with 
some of the powerful food brands; the 
trend toward exploitation of the controlled 
label among the food supers is quite 
emphatic. At least one variety chain has 
a fairly strong toiletries brand and anoth- 
er has launched a small electrics brand— 
while their hosiery brands account for a 
substantial slice of total hosiery volume. 
At least 90% of the Sears volume of $3 
billion is done on its own brands, backed 
by a total advertising budget of well over 
$100,000,000. 


® But the competition between giant re- 
tailing and manufacturers (giant or oth- 
erwise) is really just beginning. It isn’t 
being at all visionary to contemplate such 
developments among giant retailing as 
the following: 

1. Mergers among giant retailers have 
been largely between retail organizations 
operating similar types of outlets. But 
just as manufacturers have gone far 
afield in their mergers, so there is no 
reason why a large food chain, for ex- 
ample, may not absorb a large drug chain 
—particularly as the food supers edge 
more and more into typical drug-store 
merchandise. The drug chains are compet- 
ing with the variety chains; why not a 
merger between a drug chain and a vari- 
ety chain, especially since—in the newest 
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PHONE HOWARD STALCUP 


VA. 11-2888 
COLLECT NOW! 


* KANSAS CITY 
OR SEE YOUR AGENCY 


_. . THE BEST 
LOCATION IN 
KANSAS CITY 
IS AVAILABLE 
RIGHT NOW! 


Stalcup 
INC, toverrisine 


3126 MAIN ST. VA. 1-2888 KANSAS CITY, MISSOURI 
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Rich Vibrant Color Dramatizes Full Taste Appeal 


{ Mhen feu Mant falge rs 


IT'S MOUNTAIR GRO 


Bold Design Establishes Immediate Brand Identity 


« SPECTACULARS « POSTERS « PAINT 
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outlets of the two—it is almost impos- 
sible to distinguish one from the other? 
Why not a merger some time between a 
department store chain, a food chain, a 
drug chain and a hard goods chain? 
Wouldn’t that make the merged group 
more competitive with Sears? And might 
not that move then make Sears feel some- 
what less hesitant (for legal reasons) 
about taking over a food chain? 


® 2. Today, there is only a small handful 
of truly national chains—that is, chains 
with broad coverage of the total popula- 
tion. Even the A&P, with its immense 
$4 billion in annual volume, doesn’t blan- 
ket the nation—yet. But the chains are 
showing positive indications of spreading 
out geographically, especially the food 
chains. Both through mergers with like 
chains and mergers with dissimilar chains, 
more and more chains will become na- 
tional in geographical scope and gigantic 
in volume. National-itis among the chains 
will give more than one manufacturer 
competitive headaches, as well as volume 
opportunities! 

3. The giant retailers are beginning to 
take over giant shopping center develop- 
ment. This has been an almost unnoticed 
development. Some of our greatest new 
outlying shopping centers have been pro- 
moted by retailers. As our large retailers 
become still larger, they will tend more 
and more to dominate the great new 
shopping areas. Surely they will control 
these shopping areas in a way to protect 
their competitive positions, and that could 


carry considerable significance for some 
manufacturers. 


® Truly national chains have been handi- 
capped, to date, by physical limitations 
of communications and transportation. 
But now—with electronic communications 
making even inventory-taking on a na- 
tional scale potentially possible instan- 
taneously; with electronic calculators 
hooked up from a single headquarters to 
thousands of store cash registers now 
feasible; with the automation of ware- 
houses; with vast new developments in 
speedier transportation, including the 
helicopter and the convertiplane—the 
physical obstacles in the path of national 
retail organizations of a size that will 
dwarf even our present giants are being 
removed rapidly. 

Even a mere ten years ago, few con- 
templated a manufacturing company with 
a gross volume of some $10 billion. Gen- 
eral Motors will top that mark. Within 
ten years, we may have no less than 25 
retail organizations each accounting for 
an annual turnover of at least $1 billion 
and with several topping the $5 billion 
annual turnover market. 

It is not impossible that at least some 
of the greatest national brand develop- 
ments of the coming decade will be retail 
brands. And it is not impossible, either, 
that at least some manufacturers will find 
strength in a broader distribution through 
smaller outlets—a bit of distribution stra- 
tegy that, even now, is actual policy with 
some forward-looking manufacturers. 


Agency Media Director Scores Shoddy 
Practices in TV Film Selling 


The comments on syndicated film selling for television, outlined in the 


short article printed here, indicate that practices have been allowed to 


grow up in this area of advertising which deserve the careful and serious 


attention of all advertising people. Comments from readers on this general 


subject will be welcome. 


By Victor Fabian 
Media Director, C. Wendel Muench & Co., 
Advertising Agency, Chicago 

The story you are about to read is true. 
Only the names and places have been 
changed to protect the innocent (if you 
can find any among the producers and 
purveyors of tv syndicated films). 

Buying a syndicated film show these 
days has more horror in it than the best 
whodunit mystery! Wild statements, mis- 
representations, and double-dealing have 
the upper hand to such an extent that the 
time has come for some form of industry 
self-discipline before strangulation oc- 
curs. Here are a few incidents that illus- 
trate the point: 

On a Friday afternoon a representative 
of a syndicated film quoted $200 per per- 
formance for the show we were interested 
in. The following Monday afternoon, the 
chap appeared in our offices, withdrew 
from his pocket a typed sheet showing 
that the price of the show for the market 
we wanted was not $200, but $250. “I 
erred,” said the representative, “Just 
looked at the wrong sheet, that’s all, and 
if the $200 price is made to stick, I will 
get into great difficulty with head- 
quarters.” 


® Taking the chap at his word, we re- 
vised our quotation to the client, and 
asked him to run up to their main offices 
and show them an episode or two. He did 
this promptly, and the day after his visit 
at the client’s office, we were notified by 
the client that the price of the show for 
the market was not $250, it was actually 
This same man denied having 


$300! 


quoted us anywhere near such a price as 
$250. “It is $300 or nothing,” is what he 
told the client. 

That afternoon the representative in- 
volved appeared in our offices. We cross- 
examined him this way: “Your original 
quotation was $200, then you told us that 
you had erred and you should have 
named $250, but when you are in the act 
of presenting this show to our client, you 
tell him that the bottom price is $300. 
How come? It’s the same city, the same 
show, the same representative, with three 
different prices in a row!” 

His answer was this: “So you want to 
make a bum out of me with my head- 


quarters?” 


“Sure,” we said, “We don’t mind under 
the circumstances.” 

“Okay,” he said, “It’s a deal for $200.” 

The film is running in the market it was 
wanted for at the original $200 price. 


® For another client, we were interested 
in two shows for two different markets. It 
happened that one syndicator was the 
owner of an acceptable show for Market 
A and also an acceptable one for Market 
B. Now, this syndicate is a large organiza- 
tion having representatives in all the prin- 
ciple cities. A price of $530 was settled on 
for the two markets. Market A—$275 per 
week, per show; Market B—$255 per 
week, per show. 

Everybody came to an understanding 
and to an agreement. Last minute checks 
with the stations on which these shows 
were to run developed a surprise in Mar- 
ket A. The same show priced to us at $275 
suddenly became available for half that 


amount if purchased through the station. 
On strict questioning, it developed the 
station did not own the show, but was 
merely in a position to buy it from the 
very outfit that was dealing with us. An 
order was given to the station, the con- 
tract consummated, and the representa- 
tive advised that Market A was no longer 
wanted. 

At this point, the price of the show for 
Market B went up. At the very time the 
syndicator’s Chicago representative was 
visiting the agency’s offices and jacking 
up the price, another salesman of the same 
syndicator phoned the client direct and 
cut the price some 20% on the film for 
Market B. This is no longer what one 
would call “double-dealing”—it is “mul- 
tiple double-dealing.” 


® In another case, our media department 
wanted verification of ratings on a show 
described in a very good looking brochure. 
When the truth was finally revealed, it 
was found that this brochure was most 
artfully misleading. The many fine ratings 
carried were selections of the best ones 
attained in selected places over a period 
of more than two years. The odds were 
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100-to-1 that any advertiser using the 
show currently could earn a fraction of 
the ratings this brochure reported. As a 
matter of fact, examination of most of the 
literature that presents tv syndicate film 
would lead one to believe that the Amer- 
ican public hasn’t time left over to see 
anything else on the air. Every show is a 
whale of a success, rating-wise, and has a 
string of advertising accomplishments un- 
paralleled in advertising media. 

This is not the first time the advertising 
industry has developed a hot spot. In the 
past, the guilty ones have resolved their 
own troubles through leadership, wisdom 
and cooperation. Most useful now above 
all other things in syndicate tv selling 
would be integrity. A uniform pricing ap- 
proach for all markets and for all types of 
purchasers would be a part of such a plan. 

If nothing is done the danger exists that 
the reputation will grow that representa- 
tions are permanently untrustworthy. Any 
agency must know that when it buys a 
film for its client, it is getting it at 
the best available price, and that a com- 
petitor cannot, through accident or keener 
buying practices, gain an advantage in ad- 
vertising costs. 


Recommended Procedures 
for Advertising Orders 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, III.) 


To increase efficiency and effectiveness 
in the handling of newspaper advertising, 
a set of procedures has been developed 
by the Four A’s working with the News- 


paper Advertising Executives Assn. These 
same suggestions will work, in most part, 
for space taken in magazines. 

The standards are as follows: 

1. All orders and packages containing 
advertising material should be addressed 
to the advertising department of the news- 
paper. All envelopes containing orders 
should be plainly identified. All packages 
containing reproduction material should 


Just Looking... 


Signs along the way: In West 
Georgia you enter the Clabber Girl 
country, and you spot the first familiar 
red-on-yellow sign with a sense of 
reassurance. 

Everything changes—and not always 
for the better—except the Clabber 
Girl signs. For as long as I can re- 
member, they have graced the Way 
West with their simple message: 
“Clabber Girl Baking Powder—always 
dependable.” 

In a troubled and far too complicat- 
ed world they sound a note of sim- 
plicity and permanence. I have often 
tried to visualize the Clabber Girl. I 
am sure she is a maiden of many 
virtues, not the least of which is an 
ability to hold her tongue. 


® Rivaling the Clabber Girl signs in 
simplicity and directness are those 
representing—I can use no stronger 
word—King Edward Cigars (which 
say just that, no more, no less) and 
those little metal banners blazoned 
with the legend, CooK’s PAIntTs. 

One cannot pass mile after mile of 
these unaffected, unchanging displays 
without thinking of copywriters grop- 
ing desperately for something new to 
say about a filter-tip or sweating out 


By Walter O’Meara 


a light-hearted name for a lipstick— 
and without envying the happy, happy 
writers on the Clabber Girl, King Ed- 
ward Cigars, and Cook’s Paints ac- 
counts. 


® All signs along the Way West, how- 
ever, are not so charmingly reserved. 
Most of them shout at you with a kind 
of crude flamboyance peculiar to 
themselves: the interminable thousands 
of motel signs offering everything 
from swimming pools to baby sitters; 
the neon jungles that make every 
American small town look like every 
other after dark; the ugly series of 
huge boards shrieking of reptile’ gar- 
dens and genuine Indian “curios”; the 
miscellaneous welter of ads for pecan 
divinity fudge, Harold’s Club, trailer 
ranches, natural wonders, mile-long 
hot dogs, and the day of judgment. 


s They all make a pretty dreary spec- 
tacle of the vast American landscape, 
and perhaps the less said about them, 
the better. 

But I can’t refrain from adding 
mention of a roadside sign in Ala- 
bama: “Give God a Break in ’56.” 
And one daubed in red paint on a 
viaduct near Dallas: An Hares Texas. 
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carry the standard identification label 
specified in report No. 3 of the ANPA- 
AAAA Joint Committee on Newspaper 
Printing. See back page. If desired, an 
auxiliary note may be sent to an individ- 
ual at the newspaper to direct his atten- 
tion to the material on its arrival. 


s 2. Both the advertiser’s company name 
and the product name should be shown on 
the advertising order. 

3. The caption of the advertisement, the 
advertisement number, any special code 
numbers, key numbers, etc., should all 
be shown on the order. 

4. The size of the advertisement should 
be specified in lines and columns, e.g., 
“4 columns by 100 lines.” 

5. Two proofs of all advertisements 
should be attached to the order—one 
proof for the newspaper’s business office, 
one for the composing room. Proofs should 
plainly indicate all special copy instruc- 
tions calling for local fill-in by newspa- 
pers, as for example: setting local im- 
print, key numbers, etc. 

If proofs are not available, order should 
be accompanied by a rough layout or 
photostat of advertisement indicating spe- 
cial copy instructions. 


# 6. When special position is requested, 
first, second and third preferences should 
be indicated. 

7. When special position is to be paid 
for, the order and proof should carry 
notice as follows: “PAID POSITION”... 
then specify position wanted. 

8. The order should indicate the type 
of material (mat, plate, artwork, etc.) 
being supplied. If advertising material is 
not enclosed with the order, order should 
show name and address of company from 
which material is to be shipped, and date 
and method of shipment. 


Employe Communications... 


9. A set of progressive color proofs—on 
newsprint—should be included with all 
four-color printing material. Two sets 
of proofs are desirable for best reproduc- 
tion—one for the stereotype department, 
one for the press room. 

Ink numbers should be shown on proofs 
if the inks ordered are different from 
those recommended in the Joint ANPA- 
AAAA report, “Recommended Standard 
Colors for ROP Color Printing.” See back 
page. 

10. At least three—preferably four— 
registration marks should appear on all 
plates or mats for color printing, and 
should be positioned within the printing 
area, as near the four corners as possible 

11. Optional insertion dates should be 
specified whenever possible. 


In the same spirit, the publishers them- 
selves have set up a list of recommenda- 
tions, to which production men will say 
amen. 

These include acknowledgment of ad- 
vertising orders the same day as receipt, 
with notification at once if instructions 
are not entirely clear. Plates and mats to 
be examined as soon as received, and 
acknowledgment to state if condition is 
satisfactory and if not, reasons stated. 

Ad material is to be checked against 
copy or proof, and if the two do not cor- 
respond, advertiser to be notified without 
delay. 

If material for repeat insertions is not 
on hand, advertiser should be notified in 
adequate time to supply new material. 

If copy cannot be run on date specified, 
immediate notification and advertiser’s 
acceptance of alternative dates. 

Lastly, copy of full issue or clean tear 
sheets from the paper’s principal edition, 
submitted promptly to agency, and also 
to advertiser if requested. 


The Union Press Reports Profits 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


If you want to know how the company 
made out last year, and the officials are 
timid about telling you, all you need to 
do is to look at the union paper. In a 
recent issue of one of the more widely- 
circulated union journals, under the head- 
ing “Big Biz Never Had It So Good,” the 
net income of 67 organizations for 1955 is 
shown, compared with net income in 1954. 

From the viewpoint of industrial health, 
the statistics are heartening. As clinching 
testimony that unions rush in where com- 
panies fear to tread, the disclosures per- 
form a great service for organized labor. 

Among the corporations listed are more 
than a few which, over the years, have 
gone to great pains to keep financial in- 
formation out of the hands of employes. 
For at least one of them a community 
printer, beholden to the cause of free en- 
terprise, personally sets the type for the 
stockholder report and prints it in the 
dead of night so that prying eyes won't 
get a peep at it. The lackeys in the treas- 
urer’s department keep a watchful eye 
and a close count on the office copies, and 
if a single copy were ever to reach the 
union hall, heads would roll. Yet, in spite 
of all these awesome precautions, some 
upstart journalist from the labor press 
has latched onto a copy and has printed 
the horrid statistics for all to see. 


® The communication of financial infor- 
mation by corporations to employe groups 
is a pathetically undeveloped art. Com- 
pany after company, according to the 


law, issues stockholder reports. Yet these 
concerns, for some fantastic reason, be- 
lieve that the information these reports 
contain can be withheld—or obscured be- 
yond human understanding—from com- 
pany employes. Employes may be stock- 
holders themselves. The union in its own 
name may own stock. The daily news- 
paper’s financial page may—and probably 
does—highlight the financial report when 
it is issued. In spite of all this, the big 
man in the big office will try to keep the 
employes in the dark. 

Naturally the bare figures of net in- 
come don’t tell all the story, and of this 
the union press is well aware. The bare 
net income figures tell readers of the 
union papers all that the editors want 
them to know. These journals merely 
want to plant the suspicion in readers’ 
minds that the corporations had a fat 1955 
and that things don’t look too cloudy for 
1956. 


® Representatives of management on un- 
ion-management bargaining committees 
continue to be dumfounded over the ap- 
parent belief on the part of the union 
that the company can pick up a tab of 
virtually any size. Management men are 
amazed that rank-and-file support for 
increased wages, increased benefits, in- 
creased everything is so easy to marshal. 
The reason for it is simple enough: Union 
members are conditioned to accept man- 
agement’s ability to pay. They are con- 
ditioned for it through the figures about 
business and industry that unions pub- 
lish and discuss. They are conditioned for 
it by management's consistent, inexpli- 
cable desire to hide behind something 
that is always transparent. 
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Looking at the Retail Ads 
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SQUAW NO SQUAWK, CHIEF, 
if SHE GETTUM ONE, TOO 


Whet really happened, of course, is thot Chiet 
leaping Deer to shiver in the cemmy old 
tomily puttele robe 

There 1.0 moral in this tor people who play the 
fapjyech gome in bienket weather — short stock 
of covers tor warmer nights, tall stack for colder 
ones Get on electric blanket - just one « oll you 


tet aevemruees oF 


J examen. 13 


need - set the diol to the temperoture you hhe 
ond be comberteble the whole night through 

Electric bienkets come in standard sites, the 
double-bed types with single or dval controls. . . 
2 wondertul selection of colors plow or con- 
tour shepes 

And cat much wempum for heap geod 
eopng: 


LIGHTING & POWER COMPANY 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


Make a few inquiries and you'll prob- 
ably come up believing that electric 
blankets are not the easiest things in the 
world to sell. Many people, despite the 
terrific number of these blankets in use, 
believe they are sissy. 

Some believe they are dangerous; they 
have heard of some of the few fire ex- 
periences owners have had. Others be- 
lieve they are not entirely healthy—that 
they may accustom one to sleeping under 
too much warmth. 

Other people believe they are good only 
until they are cleaned—that cleaning 
is apt to break the wires, which might 
lead to short circuits, and so on. 


® This large ad on five columns is from a 
paper in a southern city. Perhaps someone 
had fun creating it. But can you imagine 
women’s reactions to it? And women buy 
most electric blankets. What would a 
man’s reaction be? They buy some, too. 
This ad only says an electric blanket will 
keep you (or an Indian) warm against 
cold winds. 

I believe the safest and best approach 
to selling an electric blanket is to empha- 
size the one thing it provides that nothing 
else does. And that is—despite fluctuating 
outdoor or room temperatures—the same 
temperature all night long for the user. 

If southerners believe in taking their 
tips from cartoon Indians, if an electric 
blanket’s main virtue is keeping off the 
cold from north winds, then this is the 
best appeal and approach to use in start- 
ing to sell these blankets. 


8 It is a good thing, when it can be done 
well, to.get readers to identify them- 
selves with an advertising illustration. It 
is pretty hard to do that when the illus- 
tration is not desirably suggestive or stim- 
ulating. 

One of the hardest lessons to learn in 
advertising or public relations, I believe, 


is that no segment of the public likes to be 
kidded, or otherwise associated with some- 
thing less creditable than its ideal.* (In- 
dividually, nearly everyone denies this.) 

However, even if this appeal makes good 
sense, what of the common objections to an 
electric blanket? There is nothing here to 
overcome the ordinary obstacles in the 
way of a sale, no reassuring information 
for the person who may finally be soften- 
ing toward an electric blanket and there- 
fore exposes himself to an advertising 
sales talk. 

Selling—actually—is never well done 
as a superficial or. half-way measure. 


® During any great period of economic 
expansion and inflation, many phases of 
business are apt to become dominated by 
empiricism. Advertising, though it is fun- 
damental to our economy which requires 
mass selling, is not on the main line of 
economic performance, hence has (in most 
businesses) only side-issue attention from 
most managements. 

It is like the sun porch, or the den or 
the bookroom in residence architecture— 
apt to be deemed an essential part by the 
owner, but not in the main line of highly 
particular and important design—like the 
kitchen and living room. 

Personal empiricism determines what 
most ads will be like in smaller business- 
es; agency empiricism, what ads will be 
like in larger businesses. Hence ads are 
often extremely inconsistent in adherence 
to sound principles, even for the same 
company. One will be strong and practical, 
the next abortive and tenuous. 


*A wonderful illustration of this recently: 
When an insurance company printed an 
obvious satire on the things paper boys 
and their circulator bosses do to keep 
householders from. getting ideal delivery 
service—the circulation managers of 
newspapers rose up in Jovian might and 
slew a thousand imitation dragons. 
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When you send your ads out to find new customers, do they wind 
up getting lost . . . buried in the linotype graveyard of the over- 
sized newspapers? 

An ad can’t sell unless it’s seen. In our sprightly tabloid pages, we 
couldn’t bury you, if we tried. Your ads are seen—and sell. No 
wonder so many blue chip advertisers are helping us build eye- 
popping linage gains*. 

Supreme visibility is just one mighty advantage you enjoy in the 
new NEws. Another is reader loyalty. More than 175,000 Philadel- 


Represented by REYNOLDS-FITZGERALD 
New York ¢ Chicago ¢ Detroit * Syracuse ¢ Atlanta 
Los Angeles * San Francisco * Philadelphia 


-in Pniladelphia 


phians buy our paper on the stands because they want it in their 
homes. And while our circulation is not the greatest, astute mer- 
chandisers know that one reader who sees an ad is better than 
101 who don’t. Your ads are seen in our modern-sized pages. 


Don’t get lost in Philadelphia. Find your way to a new sales high 
by putting your message where it’s sure to be seen . . . in 175,000 
responsive, prosperous households. Try a test schedule in the new 
NEws. You'll see the bright difference . . . in sales. 


PHILADELPHIA DAILY 


-- NEWS -:: 


*Gain 1,177,372 lines (over 1,177 pages) 
12 months 1955 
Total Daily Advertising Media Records 
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‘the CHARLOTTE f 


more than a Million People’ annually spend 
more than a Billion Dollars® in Retail Sales! 


1950 U S. Census *1954 Census-Retail Business 


POPULATION RETAIL SALES 
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Penney Barry Steele Kouri Samuelson 


Jackpot—Judy Penney, Minneapolis aquatennial queen, pulls out 

Mrs. George E. Kristufek’s name as the $25,000 winner in the Gold 

Medal flour sweepstakes. General Mills grocery products division 

executives witnessing the event are Walter R. Barry, vp and admin- 

istrator; K. E. Steele, ad manager; A. Z. Kouri, vp and general man- 
ager, and C. S. Samuelson, ad director. 


Despite TV, All mi Beer we 
Sports Gained in Baseball Sponsors 


New York, March 13—Baseball 


CHARLOTTE METROPOL- 
(Meckisnbury cous?” §=»-s«sdt'S9 7,52 =: $26 7,,595,000 
TRADING zone 1,156,859 987,220,000 
OBSERVERLAND 1,795,800 1,278,312,000 
*Includes 20 counties in which The Observer has 20% or better 


coverage of all families in the county, and 17 counties in which 
The Observer has 20% or better coverage in one or more 


af . ill izabl t 
55, Says Triangle 220 


New York, March 13—For the 
first time since television went in- 
to competition with the box office, 
all of the major sports enjoyed in- 
creases in attendance last year, 
according to the ninth annual sur- 
vey on sports attendance compiled 
by Triangle Publications Inc. 

Racing remained the No. 1 spec- 
tator sport for the fourth success- 
ive year, with a total attendance of 


production costs this season if a 
plan to buy AT&T facilities on a 
cooperative basis works out as 
well as expected. 

At the same time, baseball fans, 
in most cities, will be likely to see 
more of their home teams’ “away” 
games on tv. 

This is how the plan will work. 
A new company, called Sports 
Network, will provide the neces- 
sary facilities to feed telecasts— 


principal cities in the county. 
Bor . Sees og ; 


a “giant Food ond Drug Market Es 


FOOD STORES — DRUG STORES 7 
NO. STORES SALES NO. STORES SALES = | 


CHARLOTTE METRO- = 386 = 43,601,000 65 14,895,000 
no 3,318 242,836,000 320 33,525,000 
4,436 306,230,000 445 41,281,000 


TRADING ZONE 


TOTAL 
OBSERVERLAND 


a 
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The GREATEST MARKET in 
the BOOMING CAROLINAS! 
- - To SELL it, you need 
the DOMINANT COVERAGE of 
_ The Charlotte Observer! 


OBSERVER OBSERVER 
FAMILIES CIRC. (Daily) COVERAGE 
CHARLOTTE 


ABC CITY ZONE 42,223 39,885 94.5% 


35 OTHER Cities and Towns of 2,500 or more in Retail Trading Zone 


14 beyond 50-mile 
Towns in RTZ 93,607 55,139 58.9% 


Rodius of Chorlot 68,797 38,674 56.2% 
Radius of Charlotte 
Plus a BONUS CIRCULATION of 19,439 in other smaller communities and 


24,810 16,465 62.3% 
TOTAL 35 Cities & 


DAILY OBSERVER SUNDAY OBSERVER 
TOTAL CIRCULATION 


(ABC Sept. 30, 1955) 141,557 154,498 


The Charlotte Observer 


Foremost Newspaper of the Carolinas 
JAMES L. KNIGHT, Publisher 
Represented Nationally by STORY, BROOKS & FINLEY, INC. 
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/to national product sales manager 


|Marston, who becomes national 
| product sales manager in charge of 


50,473,402. Thoroughbred racing/and in some cases broadcasts—of 
actually lost 125,000 from the pre-| visiting teams to stations in their 
vious year, but the deficit was|home cities. It will also handle 
made up by a rise of 189,892 in| mechanical arrangements for tele- 
harness racing for a total of 19,-|vising of home games in some 
242,678 and an over-all increase of | cases. 
64,818 over 1954. National racing! Sports Network, which will be 
attendance in 1940 was 8,500,000. | headed by Dick Bailey, who is re- 
Baseball, one time perennial at-| signing as network coordinator of 
tendance leader and now the near-| American Broadcasting Co., came 
est competitor to racing, attracted| into being after agency men with 
a total attendance of 35,660,208,| clients carrying major league 
with losses in the minor leagues/ schedules held a series of meetings 
continuing. The two major leagues | to talk about their mutual produc- 
gained 681,500—thanks mainly to| tion and mechanical problems. 
an increase of more than 1,000,000) 
in Kansas City—for a combined | ® The move to get joint action on 
total of 16,617,383, while the 33 ac- these problems was sparked by 
tive minor leagues suffered a com-| Tom Villante, of Batten, Barton, 
bined loss of 620,951. |Durstine & Osborn, and Harry 
Football enjoyed the largest in-| Renfro of D’Arcy Advertising Co. 
crease of all the sports, with col- The new company already has 
lege and professional games draw- started signing contracts with 
ing a combined total of 15,833,016 | agencies. Orders are in to furnish 
speciators, a rise of 680,846 over lines for nearly 300 road games. 
1954. |The St. Louis Cards have the most 


® An estimated 17,000,000 people 
according to the report. After this, 
and football, the attendance fig-| SPARK EVERY PROMOTION 
ures take a big drop down to 3,- 
wi ine 
attendance at wrestling matches. with Genuine 
This is followed by attendance of 
3,000,000 for yachting; 2,500,000 for 
track and field; 1,949,000 (official 
‘dea! for all purposes! 
League; 1,500,000 each for boxing 
and soccer; 915,000 for tennis and 
shows. 
Copies of the survey may be ob- 
tising manager, the Morning Tele-| 
graph, 525 W. 52nd St., New York | 


participated in bowling in 1955, 

600,000, which is the estimated 

2,642,000 at the National Basket-| GLOSSY PHOTOS 
ball Assn. games and estimates of 

figure) for the National Hockey 

225,000 (official figure) at dog 

tained from Leo Waldman, adver- 

19. 


Kraft Appoints Courtice 
R. N. Courtice has been pro- 
moted from assistant sales manager 


in charge of Kraft oil, dinner and 
special products of Kraft Foods | 
Co., Chicago. He succeeds H. F. 


The PHOTOMATIC Co., 


53-59 E. Illinois st. * Chicago 11, Ill, 
Phone Whitehall 4-2930 


new product development. 
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road games scheduled for tv cov- 
erage. The New York Yankees will 
televise some road contests for the 
first time. 

On the basis of all its customers’ 
requirements for the season, the 
company will set up a schedule of 
what is needed in the way of lines, 
transmitting loops, originating 
loops, etc. They will be ordered on 
a contract basis and paid for 
monthly. 

Buying inter-city tv lines on a 
contract basis is about 25% cheap- 
er than buying them when needed 
on an occasional basis. And a reg- 
ular user is surer of being able to 
clear the service. 


® There will, further, be an extra 
saving on park installation charges 
if several teams televise road 


games from the same park. Being | 
a regular AT&T customer for radio | 


lines also gets the customers a bet- 
ter rate. In addition, it is under- 
stood that agencies, which former- 
ly have had to take care of all the 
minute technical problems re- 


quired to get the baseball telecasts | 


on the air, figure they will con- 
serve manpower and avoid paper 
work by buying the Sports Net- 
work service. 

Mr. Bailey’s company will be 
paid a commission. It will serve 
as a central clearing house for an 
exchange of ideas by the individ- 
ual agencies. 

Contracts have been or are 
being signed with: McCann-Erick- 
son (Standard Oil of Ohio 
—Indians), BBDO (Lucky Strike 
and Schaefer beer—Dodgers), 
William Esty Co. 


beer—Yankees), D’Arcy (Bud- 
weiser—Cardinals), Lang, Fisher & 


Stashower (Carling Brewing Co.— | 


Indians), W. B. Doner & Co. (Na- 
tional Brewing Co.—Senators and 
Orioles), J. Walter Thompson Co. 
(Ford dealers—Redlegs), Camp- 
bell-Ewald Co. (Goebel Brewing 
Co.—Tigers) and W. B. Doner & 
Co. (Speedway—Tigers) and N. 
W. Ayer & Son. 


® Ayer has signed agreements cov- 
ering the Red Sox, the Phillies and 
Pittsburgh for radio only. The oth- 
er five teams do not televise any 
road games and are not lined up 
for the service. 

Sports Network will make its 
services available to other “occa- 
sional” tv cable customers—includ- 
ing advertisers in professional 
football. There have already been 
some informal conversations with 
the commissioner. 


Canadian Retail Sales 
Top ‘54 by 6.7% 

Canada hit a new record high in 
retail sales with 1955 showing an 
estimated total of $12,874,099,000— 
a 6.7% increase over 1954’s $12,- 
065,758,000, according to the Cana- 
dian Retail Federation, Toronto. 

December, 1955, retail sales were 
$1,339,052,000—up 7.2% from the 
$1,248,920,000 sales of the same 
month in 1954. All provinces ex- 
cept Saskatchewan, which was 
down 9.2%, showed an increase in 
December sales. All trade classifi- 
cations except restaurants were up. 
Fuel dealers showed the greatest 
gain (26.4%) over December, 1954, 
with motor vehicle dealers second 
with a gain of 13.7%. Furniture, 
appliance and radio stores were up 
13.5%, family clothing stores up 
9.5%, grocery and combination 
stores up 7.8%, and department 
and variety stores each gained 
74%. 


Breismeister Forms Service 

Fred C. Breismeister has re- 
signed from Greystone Corp., New 
York book and record publisher, to 
establish a mail order copy and 
consultation service in New Ro- 
chelle, N.Y. Prior to his two years 
with Greystone, he spent 15 years 
with Wm. H. Wise & Co., book and 
magazine publisher, as vp and 
general sales manager. 


(R. J. Rey-| 
nolds Tobacco Co. and Ballantine | 


nually,” the prospectus states. 
Grey Advertising Agency handles 
McGregor. 

The company claims “to be the 
largest manufacturer in the field 
of men’s sportswear.” It reports 

New York, March 13—David D.|that its net sales have increased 
Doniger Co., maker of McGregor from $30,671,000 in 1951 to $46,- 
sportswear, has announced that it | 645,000 in 1955. 
has changed its name to McGreg-| Founded in 1921, the company 
or-Doniger Inc. and will make its has been a family-owned business 
first public offering of stock. juntil now. Harry E. Doniger and 

A financial prospectus released William N. Doniger, sons of the 
at the same time revealed that the | founder, are offering 300,000 shares 
company has spent more than $5,- i class A stock through Harriman 
000,000 in national advertising and| Ripley & Co. They are retaining 
promotion of McGregor products 67% control. 


during the past five years. 
r ‘Des Moines Register’ Makes 
= “Advertising and promotion ex- Cigar Outlet Survey 
penditures for each of the pastfour| A total of 410 Iowa retail outlets 
years have exceeded $1,000,000 an- |selling cigars were surveyed early 


Doniger Co. Becomes 
McGregor-Doniger, 
Offers Public Stock 


|this year to determine how cigar 


85 


Register & Tribune. The Register 
brands rank in sales in nine Iowa | also has a brochure available on 
cities. The detailed results have the paper's “Circulation and Mar- 
been released by the Des Moines|ket Analysis’ covering 1955. 


LOOK WHAT 
$15.00 WILL 
BUY AT 


Ficaen 
| A DELICIOUS 


FLAVORS / 


Cr, 


\ 


ATV FILM SPOT 
with ACTION ... 
for almost the same price 
as inanimate slides! 

The REED’S package Zooms Up. Photo 


% |\ of girl pops on. “4 Delicious Flavors” 
> yl wipes on, ond “4” flashes on and off. 


FILMACK STUDIOS | 


CHICAGO e NEW YORK 
1323 $. WABASH 341 W. 44th St. 


VALLEY OF THE BEES) 


4 NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS 
California’s Billion Dollar Valley lies inland — isolated from dis- 


tant Coast cities by mountains. This independent, self-contained 
region is bigger in area than Michigan, has more population than 


Connecticut. 


Valley families have over $3¥% billion in buying power (more 
than Maine, Vermont and New Hampshire combined). You’re not 
selling California unless you’re selling the Valley. And to cover it 
in depth, you need the three Bee newspapers, each the strong 


local favorite in its part of the Valley. 


* Sales Management’s 1955 Copyrighted Survey 
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Too Stiff Price 
Competition Hurts 
Consumer: Murray 


Canada Retailer Head 
Stresses Value Giving; 
Cites Credit Danger 


MontTREAL, March 13—Good val- 
ue is not always represented by 
low price, Walter M. Murray, 
president of the Canadian Retail 
Federation, said last week at the 
federation’s annual conference. 


| 


There is danger, said Mr. Mur- 
ray, that the growing sectnatel 
on price, rather than on the in-| 
trinsic value of goods, ultimately 
will result in a depreciation of 
standards. 

“There is a point,” he stated, 
“to which production costs can be 
reduced through improvement in 
manufacturing techniques and the 
economics of increased unit vol- 
ume. 

“Beyond that point reductions 


in price can come only from the 
profit of the retailer or the pro-| 
ducer or from a depreciation in| 
the quality of merchandise,” he 
said. | 

“It is essential that a reasonable 
margin be available to both maker | 
and seller, and it therefore follows | 
that it is the quality of the goods | 
that will suffer. This already has | 


Authentic, basic 
information on 
every major trade 
and industry! 


Once you see IM’s Annual 
Market Data & Directory 
Number, June 25th, you'll 
never worry again about get- 
ting basic facts about the 
major trades and industries 
in the U.S. and Canada. It’s 
all there — authentic, com- 
pletely indexed. 


Yours as part of a year’s trial 
of the IM service. Includes 
monthly copy of IM plus 
annual 556-page MD&DN — 


only $3. 
Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 


STATE 
© $3 enclosed [) Bill firm () Bill me 
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happened in certain lines of mer- 
chandise that have fallen prey to 
strong price competition. 


es “When this happens, it is the 
consumer who suffers. For while 
he may have bought goods cheap- 
er, the real value—in durability, 
fit and the other factors that are 
necessary to his satisfaction—will 
have been lost.” 

Retail sales volume in the past 
year, said Mr. Murray, president 
of Murphy-Gamble Ltd., Ottawa, 
was beyond the expectation of the 


|most optimistic forecasters. Prob- 


ably not many have doubted that 
sales and profits would be even 
better this year, he added. 

He asked, however, whether re- 
tailers, in the effort to build sales, 
might be setting aside some of the 
fundamental principles of good 
merchandising that had given dig- 
nity and integrity to the profes- 
sion. Might the retailers, he asked, 
be initiating conditions that would 
bring serious trouble in the future? 

In regard to credit buying, Mr. 
Murray conceded there might be 


no reason for concern about the 
total amount of credit now ex- 
tended. 


s However, he asked, “Is there | 
not danger that by the irrespon- 
sible promotion of credit selling 
we may be so persuasive with re- 
spect to the enjoyment that can 
be gained from the use of goods 
while paying for them that we 
may encourage the individual to 
pledge his income too far into the 
future—with too little margin left 
with which to cope with emergen- 
cies?” 


Agency League Adds Five 

Five advertising agencies have 
been accepted as members in the 
League of Advertising Agencies, 
New York. They are Pace Adver- 
tising, Bensul Associates, Adver- 
tising Services Inc., Joseph I. Sen- 
nenreich and Pulse Advertising. 


Rohrbach Joins DMAA Staff 
Herbert J. Rohrbach Jr., for- 


Carson O'Meara Karol 

DENVER VISITORS—Three of the speakers at the first annual seminar 

of the Rocky Mountain Council of the American Assn. of Advertis- 

ing Agencies, held in Denver, were Margaret Carson, of Foote, Cone 

& Belding, Chicago; Norton O’Meara, vp, J. Walter Thompson Co., 
Chicago, and John Karol, vp, CBS Radio, New York. 


merly with the sales department of | staff of the Direct Mail Advertising, cipally on workshops, conventions 
Tide, has joined the headquarters| Assn.. New York, to work prin- and direct mail day promotions. 
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Mom May Be Bombarded with Broilers as 
Rotisserie Makers’ Ads Stress Mother's Day 


New York, March 13—Major 
broiler-rotisserie manufacturers 
will break their annual spring 
campaigns next week for a run 
through Mother’s Day, May 13. 

Roto-Broil Corp. will use 50 one- 


minute tv spots a week in 70) 


markets and page and 1,000-line 
cooperative ads with retailers in 
35 markets for its king-size Fiesta 
broiler. Product Services Inc. is 
the agency. 


s Waring Products Corp. will use 
ads in Esquire, Holiday, Sunset 
Magazine and The New Yorker, 
plus local co-op newspaper ads 
for a variety of spring gift prod- 
ucts through mid-June. Anderson 
& Cairns is the agency. 

Peerless Corp. will run co-op 
ads with department stores in key 
markets for its Broil-Quik broilers 
and other products. Hicks & Greist 
is the agency. 


Marlun Mfg. Co. will promote 
its Black Angus broilers for 
Mother’s Day via tv spots in se- 
lected markets and will supply 
dealers with newspaper mats and 
other aids. Zlowe Co. is the agen- 
cy. 


| American Chicle Buys TV 


TV’s “Ozark Jubilee,” heard three 


p.m. Beeman’s Pepsin, Dentyne, 
Chiclets and other products will | 
be advertised. Ted Bates & Co., 
New York, is the agency. 


Bey! Joins Crowell | 
Ernest Beyl, formerly with Rob-| 
inson-Hannagan in Los Angeles, | 
has joined Crowell-Collier Pub-| 
lishing Co., New York, as head of | 
the publicity department. He suc- 
ceeds Al Douglas, who has moved 
to an editorial spot on American. 


| 


American Chicle Co., New York, | ‘ 
has purchased 30 minutes of ABC- || 


out of four Saturdays from 7:30/% 


BEER QUARTS—San Francisco Brew- 
ing Co. is introducing its new quart 
Burgermeister can with a series of 
radio and tv spots, newspapers, out- 
door, trade publications and point 
of sale material. Batten, Barton, 
Durstine & Osborn is the agency. 


ENE eee ER, a 


Utilities Tie in 


with Range Makers 


} in 7-State Drive 


|| New York, March 13—Twelve 


utility companies in seven states 
will launch one of the gas indus- 
try’s largest unified promotions 
April 9 in cooperation with ten 
gas range manufacturers. It is es- 
timated that 3,700 dealers will par- 
ticipate. 

More than 1,000,000 lines of 
newspaper advertising will be run 
in 71 daily and 196 weekly papers 
during a ten-week period which 
ends June 16. 

Television and radio advertising 
schedules will center around pro- 
grams already sponsored by the 
utility companies in their various 
areas. The campaign will cover 
substantial portions of Kentucky, 
Maryland, New York, Ohio, West 
Virginia, western Pennsylvania 
and a major part of Virginia. 


= Magic Chef ranges will be fea- 


New 


W..; a time when the station wagon was a symbol 
of the landed gentry, the idle rich. 
No more. Today, a whole new generation of 


Station Wagon Set 


—\oung ful 


but as our only job. And everything we do reflects 
our understanding of the habits, wants, and needs 
of Young Adults and their growing families. 

A feature on car maintenance will give them cold 


Young Adults has made the station wagon its own. 
And not for show! 

They now own 65.5% more station wagons than 
the national average because their type of life re- 
quires such a big, durable, all-purpose vehicle. For 
cross-country trips on week-ends and vacations. 
For trucking loads of groceries from new super- 
markets to modest new houses. For cabbing the 
kids around and making two-a-day runs to the com- 
muter station. 

Because this is the way Young Adults want it, 
the station wagon has become the work-and-play 
symbol of the most active market in America-on- 
the-move. 

Changes like these, dictated by the needs and 
interests of Young Adults, are happening right now 
in every field. To tell these Young Adults you have 
what they want calls for a new medium—one that 
talks their language, treats their problems, under- 
stands their aspirations. 

Which is exactly what Redbook does. Not as part 
of the job of putting out a major mass magazine— 


New 


Redbook 


The Magazine that sells Young Adults 


facts on what auto repairs should cost. An illustra- 
tion for a story will not go off the deep end with a 
flashy Jag, but will show the kind of station wagon 
or hardtop Young Adults actually own or can expect 
to own. And this goes for everything in Redbook, 
from furniture to fashions, from travel to beauty. 
If it isn’t of immediate, real, personal interest to 
Young Adults, they don’t want it, so we don’t print it. 

You have only to check the circulation and news- 
stand sales to see how Young Adults have reacted 
to Redbook. They’ve made it their magazine. Why 
not make it your magazine for reaching the most 
important of all markets! 


Do this: get a copy of Redbook today. Just to 
bring yourself up to date on what's inside a 
“new” magazine you ought to know better. Or 
contact: Redbook, 230 Park Ave., New York 17, 
Murray Hill 6-4600. 
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tured in the first week of the pro- 
motion. Roper will follow, in the 
week of April 16; Universai, the 
week of April 23; RCA Estate, the 
week of April 30; Norge, the week 
of May 7; Kenmore (Sears, Roe- 
buck) the week of May 14; Caior- 
ic, the week of May 21; Maytag, 
the week of May 28; Tappan, the 
week of June 4, and Florence will 
wind up the campaign the week 
of June 11. 

As a traffic builder, dealers will 
offer women’s stretch nylon hose 
by Lilly Dache at 79¢ a pair in- 
stead of the retail price of $1.65 a 
pair. Dealers wili be provided with 
complete point of sale display kits. 

The gas companies will send out 
special dealer contact men to aid 
dealers and help stimulate interest 
in the promotion. In addition, more 
than 100 home service representa- 
tives will cooperate with key deal- 
ers in putting on stere demonstra- 
tions. : 


s Prizes worth $43,000 will be of- 
fered dealer-salesmen, with a top 
prize of a DeSoto Seville hardtop 
offered each week. 

Sponsoring companies are: 
Equitable Gas Co. of Pittsburgh; 
Peoples Natural Gas Co. of Pitts- 
burgh, and all companies of the 
Columbia Gas System. These in- 
clude: United Fuel Gas Co.; 
Amere Gas Utilities Co.; Central 
Kentucky Natural Gas Co.; Vir- 
ginia Gas Distribution Co.; Manu- 
facturers Light & Heat Co.; Cum- 
berland & Allegheny Gas Co.; 
Binghamton Gas Works; Keystone 
Gas Co.; Ohio Fuel Gas Co.; and 
Natural Gas Co. of West Virginia. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is handling the cam- 
paign. 


Chun King Ups Budget 15% for 
Newspaper, Tv, Trade Drive 

Chun King Sales Inc., Duluth, 
has increased its ad budget 15% 
for the 1956 newspaper, tv and 
trade press campaign for its Amer- 
ican-Oriental foods. Starting this 
month, full-page color ads will 
appear in 25 newspapers in 20 
markets across the country and 
will feature a free offer of four 
imported bamboo place mats in re- 
turn for three bottom labels of 
Chun King Divider Pack items. 

Chun King has also signed for 
a 15-minute segment of the Garry 
Moore CBS-TV show on alternate 
weeks during the coming year and 
is now outlining a six-month drive 
in food trade papers. J. Walter 
Thompson Co., Chicago, is_ the 
agency. 


TEXAS COTTON 
GROWER WRITES 
“I accept your paper as a proven 
authority ... I have made money 
and saved money by being a sub- 


seriber to The Cotton Trade 
Journal.” 


CTJ must have helped considerably. 
This Texan now owns 3000 acres! But 
that’s not unusual. C7J grower-ginner 
readers average 900 acres...BIG grow- 
ers are BIG buyers. Write for facts. Or 
better, write the Texan. We'll be happy 
to furnish his name. 


® ESTABLISHED 190! @ 
The Catton Trade Journal 


HICKMAN BLOG., MEMPHIS, TENN. 
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Burlington Advances Laun Grolier Society Sets Largest of the points he stressed in 
Agency Men Argue favor of the all-media approach: 


Louis Laun, who joined Burling- Drive for ‘Book of Knowledge’ 
ton Industries, New York, last fall | The Grolier Society, New York, 
as head of out-of-town offices, has| which publishes the “Book of 
been placed in charge of advertis-| Knowledge,” plans the largest 
ing. He succeeds Kenneth Collins | spring advertising campaign in its 
who, following a recent illness, is| 60-year history. More than $250,- 
working on a limited time basis as|000 will be spent in magazines, 
counsel to Burlington and non-/| newspapers and direct mail, and 55 


All-Media Buying e With fewer accounts to work 
<7 - on, the buyer has more daily 
vs. Specialization contact with the individual ac- 
| New York, March 13—The per- counts—through both the agen- 


- ee cy and client. Thus he is better 
ennial debate over which is better | 151. t talk over-all media 


—an all-media buyer or a special- 
list—was the bone of contention |*'™@*8¥: 


Ail Music Sounds Bener 


WEBCOR 
Verified High Fidelity 


competitive firms. stati i i ll : 
. “aa ee ee ee between two media men at the | All-media buyers are never 
: time buying and selling seminar of | pleaders for a special medium. 
the Radio & Television Executives |They take the broadest ap- 


Magazines scheduled include 


+ 
Your audience Baby Talk, Better Homes & Gar- 
is THERE, don’t offend it |dens, Child Life, Children’s Activ- 


: .... |ities, Highlights for Children, Liv- 
~—~~~~~with a ‘ragged’ performer. Besi ‘ ’ . 
your expectations will be greater if |ing for Young Homemakers, Life, 


Society last week. proach to media planning. 


The first speaker, Edward B.|¢ The all-media system makes 
MacDonald, associate director of | for a more rounded program in 
media relations at Young & Rubi- |the training of assistant buyers 
cam, said the whole problem was | and media directors. 

a question of levels, rather than 


WALK ADVERTISING TYPOGRAPHY 2gency is Doyle Dane Bernbach | @™® nmap oan whether or not an all-medi It’s true, Mr. MacDonald 
- a man , 
11 £. HUBBARD, CHICAGO 11 © MO 4-6134 Inc. “es preferable pe ra specialist. conceded, that some of the ad- 


THEIN—This display for Webster-| artor a year’s experiment with | V@Mtages of specialization, such 
Chicago Corp. and Universal-In- the Borden’s and General Electric | #5 split-second knowledge, are 
. . ternational’s “Benny Goodman | accounts, Y&R transferred to the |S4¢Tificed in the all-media sys- 

a gE ER 5 Something Omitted on a Printed Job? Story” stresses reproduction qual-|all-media system, with two excep-|te™. But, he said, these are 
compensated for by the stra- 


it " ive- | ti td d 
OVERPRINTING AND IMPRINTING ity of Webcor produets. The five- tions (outdoor and spot radio and |comPensated for by the stra- 


—even on Folded or Bound Jobs color lithographed display was tv), about four years ago. 
Mr. MacDonald said the agency | P/anning. 


peake 3- designed an e in 

Sersen’s IMPRINTING, inc. “ae = CHICAGO 7 " om gy eg ation is more than satisfied with the sys- 

. P |tem, and so are the clients. Some|® “The omniscient buyer is 
ideal, but he is bound to remain 
theoretical,” said Arthur Par- 
doll, director of broadcast me- 
dia, Foote, Cone & Belding. “It’s 
hard for me to conceive of any 
one person who is responsible 
for an account’s use of all media 
being more than a supervisor.” 

Just as business and advertis- 
ing in general has been special- 
izing in recent years, Mr. Par- 
doll noted, “in our own branch 
of the business—radio and tele- 
vision—we have also noted a 
gradual growth of specializa- 
tion. And this, in my opinion, is 
as it should be because of the 
importance and complexity of 
the broadcast medium and be- 
cause of the quality and nature 
of the competition.” 

Mr. Pardoll plugged for a 
clear-cut division of responsi- 
bility between radio-tv buying 
and print buying because “it’s 
almost impossible for one man 
to digest all the information he 
needs to do his job properly.” 


| Leaders.” 


® Agency size figured in the 
reasons why both speakers ad- 
vocated their respective brands 
of media buying. 

In large agencies, Mr. Mac- 


. ee Donald commented, it is pos- 

A a es sible for service units to do 

oe } much of the time-consuming 

a, WN ia iteville, NC research and detail work, leav- 

nes et i An ing the results in the hands of 
ca 5 eee a the all-media buyer. 

dhas : “At Foote, Cone & Belding,” 

for the separation of time-buy- 

ing and space-buying. Although 

M4 i . we employ a great many people, 

t e per Oo e Ie mo our interior communication is 

excellent. We have the man- 


Mr. Pardoll said, “I would say 
that conditions have been ideal 
power. And it has been man- 
agement’s policy to delegate a 


ae 


Ly 
ie a ™ ) 


Here’s the Pied Piper of the Piedmont... the newest, most magnetic member of considerable amount of respon- 
the WFMY-TYV sales family. ve to individual depart- 
: r ments.” / 
This cherubic little character is tripping the light fantastic throughout station- “While it is true that too 
breaks, program promotion, and point of purchase merchandising material. He even — ee spoil the Ren 
7 x ie 4 re ‘ ing broth, it’s worse when there 
goes so far as to pop-up in audience participation shows in the form of a marionette. sen too usnnd peta tor ene sack 
The “‘T-Viewers” of the 46-county Prosperous Piedmont love this little character in to tend,” he maintained. : 
print or on the screen. He is being taken into the hearts and homes of WFMY-TV’s _ Above all, time buyers need : 
i / ; ‘ ; - North Caroli d Virgini time for negotiation, the FC&B 
2 million viewers in the Prosperous Piedmont section of Nor arolina and Virginia. speaker said. And the degree to 
Combined with full power of 100,000 watts, plus basic CBS programming, the Pied which he is able to negotiate 
N : 7 successfully is usually the meas- 
Piper of the Piedmont is another reason why you should contact your H-R-P man today ure of the time buyer’s value to 
and get in on the exclusive sales features offered by WFMY-TYV in this $2.3 billion market. the agency. 


= “I do not say that the Y&R 
approach is wrong and that ours 
is right,” Mr. Pardoll concluded. 
“Nor do I think they believe the 
opposite to be true. It wouldn’t 


wfmy-tv 


GREENSBORO, N. C. 
Represented by 
Harrington, Righter & Parsons, Inc. ster So Gee 
New York — Chicago — San Francisco —- Atlanta Seventh Year 


‘Bangor News’ Boosts Price 

The Daily News, Bangor, Me., 
has increased its price from 6¢ 
to 7¢, because of the increased 
cost of newsprint. 


surprise me a bit if one of these 
days each of us began to lean a 
© little in the other’s direction.” 
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ANY AT IN CREATION DOES CLENVEN? Doo 


CLEMENT produces the finest letterpress color printing, 
in large editions, for leading American advertisers and 
publishers. In addition, Clement can furnish useful 
creative service. A competent staff of idea and copy 
men, artists, and typographers is ready to help you if, 
when, and as you wish. 

Clement’s good reputation is based on complete cus- 
tomer service. Its creative service department is another 
unique example ... another reason why leading busi- 
nesses take pride in and profit from sharp, clear color 
printing by Clement. Yet this fine printing costs no more. 


8 LORD STREET, BUFFALO 16, N. Y. 
Sales Offices: 


Graybar Bidg., New York, Fisher Bidg., Detre 
_ Subsidiaries: Pacific Presa, Inc., Loe Angeles, 


Phillips & Van Orden Co., San Francisco : 
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& LORD 8T,, BUFFALO, N.Y. 245 ERIE ST., BUFFALO, N. Y. $201 SOUTH SOTO ST., LOS ANGELES, CAL. 870 BRANNAN 8T., SAN FRANCISCO, CAL. 
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Advertising Age, March 19, 1956 


Coming 
Conventions 


*Indicates first listing in this column. 


*March 19-21. National Premium Buyers 
Exposition, Premium Advertising Con- 
ference, March 20, Navy Pier, Chicago. 

March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fla. 

March 26-28. Canadian Assn. of Radio 
and Television Broadcasters, annual con- | 
vention, Royal York Hotel, Toronto. | 

April 4-6. American Public Relations 
Assn., 12th annual conference and 7th in- 
ternational public relations institute, Ho- | 
tel Statler, Washington, D. C. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 
tel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 


SEAT COVERING— 
Jayne Mansfield 
winds up on a 
post card to help 
introduce Jetspun 
seat cover fabric. 
Midland Textiles 
Inc., Long Island 
City, produces the 
covers. Jetspun is 


| American Enka 
Corp. 


Hardy Ltd. Names Breithaupt 

| Jos. A. Hardy & Co. Ltd., Toron- 
to, radio and tv station representa- 
tive, has appointed Douglas L. 
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Holder Joins Noble-Dury 

W. M. Holder has joined Noble- 
Dury & Associates, Nashville, as an 
account executive. Mr. Holder had 


|Breithaupt marketing consultant.|been an account executive and 
| Mr. Breithaupt will coordinate ad-| branch office manager in Nash- 


vertising, merchandising and sales 
/promotions for the stations which 
Hardy represents. 
Hadlock Joins Rose-Martin 
Channing M. Hadlock has joined 
Rose-Martin Inc., New York, as 
director of radio and television. 
|/Mr. Hadlock was formerly radio 
and television account executive of 
Quality Bakers of America. 


ville of Simon & Gwynn, Memphis. 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
from advertising 


can’t miss getting bigger strikes 
in FTTN—the top 


specialized book covering 
a trademark of 4,047 selected top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILME 


E 
ILLINOIS 


April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising’ conference spon- 
sored by the University of Michigan, 
Ann Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 41st annual convention, Royal 
York Hotel, Toronto. 

May 3-4. International Advertising 
Assn., annual convention, Hotel Plaza, 
New York. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 17-8. Outdoor Advertising Assn. 
of America, painted display conference, 
Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 15-20. National Federation of Ad- 
vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 

May 16-18. Catholic Press Assn., an- 
nual convention, Statler Hilton Hotel, 
Dallas. 

May 20-23. National Industrial Adver- 
tirers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

“May 25-26. Midwestern Advertising 
Agency Network, 2nd quarterly business 
meeting and advertising clinic, Hotel 
S-hroeder, Milwaukee. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadeiphia. 

June 23-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. Y¥. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhibit, 
Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. | 

Oct. 15-16. Inland Daily Press Assn., | 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Distri- | 
bution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- | 
ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


Caterpillar Tractor Company’s 700,000 sq. ft. Joliet tactory 

employs 3200 persons ond produces tractor-drawn wagons, 

rippers, bulldozers, cable controls. An original watercolor 

painted for the Joliet Herald News. 
Joliet’s balanced economy is one part of 
the “Northern Illinois Market” — a 
seven-county area served by Joliet, 
Aurora and Elgin. These three cities are 
the center of a retail trading zone of 
472,932 people — with retail sales total- 
ing 300 million dollars — reached and 

sold best by the 82,301 combined 


circulation of the 


JOLIET HERALD NEWS. 


AURORA BEACON NEWS 
ELGIN COURIER NEWS 


BUY ALL 3 — SAVE 91/>¢ A LINE 


Separate line rate is 53¢ — all three cost only 
43ac a line — a saving of 18%. 


In Joliet = total manufacturing activ- 
ity has more than tripled since 1940. 
Bank debits totaled $845,484,000 in 
1955 —a gain of 15.7 percent over the 
previous 12 months. Joliet was one 
of Look Magazine’s “Award” Cities. 


‘“ 


COP.ey NEWSPAPERS 


15 “Hometown” Newspa 


pers Covering Northern Illinois — 


Springfield, Illinois — Greater Los Angeles — and San Diego, 
California . . . ALL the local news pilus the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Rickord Lewin Ford IDEA MAN—Donn Bennett, producer of the “Big Idea” television 
TURNOUT—Shown at a convention of the Continental Advertising ' , show, receives the Philadelphia Guild of Advertising Men’s Cer- 
Agency Network in New York are John Arndt, Arndt, Preston, os - -_ tificate of Appreciation from Earle A. Buckley Jr., Buckley Organ- 
Chapin, Lamb & Keen, Philadelphia; Ward Olmsted, Olmsted & ee a a ) ization, president of the Guild, while Hal Platt, program chairman, 
Foley Advertising Agency, Minneapolis; C. H. Rickard, Horton- a. =. Gs . looks on. “The Big Idea,” which is filmed for national distribution, 
Noyes Co., Providence, R. I.; A. W. Lewin, Lewin, Williams & Say- “WZ, gives inventors a chance to show their work. 
lor, New York; and William H. Ford, Hugo Wagenseil & Associates, j 

Dayton. 


REMEMBER 


a ~s If Trucks Stop... 
‘GOLD’ STRIKE—A . (Ee di he st a America Stops! 


San Jose Mer- 
cury & News 
promotion uses 
chocolate “gold 
nuggets” in min- 
iature gold pans. 
Using gold scales, 


eeige Pg SALES GAINER—Lever Bros.’ model 
San Jose mh 'S- Penny Duncan is wearing a bath- 
te. a . ; ing suit sewn from Cannon face 
wae Cone pa cloths, a jacket from Cannon dish 

on the scale by ; 
, towels. Both are given as in-pack- 

Mrs. Marjorie ; 
, age premiums with Breeze, and 

Currier of the . ° 
mewepaper’s pud- Lever is now stepping up its cam- 
paign to exploit its “Sew ’n Save” 


lic relations-pro- , 
motion staff. ideas for the premiums. 


bu! 


ee DOMINO NIE ANE Rag 

BREAKTHROUGH—General Tire & Rubber Co. is using its national 

posters to point up the role of the trucking industry in the nation’s 

economy. The message is also being featured on General Tire’s 

radio program “General Sports Time.” D’Arcy Advertising Co., 
Cleveland, is General’s agency. 
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SPRUCE UP your fleere for spring 
Its easy with low-cost Kentile 


SPRING PUSH—Kentile Inc. is mak- 
ing a spring drive in national mag- 


azines with ads like this in full ’ 
color. The flooring will also be PHOTOPHILIAC—Kim Novak likes 


pushed on NBC-TV’s “Matinee Bolex cameras, according to Bolex 
Theater” and “Today,” and CBS- maker, Paillard Products Inc., New 
TV’s “Panorama Pacific.” Ruth- York. 

rauff & Ryan is the agency. 


AFA TRIBUTE—Rob- 
ert M. Gray 
(left), manager, 
advertising - sales 
promotion, Esso 
Standard Oil Co., 
presents an en- 
graved pocket 
watch to Graham 
Patterson, pub- 
lisher of Farm 
Clarke Glazier Campanaro Reilly Journal, in honor 
Allison Booth of his years of 
THE BEST'—George Booth, art director, J. Walter James A. Clarke, director, Calkins & Holden; ‘sevice to the Ad- 
Thompson. Co. and jury member, presents a check George M. Glazier, advertising manager, American vertising F edera- 
to Gerald Allison, who won first prize of $150 in Oil Co.; Joseph Campanaro, eastern’ art director, tion of America 
the third outdoor poster competition conducted Outdoor Advertising Inc.; and Frank Reilly. Sub- 8 AFA director 
by the Frank Reilly Classes, Art Students’ League, ject of this year’s competition was gasoline and 4nd board chair- 
New York. Other jury members are Robert M. oil products. Cash prizes of $150, $100 and $50 were man, 
Gray, advertising manager, Esso Standard Oil Co.; offered by Outdoor Advertising Inc. 
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ADVERTISEMENT 


Small Towns, Rural Areas Big 
Factor In “Modernization” Drive 


Operation Home Improvement, 
the gigantic home modernizing 
promotion sponsored by the U. S. 
Chamber of Commerce, is serving 
to spotlight the “non-metropoli- 
tan” Light Construction market- 
place, say the editors of Practical 
Builder and Building Supply News. 
This is because nearly every in- 
dustry interest has come to realize 
that “OHI” starts at the local level 
and with owner occupied homes— 
and 71% of all owner-occupied, 
single family homes in the U. S. 
are located in places of 50,000 and 
less population. 

A great deal of the confusion 
about the Light Construction mar- 
ket stems from the fact that many 
of the industry’s most attention- 
getting post-war headlines have 
been made by the tract develop- 
ments of a comparatively few big | 
builders. However, those manufac- 
turers selling most successfully in 
the market have heeded sales 
activity first, rather than just 
building headlines. Thus “OHI,” 
Practical Builder and Building 
Supply News editors believe, is 
dramatizing how right these man-. 
ufacturers are by re-emphasizing 
the “everywhere” nature of the 
Light Construction market. 


Remodeling Uses Same 
Products 


The question of “what” the Light 
Construction market is, Practical 
Builder has always said, is best de- 
termined by a study of the volume 
of building products sold to build- 
ers for use in all types of building 
in which they engage. Building | 
products used for Modernization 
purposes are essentially the same 
as those going into new residential, 
light commercial and community | 
structures such as schools, 
churches, etc. Using this measure- 
ment, PB and BSN editors con- 
clude that Modernization—always 
far bigger than government figures 
have indicated—is now the biggest 
and probably the most stable 
among the industry’s several ma- 
jor types of building activity. 


Market Is “Everywhere” 
The “where” of the Light 4 
| 


struction market is also best lo- 
cated by actual sales activity. 
Modernization, for example, is by | 
no means confined to the places of 
50,000 or less where 71% of the | 
owner-occupied homes are. But | 
this statistic speaks volumes about 
the focal point of sales in Modern- 
ization. People don’t consider mod- 
ernizing their homes unless they 
own them. Often the only realistic 
answer to the growing family’s 
need for additional space require- 
ments is adding a room to the house 
they live in now. Frequently the 
best way for a family to use the 
spending capacity they’ve gained 
since moving in “a few years back” 
(if their income has increased with 
the average) is in modernizing. 
And for those who own a pre-war 
home, that new home down the 
block or the modernizing job the 
next door neighbor is doing makes 
modernizing a compelling matter 
of “keeping up with the Joneses.” 
This type of approach, PB editors 
believe, brings Modernization into 
focus. 

Of course, some “50,000 and less” 
places, where the great bulk of 
owner-occupied homes are located, 
are in Standard Metropolitan 
Areas. Most are not. But regardless 
of the method used to describe 
these areas, the important thing to 
remember is that the specification 
and sale of nearly all building 
products everywhere is primarily 
controlled by the local builder and 


the local dealer. Remember, too, 


that Modernization—as well as all 
light construction—is a market 
made up of a large number of 
small pieces, rather than a small 
number of large pieces. Obviously, 
then, sales and advertising effort 
must be directed at the largest 
number of individual builders and 
dealers — everywhere — that you 
can possibly reach. 


Builder Must Be Sold 
And as Practical Builder has re- 


peatedly said, Modernization pro- | 
motions—no matter how sweeping | 


—will sell more products only 
when the builder (and the dealer) 
is shown, “what’s in it for me.” PB 
has for many years promoted this 
market by providing builders with 
practical, profit-making informa- 
tion on remodeling, alteration and 
repair. Manufacturers, PB editors 
stress, must promote the sale of 
their products precisely the same 


way—show the builder how he can 
make a profit by using them in his 
increasing Modernization business. 
The building material dealer, 
too, has a key role in making Mod- 
ernization sell more. But vital as 
the dealer’s role is in Moderniza- 
tion, the dealer’s interests are es- 
sentially those of a retailer, a seller 
—not a builder. This “obvious” 
point is often overlooked; but it 
helps explain why those who have 
sold most successfully in this mar- 
ket have carefully designed and 
aimed specific promotion at the 
two separate and distinct targets 
in it. 
New Building Keeps Up 


PB editors underline another key 
point regarding Modernization: the 
industry will again build over 
1,200,000 new homes this year. And 
although a “handful” of the larger | 
builders do modernizing and re- 
modeling work, most are geared to | 
new home construction only. With | 


ADVERTISEMENT 


if they had the desire—to be a sig- 
nificant factor in Modernization. 
Informally queried on this point, 
nearly all PB’s “big builder” 
readers—which include the na- 
tion’s largest builders—indicated 
they would continue to concentrate | 
on new residential construction, | 
land development, and new com- | 
mercial construction. As Ray) 
Emory, builder and contributing 
editor on PB’s builder manage- | 


ment training program, points out, 


“where a builder works out one 
technical problem in building new | 
homes, he works out a dozen in his | 
Modernization operations.” The! 
smaller, local builder knows best 
“what’s behind the wall,” and has 
the flexibility in his business op- | 
eration to shift from new building | 
to modernizing as his local market 
demands. 

A full explanation of the Mod- 
ernization market, and your selling 
|opportunity in it, is contained in 
|the brochure “Building’s Biggest 


'PB’s March Issue 
Breaks Ad Record 


March Practical Builder carried 
more pages of advertising—265-— 
than any regular issue in the build- 
ler magazine’s history. This issue 
toppled the advertising page rec- 
ord for regular issues set by PB’s 
January 56 number which carried 
234 pages. 

Neither of these records for ad- 
| vertising pages carried in regular 
jissues has been matched com- 
| petitively. All trade magazines in 
ithe builder field have registered 
| gains in 1956, but Practical Build- 
|er’s gains for the first three months 
lof this year are more than four 
| times those of the second and third 
magazines combined. Total adver- 
|tising volume for the first quarter 
is also greater than that of any 
|other magazine in the field. 
| Practical Builder is published by 


very little slackening in new home | Business,” available by writing to: | Industrial Publications, Inc., larg- 
building, it is doubtful that the | |Market Research Department, In-| est publisher of trade and indus- 
larger, “metropolitan area” build- ‘dustrial Publications, 5 South Wa- trial magazines serving the build- 


ers will have the capacity—even | 


bash, Chicago 3, Ill. 


|ing industry. 


Practical. 
Builder 


ee 


Ascendancy 


pres-tige’ (prés-tézh’; prés’tij), n. 1. Power to 
command admiration; hence eclat; renown. 2. 


derived from general admiration or 


esteem; commanding position in men’s minds.— 
Syn. See INFLUENCE, 


A magazine can’t inherit prestige... it 


must earn it. And it isn’t just a matter of time. It’s a 


matter of policy and purpose. A publisher must know the 


the publishers of practical 


steadfast to this staunch | 


but because it’s Good Business. Result? A reader-faith, 


readers he serves...and give them everything he’s got. For 20 years 


builder ‘ave held 


principle. Not because it’s Good Gospel 


a reader-belief, unmatched by any other publication in its field. And 


©INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 : 
Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic Industry, 
Brick and Clay Record and Masonry Building. 


this confidence, respect, 


advertising message 


tige, ‘‘rubs off” on every 


at appears in the pages of PB. 


...0f the light 
construction industry 
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Gray, advertising manager, Esso Standard Oil Co.; 


offered by Outdoor Advertising Inc. 
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Quaker State Oil 
Launches Biggest 
Advertising Drive 


|petroleum fields, as well as three} 
|Canadian consumer magazines. 


NEW PASSENGER CAR ADVERTISING IN MAGAZINES 
DOLLARS PER CAR PRODUCED — 1955 


| 

. ss : | 
® Magazine advertising will fea- ait 
SARS PRODUCED 


ture illustrations of experimental | MAGAZINE ADVERTISING DOLLARS 


cars of the future designed by| cHevrovet 295 

New York, March 13—Quaker leading automobile manufacturers, ~ ~ a eet 
State Oil Refining Corp. has just and will stress that Quaker State FORD Ber. 75 2.5243 $1.81 
launched the largest advertising motor oil is now being used in test-| BUICK 701,296 eae 
program in its history. ing laboratories to work out lub- 

It will sponsor 16 commercials rication problems on engines being | PLYMOUTH — waar 
each weekend for 35 weeks on the developed for cars of the future. | OLOSMOBILE 643,460 $1,631,796 $254 
NBC network radio program, Media schedule includes Holiday,| pontiac $01,000 00,131,009 ~~ 
“Monitor,” through November. |Newsweek, Popular Mechanics, | 

Full-color pages will be used in| Popular Science Monthly, Sunset | MERCURY oe sepecprt $465 
eight national magazines in the| Magazine, The Saturday Evening| DODGE 313,038 $1,241,420 ener 
U.S. plus a large number of busi-| Post, Time and U.S. News & World| oypy 
ness papers in the automotive and | Report, in the U.S., and Le Samedi, eaatbasee — — =— 

Maclean’s Magazine and Reader’s| CADILLAC 193,334 91,712,498 EP HOM ear 
— in ry cies DE SOTO 129,707 $1,006,003 
enyon ckhardt is the agen- 
TV COMMERCIALS |<. S| STUDEBAKER nae ee 
NASH 109,120 ssajse)6=6EE 
Creation + Production + Consultation |) Charjes Rumrill Elects PACKARD 69,667 sivoi,se, RESETS 
“A single job or let ign’ : 
Res, = phan anes “een Charles L. Rumrill & Co., Roch-| Hypson seere 9 cane 
art ote Pate ay end Botrelt ester, N.Y., has elected five new 
avi officers and advanced two vps to| +!NCOLN “ae 94,707,463 
AUTOMOTIVE + BEER + FOOD senior vps. Named senior vps are| WILLYS 4,778 :7073,00 «© ys. ce He 
BEVERAGES + COSMETICS John R. Van Arsdale and Neil A. KAISER — ebbiini 
Gallagher. Elected vps are Charles ; oe 
The ROSERT SAWYER Company N. Gleason, Bruce W. Jones and! N-H RAMBLER ¢ 309,048 
ee eee ee Deen! wee rao recone se 
— ed assistant vps. Other officers of | imaaie Date Ines Conrngnt 
|the agency were reelected. Supplements Wot Included 
SOURCE: Automotive News - Janvary 9, /956 
(955 Publishers’ Information Bureay (Advance Release) Compiled under the supervision of Demon $. Gall — Farm Journal, Inc. (CS) A-te; Veo 


MAGAZINE EXPENDITURES—This chart, based on infor- 
mation compiled by Farm Journal Inc., shows how 
the auto industry spent money in magazine adver- 
tising in 1955. Seven magazines shared 79% of the 


total $29,100,916. They were Collier’s, the Country- 
side Unit (Farm Journal and Town Journal), Life, 
Look, Newsweek, The Saturday Evening Post and 
Time; 46 other publications shared the other 21%. 


spent on “other promotion” such; D, C, Smith Adds Three 
as brochures and direct mail to Accounts; Names Lazarr 
“thousands” of prospective users.! pC, Smith Inc., New York, has 
First magazine ad pictures @| been appointed to handle advertis- 
bald-headed, bare-chested man jing for three new accounts. They 
wearing the new aid—with only a| are Flight Research Inc., Rich- 
|slight line of the bridge showing | mond, Va., maker of flight equip- 
over the ear—to point up the in-| ment for aircraft; Hemisphere 
conspicuousness of the instrument. Stee] Products Corp., Brooklyn, 
“Man wearing astonishing new | manufacturer of office partitions, 
Sonotone hearing aid. But wee and C. Q. Sherman Associates, Mt. 
is it?” asks the headline. “Certain-| vernon, merchandiser of commer- 
ly not in the hair,” says the copy, | cja) refrigeration equipment. 


$1,000,000 Drive 
Introduces Sonotone 
‘All-in-Ear’ Aid 

New York, March 14—Sonotone 
Corp. will break a $1,000,000 cam- 
paign in April to introduce its new 
%4-ounce hearing aid that is worn 
entirely at the ear. 


The “transmitter” for the new 
Sonotone 79 takes up only a cubic 


inch (it’s 3/5” thick) and fits snug- 
ly behind the ear. It is invisible 
from most angles on men and can 
be completely concealed by wom- 
en’s hair. The “receiver” nestles in 
the ear and is connected to the 


for national advertising 
demands the consideration 


pointing to the man’s bald pate. | 
“No cord down the neck. Nothing | 
on the body.” 

Advertising will commence in 
the April 2 Life, April 14 Saturday 
Evening Post, April 17 Look and 


“transmitter” by a narrow, curved 
bridge. The aid is operated by a 
tiny off-on and power switch which | 
can be controlled “by the flick of) 
a thumbnail—as if scratching be- 
hind the ear,” according to the! 
company. It will sell for $259.50, | 


the same as last year’s model. 


of the finest 
photoengraving craftsmanship 


COLLINS, 
MILLER & 


April issues of Lifetime Living 
and Presbyterian Life. 

Doherty, Clifford, Steers & Shen- 
field is the Sonotone agency. 


AC Animates POP Displays 
AC Spark Plug division of Gen- 

eral Motors Corp. is introducing 

animated posters and displays in 


Smith has appointed Henry La- 
zarr to its executive staff. He for- 
merly was with Fred Witner Ad- 
vertising and Ebasco Services. 


FCC Okays WFBL Purchase 
The Federal Communications 
Commission has approved the sale 
of WFBL, Syracuse, to Founders 
Corp., New York (AA, Jan. 16). 
Official transfer took place March 


GENIUSSHIP AWARDS 


“Admiral” SHEARS says 

Be a genius at ad illustration and 
save money too by using the 
Stivers 3000 spot Art Hand > 


= About $600,000 has been allotted its spring selling campaign. The 
for newspaper advertising in the| animated point of purchase pro- 
400 U.S. cities in which Sonotone| Motion package is available to all 
offices are located. About $300,000 | AC retail outlets without cost when 


HUTCHINGS, INC. 


reports. Another $100,000 will be! 


Monthly awards for the best 
LETTERPRESS 333 WEST LAKE STREET | is pegged for magazines—“but that | ordering spring merchandise. Two ef tele \den emmee Gani Ds 
GRAVURE CHICAGO 6, ILLINOIS |sum might double,” the company|of the available displays are =e Aa ge a =. 
lighted. py pox + SAN 1SCO 19, CALIF. 


’ ; Channel 4.) 


PHOENI 


TV 
620 kc. Channel 8 
ABC css 


CBS 


MEREDITH Xadeo aud Theiscon STATIO 
fardens ana Successful Farming magazines 


4 ‘ee On 


Represented by KATZ AGENCY INC. 


JOHN BLAIR & CO. BLAIR TV, INC. 
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Evelyn Foley, Danvers, Mass., in 


|\Kentucky Club Is on Track Again for New _ | wan rms nace worse pies 00000! 195; and Walter Mills Jr. Cin- 
Running of Name-the-Thoroughbred Contest emnat,  T868) Reve lege: ely 


| horses and raced them. 

New York, March 14—Mail, Magazines being used include 
Pouch Tobacco Co., Wheeling, W.| American Weekly, Collier’s, Look, 
Va., maker of Kentucky Club pipe | Parade, The Saturday Evening 
tobacco, is repeating its Derby Day | Post, and This Week Magazine. 
contest for the third year. 

First prize is a two-year-old|s# In addition, ads will run in the 
chestnut thoroughbred gelding by| Atlanta Journal & Constitution, 
Devil Diver out of Sickleup, bred|Daily Racing Form, Kansas City 
and raised by Larry MacPhail’s|Star, Louisville Courier-Journal, 
Glenangus Farms, Bel Air, Md.,| Morning Telegraph, and Sporting 
plus all expenses for board and/| News. 
training to July 1, plus two seats Steve Allen’s “Tonight” show 
to the Kentucky Derby, with $1,000 | (NBC-TV) will be used through 
PAIN RELIEVER—Johnson & Johnson | for expenses. March, particularly to direct at- 
will introduce its new first aid| All a contestant has to do is/ tention to the newspaper and mag- 
name the colt and send, with an|azine ads. 
entry blank from an ad, a picture Charles W. Hoyt Co. is the agen- =: Bers =ik — projects a 
of a red-coated rider cut from aj|cy. Judging of winners in the con- ae yl 


| SEE how ADmatic 
can tell ath fee 


* In Trade 
Shows 


® Store Windows 
© Sales Meetings 


Attract more 
prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 


cream in April on its CBS network 
tv show, Robin Hood, and in May 


; ; ‘ l RENT OR BUY 
~ 13 national consumer maga- | nackage of Kentucky Club tobac- test will be done by Reuben H. THEY'RE OFF—Kentucky Club tobacco || with BIG, BRIGHT ADmotic fer 
zines. Young & Rubicam is the| co or outer wrapper of one of eight | Donnelley Corp. A variety of point , pictures — day or your next trade 
. . : : : promotes its annual contest with |} nignt. 2 wling -ahery- 
agency. other brands of pipe tobacco made|of sale material is being made|* . . iw. Send for 
by the company available to retailers. this 850-line newspaper ad. folder “A 
Johnson & ] ohnson There are 499 other prizes, from| The winner will be announced Charles W. Hoyt Co., New York, is THE HARWALD COMPANY, INC 
’ . a Ge s wrist watches to glasses. The con-| before the Kentucky Derby. the agency for Mail Pouch Tobacco 1216 Chinage Ave. «1 eee: 
P ainless F irst Aid test closes April 9. Both previous winners (Mrs.| Co., producer of Kentucky Club. DAvis'8-7070 


New York, March 14—Johnson | 
& Johnson will introduce a new | 
first aid cream nationally in mid-| 
April. It will be promoted first in 
April on the company’s CBS net- Dail NWewspapers 
work tv show, “Robin Hood,” and | i 
in May issues of 13 consumer mag- | 
ar RHACH EVERY MEMBER 
It will be sold through all retail 
outlets carrying J&J products, in- 
cluding drug, chain and variety YW 
stores. Advertising will break this | of the EAMIL eee , 
month in business publications | J 
serving those fields. 
The cream is being sold in 1%- 
oz. polyethylene tubes at a retail 


Cream Makes Debut | IN CANADA . 


price of 98¢. : Southam Newspapers influence the purchasing 
It is said to fight infection, re- f 
lieve pain and aid healing simul-| of more than 500,000 families in 


taneously in cases of cuts, abra-| 
sions, burns, chapping, sunburn | 
and insect bites. It is the result of 
a research project started in 1949. 

Initial consumer advertising 
starting in May, to run through Oc- | 
tober, will include: Better Homes 
& Gardens, Family Circle, Farm | 
Journal, Good Housekeeping, 
Household, Ladies’ Home Journal, 
Modern Romance, Parents’ Mag- | 
azine, Progressive Farmer, Town | 
Journal, True Confessions, True) 
Story and Woman’s Day. 


7 leading Canadian cities! 


® Features to be stressed in the) 
advertising, in addition to “no 
sting or pain,” are its “non-toxic, 
greaseless and non-staining” char- 
acteristics. 

Additional pr and merchandising 
activities will be coordinated with 
the advertising program. 

Young & Rubicam is the agency. 


Three Join Barnes Chase 
Thomas Panages, former mer- 
chandising manager of Beaumont 
& Hohman, has been appointed 
San Francisco merchandising man- 
ager of Barnes Chase Co. Others 
joining the San Francisco office 
of the agency are James Short, 
formerly with Spring-Meyer & As- 
sociates, New York, art director, 
and Jean Pumphrey, formerly in 
the advertising department of 
Frigidaire Appliances division of 
General Motors, copywriter. 


Warehouse Brochure Available 

“The Modern Method of Distri- 
bution,” a booklet about the serv- one a 7 om 
ice provided by the public ware- = . he - es eee ee SE hla 
house, has been published. It is vote a3 (2 ES i . 
available without charge on letter- ' 
head request from American Ware- ie i 
housemen’s Assn., Room 1401, 222 
W. Adams St., Chicago. 


Nuclear Names Bondar A.M. 


YOU GET ACTION WHEN YOU ADVERTISE IN bed 


THE SOUTHAM NEWSPAPERS 7 


ly adver- fag 
incr eeaeine aes tens OTTAWA HAMILTON WINNIPEG CALGARY MEDICINE HAT EDMONTON VANCOUVER 
tronic Corp., Hicksville, N.Y., has Citizen Spectator Tribune Herald News Journal Province 


joined Nuclear Corp. of America, 
New York, manufacturer of elec- 
tronic and other technical equip- 
ment for hospitals, as advertising 
manager. It is a newly created post. 


Cresmer & Woodward Inc. (Can. Div.) a 
UNITED STATES REPRESENTATIVE New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta Pe 
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This Week in Washington... 


GM Balks at Using List Prices in Ads 


By Stanley E. Cohen 
Washington Ed@itor 

WASHINGTON, March 15—General | 
Motors President Harlow Curtice, 
who appeared before a Senate) 
commerce subcommittee studying | 
automobile marketing last week, 
deliberately scotched a golden op-| 
portunity to promote the sale of | 
safety belts. 

Under questioning by Sen. Strom 
Thurmond (D., S.C.) he made it| 
clear that GM isn’t pushing them. | 
“Research results are conflicting,” 
he said. “Some reports indicate 
they merely transfer the injury 
from one part of the body t 
another.” 

Committee members obviously 
were pleased with the attitude of 
the GM witnesses, who came armed 
with a new five-year dealer fran- 
chise contract eliminating many of 
the one-sided provisions which 
prompted the dealers to run to 
Congress for help. 

Mr. Curtice contended he had 
been compelled “with great reluct- 
ance” to authorize price packing 
since mid-1953 “so that dealers 
might be fully able to meet com-- 
petition at the local level.” 

But when Sen. A. S. Mike Mon- 
roney (D., Okla.) suggested that 
price packing could be stopped if 
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|manufacturers returned to the 
| practice of advertising the suggest- 
ed list price of their cars, the GM 
president backed away. 

“It would be a source of irrita- 
|tion to the dealers,” he insisted, 
|\“because of the divergence in 
| prices that are being quoted.” 

* ae 

Goose, Gander: Ford witnesses 
| denied the auto market was over- 
sold in 1955. And even if it was, 
| they figure there wasn’t anything 
| Ford could do about it. Ford’s exec 
|vp, Lewis D. Crusoe, pointed out 
| his company’s share of the market 
in 1955, down 
1.7%. 

“What would have happened if 
we had failed to produce what we 
did?” he demanded. “The answer is 
obvious: We would have abdicated 
our hard-won share of the market 
and donated a sizable bloc of our 
customers to our competitors.” 

Henry Ford II initially brushed 
away a suggestion by Sen. Monron- 
ey that Ford follow GM’s lead and 
appoint an exec vice president for 
dealer relations. When the idea 
was pressed, Mr. Ford finally 
cracked, “What’s good for General 
Motors, Senator, isn’t necessarily 
good for Ford.” 

a e « 

TV Probes Impend: This is the 
lull before the storm, so far as 
congressional investigations of tv 
networks are concerned. In mid- 
April, when Congress returns from 
its Easter holiday, networks will be 
called before the Senate commerce 
committee to answer charges that 
existing option time rules and 
“must buy” policies deprive nation- 
al spot advertisers of access to 
prime time. 

An even hotter fight will break 
out at the House judiciary anti- 
monopoly subcommittee. At pre- 
sent this subcommittee is bogged 
down in an investigation of the 
Civil Aeronautics Board, but it 
will soon turn to FCC. 

Subcommittee chairman Eman- 
uel Celler (D., N.Y.) is convinced 
FCC is “dominated” by big net- 
works. He’s already demonstrated 
the thoroughness of his prepara- 
tions by producing letters from 
FCC’s files showing that the com- 
mission approved the NBC-West- 
inghouse station swap despite 
warnings from anti-trust chief 
Stanley N. Barnes. 
| Mr. Celler’s basic argument is 
that regulatory agencies like CAB 
and FCC are promoting monopoly. 
|It’s a safe bet he will rake over 
FCC's network rules, in an effort 
|to demonstrate they hamper the 
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\. NORTH AMERICAN AIRLINES ~< 


LOCKHEED AIR TERMINAL / BURBANK, CALIFORNIA 


BIRTHDAY DEAL—This ad for North American Airlines appeared in 
Roll Call, controlled circulation newspaper distributed on Capitol 
Hill, and in Washington dailies. 


growth of new networks and in- 
dependent stations. 
- 7 + 

Non-Sked Slugger: North Amer- 
ican Airlines, non-certificated pio- 
neer of transcontinental aircoach 
service, appeared before the House 
judiciary anti-monopoly subcom- 
mittee, protesting that Civil Aero- 
nautics Board uses its regulatory 
powers “to banish new competi- 
tion” in the air travel field. It con- 
tended trans-ocean coach fares are 
twice as high as they ought to be, 
and domestic trunk line coach fares 
33% too high. 

Through adroit legal and pr 
maneuvers, North American has 
managed to survive, despite re- 
peated blows from the CAB and 
the courts. 

Latest example of North Amer- 
ican public relations ingenuity is 
a newspaper ad headed, “It’s Jun- 
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ior’s 10th birthday—let’s lock him 


| in the closet.” It ran in newspapers 
| here, and in Roll Call, a tabloid 


distributed free to all members of 
Congress and all employes of Con- 
gress. 

Regular airlines are so angry, 
they are finally giving serious con- 
sideration to a long-discussed ad- 
vertising campaign through Air 
Transport Assn., explaining to the 
public the advantages of sched- 
uled airlines. 

- © © 

Univac Bogs Down: With a bit of 
a blush, Census Bureau reports that 
major results from the 1954 Census 
of Manufactures finally are ready 
to be published, and that much of 
the most important material will 
become available between now and 
mid-year. 

This census is running about five 
months behind schedule, largely 
because Univac tabulations turned 
out to be more complicated than 
anyone anticipated. 

Univac proved more docile when 
it was put to work on the Census of 
Business, however, and the de- 
tailed results of that census are ap- 
pearing regularly. 


Harrison Radiator in Drive 

A special cartoon-type car air 
conditioning advertising program 
is being carried in newspapers in 
21 cities by Harrison Radiator di- 
vision of General Motors Corp. The 
campaign, which began this month, 
will run through July 4. The half 
page newspaper ads will tie in with 
the division’s national magazine 
advertising. D. P. Brother & Co., 
Detroit, is the agency. 


McCarthy Heads Wright 

Leo McCarthy has been elected 
president of E. T. Wright & Co., 
Rockland, Mass., manufacturer of 
Wright arch preserver shoes for 
men. Formerly exec vp of the com- 
pany, Mr. McCarthy succeeds the 
late James A. Munroe. Mr. McCar- 
thy, who began his career with 
Wright in 1913, also has been ad- 


vertising and sales promotion man- 
ager of the company. 


oven 
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Henry S. Blake, 68, 
President of Capper 


Publications, Dies 


TopeKA, March 13—Henry S. 
Blake, 68, president of Capper 
Publications, died March 11 of a 
heart attack while trimming brush 
at his suburban home. 

Mr. Blake succeeded to the Cap- 
per presidency by a vote of the 
board after the death in 1951 of 
Arthur Capper, former U.S. sen- 
ator and founder of the publishing 
empire. 

Joining Capper in 1920 as direc- 
tor of circulation, Mr. Blake served 
in that capacity for eight years, 
then was business manager until 
his promotion to general manager 
in 1937. He remained in this post 
until the death of Mr. Capper. 


® As president and publisher, Mr. 
Blake headed an organization with 
a combined circulation of more 
than 4,500,000 copies. The com- 
pany publishes the Topeka Daily 
Capital and the Kansas City Kan- 
san, dailies; Capper’s Weekly and 
Household, national magazines, and 
Capper’s Farmer, Kansas Farmer, 
Missourt Ruralist, Michigan Farm- 
er, Ohio Farmer, and Pennsylvania 
Farmer. 

Also part of the Capper opera- 
tions are stations WIBW and 
WIBW-TV, Topeka, and KCKN, 
Kansas City, Kan. 

Before becoming associated with 
Capper, Mr. Blake served in the 
circulation departments of several 
newspapers, including the Minne- 
apolis Tribune, Des Moines Regis- 
ter, Houston Post, St. Louis Post- 
Dispatch and the old Kansas City 
Journal-Post. 


# Born in Minneapolis, Mr. Blake 
began his newspaper career as a 
carrier boy. He attended the Uni- 
versity of Minnesota and while a 
student worked as a feporter for 
the Minneapolis Tribune, whose 
circulation department he joined 
after his graduation. 

One of about 15 longtime em- 
ployes of Capper who were award- 
ed control of the publishing com- 
pany upon Mr. Capper’s death, 
Mr. Blake was a principal bene- 
ficiary and sole executor under 
Mr. Capper’s will, which reported- 
ly has not been finally settled. 


ROBERT ROBERTSON 

Cuicaco, March 13—Robert Rob- 
ertson, 69, a specialist in outdoor 
advertising for more than 30 
years, died of a heart attack March 
9 in his home. Mr. Robertson, 
who was born in Kansas City, 
started his advertising career with 
General Outdoor Advertising Co. 
in that city. After five years with 
GOA, he moved to the old Lord & 
Thomas agency here, where he 
served as manager of the outdoor 
advertising department and man- 
ager of the merchandising depart- 
ment. 

He left the agency after eight 
years to serve as assistant to the 
president of Beatrice Foods Co. for 
two years before joining American 
Weekly. He worked for American 
Weekly for 17 years and was Chi- 
cago manager of the trade exten- 
sion division when he retired two 
years ago. 


WALTER MURTAGH 

St. ALBANS, VT., March 13— 
Walter Murtagh, 39, editor and 
general manager of the Daily Mes- 
senger, St. Albans, died March 11 
at the wheel of his automobile, 
presumably of a heart attack. 

Mr. Murtagh, a native of St. Al- 
bans, also served as consulting edi- 
tor of the Daily News, Burlington, 
and the Vermont Sunday News. 
He worked for the United Press, 
the Union-Leader, Manchester, 
N.H., and the New Hampshire 
Sunday News prior to joining the 
St. Albans daily in August, 1953. 
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WHY did 


The Washington Star 


publish a 
136 page edition 


on Luesday, hebruary 21? 


George Washington’s birthday (which fell on a Wednesday this year) is 
the nationally famous Bargain Day in The Nation’s Capital. 


Merchants all over the area open their stores for about five hours and treat 
the public to the hottest bargains of the year. It is an event that literally packs 
downtown Washington with eager and excited buyers. 


So how did merchants divide their advertising between The Washington 
Evening Star and Washington’s morning newspaper? 


The Tuesday Evening Star published 136 pages; the Tuesday morning 
paper published 76 pages. If you feel it would be proper to compare The 
Tuesday Evening Star with the W ednesday morning paper, the figures come 
out 136 pages for The Star and 64 pages for the morning paper. 


On the Tuesday in question, The Star ran 65,203 lines or 70.4% of total 
department store advertising for the day; the morning paper ran 15,123 lines 
or 16.3%. 


The figures show how highly Washington’s leading advertisers value the 
remarkable pulling power of The Star. They provide more proof of a point 
we've made again and again—that it is a family habit in Washington to shop 
the ads at home in The Washington Evening Star. That is why The Star 
published a 136 page edition on Tuesday, February 21, versus 76 pages for 
Washington’s morning newspaper. 


‘The Washington Star 


EVENING AND SUNDAY WASHINGTON, 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — los Angeles — San Francisco 


Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach. Florida 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


The gentiemen of the jury for The 
Advertising Award For 1955 found 
thernselves at an impasse. In select- 
ing the final winner they broke with 
precedent and selected two outstand- 
ing Chicago men. As it looked from 
the judges’ stand, Leo Burnett and 
Fairfax Cone ran a dead heat. To a 
man, the jurors were unwilling to 
cast a vote against either. So, flying 


they presented the award to both of 
them, on the theory that it couldn’t 
happen to two nicer guys. With 


.. 


which theory we heartily concur, 
and from experience. Back before we 
got so all-fired independent, we were 
a happy member of the Leo Burnett 
research staff. By coincidence, at 
this moment we are doing one of 
our all-revealing and comprehensive 
(adv’t.) fact-finding jobs for Mr. 
Cone on a grocery product. So we're 
particularly happy to add our con- 
gratulations for both of these men 
to those of the 425 admen present at 
the award dinner. 


x*k 


A staple food product of almost 
world-wide acceptance is the noodle. 
It can be very savory or somewhat 
less so, accordingly as the maker 
uses good materials and has noodle- 
know-how. One manufacturer of 
similar products who hadn’t pre- 
viously invaded the noodle market 


thought he might give the tasty rib- | Ludgin & Co.; Hays MacFarland, | *-afer deducting $11,903,585 for flood costs etc., 


bon a whirl thru his factory, but be- 
fore going too far he very wisely 
called in the Burgoyners to find out 
what potential there might be for a 
new brand. Panel studies in Spring- 
field, Rockford and Peoria showed 
that what with small loca! and large 
national competition, establishing a 
new brand would be a long and cost- 
ly process. The potential noodle- 
founder decided to pass up the idea 
and save his time and money. 


xx*«* 


The liver sausage known in the 
trade as braunschweiger and often 
enough to the customers as chicken 
liver (they should live so long as to 
get chicken livers at them prices!) 
is quite popular in grocery marts 
and is often a product of a local 
packer. A national operator in the 
meat trade decided to find out 
whether there was enough of a 
worthwhile market for a nation- 
wide brand name in the field. Bur- 
goyne ran panel tests in South Bend, 
Roanoke and Canton, discovered for 
the packer with great economy that 
his test-product (of very high qual- 
ity and flavor) would knock the ears 
off the local boys in sales. 

Why not let Burgoyne find out for 
you the sales potential of that prod- 
uct you've always wanted to make? 
Costs only a 3¢ stamp to find out 
how and why. 


FIRST NATIONAL BANK BLDG., CINCINNATI! 2, OHIO 
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LOOK-ALIKES—At left is a Storer Broadcasting Co. ad 
in the face of established custom, which appeared in the Broadcasting-Telecasting 
1955 Yearbook and the May 30, 1955, issue of Spon- 


— {Se ae 
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Chevrolet Forms Dealer 
| Advertising Council 

Chevrolet Motor division of Gen- 
|eral Motors Corp. has formed a 
dealer advertising council. The 
}council will be made up of one 
dealer from each of the company’s 
| 42 zones and will hold semi-annual 
| two-day meetings in Detroit to dis- 
cuss advertising problems with 
Chevrolet executives. 


The first one 
wet the surfa 


‘Rocket Circle’ Sells Olds 

The Oldsmobile division of Gen- 
jeral Motors Corp. is circulating 
| about a million copies of a new 
magazine, Rocket Circle, to own- 
ers of 1954 and 1955 Oldsmobiles 
and to some owners of competing 
cars. The magazine deals with 
everything from sports to home 
decorating. The sales pitch is “sub- 


—appeared in Canadian Broadcaster & Telescreen, ued. 


Feb. 2, 1956. The body copy in both ads is identical. 


22 Ad,PRMen Are 
Named to Committee | 
'to Promote Chicago | 


CuiIcaco, March 14—Twenty-one | 
top agency men and one pr man) 
will put their brains and know- 
how behind a campaign to boost 
Chicago to the rest of the world. 

The group, part of the All-Chi- 
cago Citizen’s Committee, has 
been appointed as a steering com- 
mittee by W. A. Patterson, presi-| 
dent of United Airlines and gen-| 
eral chairman of the larger group. | 

Co-chairmen of the steering 
committee are Leo Burnett, chair- 


| 


Co., and Fairfax M. Cone, presi- 
dent of Foote, Cone & Belding. 

® Other members of the steering | 
committee are Irving D. Auspitz, | 
vp, Weiss & Geller; William E.| 
Berchtold, vp, McCann-Erickson; 
Melvin Brorby, Needham, Louis & 
_Brorby; Reginald Carey, vp, 
|\Campbell-Ewald Co.; Will C. 
|Grant, president, Grant Advertis- 
ing; Henry H. Haupt, vp, Batten, 
Barton, Durstine & Osborn; Nathan 
E. Jacobs, Bozell & Jacobs; Ches- 
ter D. Kuttner, Kuttner & Kuttner; 
Earle Ludgin, chairman, Earle 


chairman, MacFarland, Aveyard & 
|Co.; Sterling E. Peacock, N. W. 
| Ayer & Son; J. R. Pershall, J. R. 
Pershall Co.; George Reeves, vp, J. | 
Walter Thompson Co.; John P. 
|Roche, Roche, Williams & Cleary; | 
|Morris B. Rotman, president, 
Harshe-Rotman (pr consultant); 
Frederick J. Wachter, vp, Erwin, | 
Wasey & Co.; John F. Whedon, vp, | 
Young & Rubicam; Philip M. 
White, president, Calkins & Hold- 
en; Martin Zitz, president, Henri, 
Hurst & McDonald, and Paul E. 
| Watson, Ruthrauff & Ryan. 
Mayor Richard J. Daley of Chi- | 
jcago termed the committee a 
|““representative of Chicago’s spir- | 
|itual, cultural, academic, civic, | 
| business, labor and industrial in- | 
| terest, with the purpose of ad- | 
vancing Chicago as an industrial, 
commercial, cultural and recrea- 
| tional center and heralding to the 
|outside world Chicago’s true char- 
| acter and the story of its people.” 


Ramsdell Advances Sheehy 


William W. Sheehy, formerly an 
account executive and copywriter 
of Lee Ramsdell & Co., Philadel- 
phia, has been named director of | 
the agency’s pharmaceutical divi- 
sion. He was with Sharp & Dohme | 
and Smith, Kline & French Labora- 
tories before joining Ramsdell. 


Roberts Joins Revlon as VP 

Alfred Roberts has joined Revlon | 
Inc., New York, as vp and general | 
manager of the company’s new 
drug division. For the past 24 
years, Mr. Roberts was executive | 


secretary of Block Drug Co. 


| Minnesota & Ontario Paper 


| *-Preliminary report. 


Earnings of Advertisers 
1955 Fiscal Year 


Sales 


Full Measure of 


Market Quality... 
Appleton, Wisconsin 


Earnings 
Earnings per share 
Company 1955 1954 1955 1955 1954 


Allegheny Ludlum Steel Home 


$*255,587,054 $ 170,056,405 $" 
Office 


19,356,850 
401,040,840 
309,254,261 
186,595,052 

31,226,090 

48,008,008 


165,210,359 
8,152,264 
77,516,878 


14,985,660 $ 4,246,083 $ 8.25 $ 2.30 

980,983 580,049 °4.74 2.80 
34,773,082 25,129,239 
57,982,747 39,909,850 
* 15,703,399 13,604,232 
1,354,468 1,157,659 
2,175,684 1,334,109 
830,743 756,110 
* 13,275,000 8,559,021 
48,851 %—533,320 
10,555,105 8,201,663 


Caterpillar Tractor Co. 

Chesapeake & Ohio RR . 

Container Corp. ....... #215,554,921 

Cook Paint & Varnish Co. 36,483,464 

Devoe & Raynolds Co. .. 52,928,753 

Dr. Pepper Co. ° 

Eaton Mfg. Co. 

Hat Corp. of America . 

Hooker Electrochemical Co. 94,182,144 

International Business Machines 
563,548,792 


Association 
for 
Lutherans a 


46,536,625 
16,655,658 
77,906,288 

1,287,112 


55,872,633 
23,511,183 
125,615,418 
* 2,417,836 


** 7,400,000 
* 18,276,751 
2,824,678 
2,771,648 
6,136,222 
6,002 
48,307,360 


461,350,278 
253,151,584 
423,642,404 


28 965.605 World's largest fraternal insurance 


company in terms of insurance in 
force. Operating in 40 states, local 
employment 400, a_ contributing 
factor to the high average family 
income of $6,055 and the $147,000,000 
annual spendable income of the 
Appleton - Neenah -Menasha, Wis. 
city zone market of 96,291 people 
. . . Wisconsin's 4th largest market 
95% coverage by the Post-Crescent, 
Wisconsin's Ist. newspaper in edi- 
torial content (133 column 6 day 
average) — Wisconsin's 2nd news- 
paper in advertising volume 


APPLETON PosT-CRESCENT 


Contact Ken E. Davis, Manager, Gen. Advertising 


Lamson & Sessions Co. * 38,045,045 
6,067,570 
19,911,929 
2,109,789 
2,042,435 
5,835,410 

9 —91,564 
40,343,791 


70,094, 366 
376,392,292 
28,367,618 * 
20,794,421 « 
24,341,939 
4,688,866 
€61,377,419 


Co. 
National Biscuit Co. .. 
Nekoosa Edwards Paper Co. * 34,368,724 
Norwich Pharmacal Co. * 24,826,726 
G. D. Searle & Co. ... 
Spencer Shoe Corp. 080, 
Sun Oil Ce. ......... + °663,748,355 
Union Bag & Paper 

Cor 


10,794,323 
69,622,665 
1,742,779 


105,502,849 
481,786,451 
29,604,404 


14,266,000 
79,227,256 


U.S. Shoe Corp. ...... 2,068,255 


*-Includes proceeds from sale of real estate and insurance amounting to 48¢ a share. 
©-Adjusted to give effect to 2-for-1 split in April, 1955. 

4-Approximately 99%, of Class B common and 93%, of Class A stock (earnings: 1955, $4.01; 
$2.45) were acquired by Merritt-Chapman & Scott Corp. at the close of 1955. 
*-Does not release sales figures. 

‘-Includes 31¢ non-recurring tax credit. 

o-Net Loss. 

and before depletion. 

*.Includes $360,000 tax credit applicable to prior years. 

/-Adjusted to reflect a 10% stock dividend in December, 1955. 

*-Adjusted to reflect a 3-for-1 stock split Dec. 31, 1955. 


—_—< 


“INDUSTRIAL MARKETING is a 
basic tool in our organization” 


“We rely on INDUSTRIAL MARKETING in our 
marketing organization for authoritative analysis of 
significant trends in industrial advertising and selling. 
It is our working guide to better marketing of our 


products.” 
says ROBERT H. BURDSALL 
Vice President & Manager/Market Development-Advertising 


Russell, Burdsall & Ward Bolt and Nut Co. 


niques, methods and developments of selling and 
advertising to business and industry—plus the 
556-page Annual Market Data & Directory Num- 
ber, June 25th. All for only $3. 


If you must make decisions on advertising and 
selling your products or service to business and 
industry, INDUSTRIAL MARKETING can be 
extremely helpful to you. A year’s trial includes 
a monthly copy bringing you all the latest tech- 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 


To: INDUSTRIAL MARKETING, 200 £. Illinois St., Chicago 11, Illinois 


= 
Nature of 
_Business___ 


i i ae: 


Company____ 


Street__ ae r 


City__ we OE 
[) $3 enclosed C Bill firm 


IM 1S A SISTER PUBLICATION OF ADVERTISING AGE AND ADVERTISING REQUIREMENTS 
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House Unit Gets 
P. 0. Arguments 
for Rate Boosts 


(Continued from Page 1) 
charged to the Post Office, they 
insisted the remaining “subsidy” 
items—including the special low 
second and third class rates for 
non-profit organizations—total no 
more than $30,000,000. 

With the completion of the de- 
partment’s presentation this week, 
the committee soon will begin 
hearing a long string of witnesses 
who are against the rate program. 

Much of the questioning was di- 
rected at the proposed 4¢ rate for 
first class letters—source of near- 
ly $300,000,000 of the revenue Mr. 
Summerfield is seeking. 


s Several committee members re- 
peatedly asked whether Mr. Sum- 
merfield wasn’t requiring users of 
first class to absorb part of the 
deficit which results from low sec- 
ond and third class rates. 

Finally Rep. Elford Cederberg 
(R., Mich.) burst out, “We can’t 
do anything about the deficit with- 
out increasing first class. Since 
75% of the cost is going to fall on 
business, I am not going to sit 
here and protect big business at 
the expense of the taxpayers.” 

Under the department’s pro- 
gram, the rate for the first ounce 
of letter mail goes from 3¢ to 4¢, 
airmail from 6¢ to 7¢ and the piece 
rate on bulk third class from 1%¢ 
to 2¢. 

The program includes a 30% 
increase for publishers’ second 
class in two successive 15% steps. 


a Mr. Summerfield produced let- 
ters from the Assn. of American 
Railroads and the Air Transport 
Assn. endorsing his position, and 
he introduced favorable statements 
from Preston Wolfe, publisher of 
the Columbus Dispatch, and Pal- 
mer Hoyt, publisher of the Denver 
Post. 

In his statement, Mr. Hoyt said 
his paper is prepared to pay high- 
er rates, but he specifically said 
he is not in a position to speak for 
magazines, in view of the more 
difficult problem faced by many of 
them. 

Mr. Summerfield illustrated his 
statement with 17 charts portray- 
ing the origin and dimension of the 
deficit. He argued that deficits are 
not unusual! in the department, but 
“oppressive deficits” are a phe- 
nomenon of the postwar years 
alone. In aggregate, he said, the 
deficit since 1945 has been $4.6 
billion. 

To justify its proposed increase 
in first class rates, it introduced a 
theory of “differential pricing.” 
Under this system, “preferred” 
classes of mails are assigned more 
than the amount of cost appor- 
tioned to them under the cost as- 
certainment system, and less pre- 
ferred classes of mail are relieved 
of a portion of these costs. 


a “Rate proposals submitted to 
Congress in the past have been 
challenged repeatedly due to the 
overemphasis on the pricing of 
postal services,” Mr. Summerfield 
pointed out. “Cost alone is not an 
acceptable basis for rate making. 
Cost ascertainment is a tool of 
management which should not be 
confused with rate ascertainment.” 

Deputy Postmaster General 


Maurice Stans, former president of | 
Alexander Grant & Co., Chicago | 
| difficult to understand why a pub- 


accountant, compared the plan 


with the workings of a packing 
company “where brisket is priced 
below the average per pound of the | 
entire steer, while the steak is 
priced above the average.” 

He proposed that second class 
be given a 50% discount from as- 
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FACTS & FIGURES—Shown here are four of the charts the Post 


Office Department has prepared 


in support of its plea for higher 


postal rates. 


certained cost and third class a 
25% discount. He said the loss can 
rightfully be shifted to first class, 
because this service receives pre- 
ferred handling and “ought to pay 
a larger portion of cost.” 

Mr. Summerfield rejected the 
suggestion that the Post Office 
need not break even since other 
federal agencies are not required 
to “break even.” 


s “Generally speaking, only a rel- 
atively small portion of the func- 
tions of other federal agencies are 
of measurable value as they apply 
to identifiable individuals or busi- 
nesses,” he argued. 

“When other departments do 
perform such services, they charge 
accordingly. The Post Office is 
unique only in that practically all 
its services are of measurable val- 
ue and are performed for identifi- 
able patrons.” 

“The thoughtful citizen must be 
wondering why we haven’t raised 
the rate in almost a quarter of a 
century. He knows that the nickel 
telephone call, the 10¢ loaf of 
bread and the 50¢ haircut are 
prices of a past era. And yet let- 
ter stamps are still 3¢.” 


s He acknowledged second class 
rates had been raised 30% since 
1945 and were producing $12,800,- 
000 additional revenue. But he 
pointed out that the $17,000,000 to 
be raised by the proposed 30% 
rate increase would be short of the 
$21,000,000 of extra “cost” which 
will be assigned to second class as 
a result of last year’s wage adjust- 
ments alone. 

Holding up a copy of The Sat- 
urday Evening Post, Mr. Summer- 
field said 59.1% of the total weight 
of all mail other than parcel post 
is from second class. 

“From a standpoint of manpow- 
er it is obvious that carrying mag- 
azines around a mailman’s route 
presents more of a problem than 
handling first class,” he said. 


s Turning to a 1932 copy of The 


Saturday Evening Post, he pointed 


out the price has gone from 5¢ 
to 15¢. 

“Apparently the public welfare 
suffered no setback from this price 
increase, since the circulation to- 
day is more than 4,500,000, com- 
pared with a circulation of about 
2,750,000 in 1932,” he declared. As 
a matter of further interest, he 
said, SEP advertising revenue in 


1932 was $22,000,000, while in 1955 | 
|it was $82,000,000. 


“Now I have no criticism of 
these figures,” he said, “but it is 


lication which has tripled its news- 


|stand price and has had almost a 


fourfold increase in advertising 
revenue should continue to receive 
postal service at 1932 rates.” (Sec- 
ond class rates were reduced after 
1932, so recent increases brought 


them to a point only 3% above the 
|1932 level.) 

“I strongly believe in the Amer- 
ican pricing system. This pricing 
| system has resulted in the highest 
per capita output that the world 
has ever known. The pricing pol- 
icies adopted by newspapers and 
magazines in their general business 
|dealings conform to that system. I 
do not believe—and never will— 
that a profit-motivated publisher 
who is turning out a good product 
cannot pay a fair price for the 
postal service he receives.” 

Turning to third class, Mr. Sum- 
merfield said he is mindful of the 
importance of advertising in the 
economy. “But this should not pre- 
clude a fair and reasonable rate 
for the services extended by the 
Post Office,” he said. 


® Direct mail advertising has 
shared in the phenomenal gains of 
all advertising, increasing 250% 
since 1946, he said, and the volume 
of third class has increased from 
six billion pieces in 1946 to 15 bil- 
lion this year. 

“There is no valid reason why 
the taxpayer should continue to 
subsidize the distribution of ad- 
vertisements,” he exclaimed. 


Bell Retires After 
25 Years as Heinz 
Advertising Head 


PitTssurGH, March 15—Franklin 
A. Bell is retiring as director of 
advertising of H. J. Heinz Co. af- 
ter 25 years as head of Heinz ad 
activities. 

Mr. Bell has been scheduled to 
retire in 1957, upon reaching 65, 
but he elected to retire one year 
earlier for reasons of health. 

“Franklin Bell’s departure from 
this organization is a personal loss 
for all of us,” said H. J. Heinz II, 
president of the company. “As 
head of our many advertising ac- 
tivities, Mr. Bell established a 
|standard of performance which 
will endure for many years to 
| come, through its own recognized 
excellence and through the Heinz 
personnel he trained.” 


® March 31 will be the effective 
date of Mr. Bell’s retirement as 
a board director and as advertising 
director. 

From 1921 to 1925, Mr. Bell was 
ad manager of Sun Maid Raisin 
Growers of California. From 1925 
| to 1927 he was manager of the San 
Francisco office of Lord & Thomas. 
For a year before joining Heinz, he 
was an account executive in the 
Philadelphia headquarters of N. 
W. Ayer & Son. He joined Heinz 
on Nov. 26, 1928, as advertising 
manager. 

He was named advertising di- 
rector and a member of the board 
of directors in 1943. 


Agencies View 
KSON ‘Discount’ 
as Local Tactic 


(Continued from Page 1) 
traditional method of agency com- 
pensation. 


® For one thing, he said, KSON’s 
new policy of allowing agencies 
discounts, instead of paying them 
commissions, applies gonily to ac- 
counts sold on a local rate—not to 
|agencies handling national ac- 
counts. 

| “Our formal notification said 
very clearly that it was addressed 
to San Diego county advertising 
agencies and _ concerned local 
rates,” he told ADVERTISING AGE. 
“Our problem has been at the local 
or regional level...” 

KSON’s national rate card, dat- 
ed Feb. 1, is still in full force and 
effect, he added. 

The new system does, however, 
apply to any national or out-of- 
town agency handling retail ac- 
counts on KSON’s retail rate, Mr. 
Rabell explained. 

As to the general implications of 
the station’s policy change, Mr. 
Rabell called it an attempt to 
“separate the wheat from the 
chaff.” He insisted: “This move is 
not, repeat not, an attack on the 
agency commission system. It is 
a matter of clarifying the agency 
commission system.” 


® Other agency and media people 
seemed to agree with him. Norman 
Barnes, president of Barnes Chase 
Co., San Diego, a Four A’s mem- 
ber, had this comment: 

“I don’t see that it makes any 
difference in agency relations, ex- 
cept that KSON has now decided 
it is going to deal credit-wise with 
each agency individually, rather 
than rely on any possibility of 
group information. It seems to me 
that credit is the only thing in- 
volved...” 

Douglas Anderson, head of 
Anderson-McConnell Advertising, 
Hollywood, and president of the 
Southern California Advertising 
Agencies Assn., told AA he had 
not studied the KSON notice. But 
he added that some stations in Los 
Angeles pay 15% to “announcers, 
friends of the boss and used car 
salesmen,” and that if what KSON 
is doing will curtail this sort of 
action, he is in favor of it. 

Henry Mayers, president of 
Mayers Co., Los Angeles, said sim- 
ilarly that “out here where the 
business is so plagued with one- 
man _ vest-pocket agencies” the 
KSON action could be an effort 
to tighten up on them. 


= However, Mr. Mayers observed 
that the KSON statement does 
seem to evade the question of 
whether the station would pay the 
discount to an advertiser meeting 
its conditions. He suggested that 
agencies should check with KSON 
to determine if it is giving dis- 
counts directly to advertisers. 

From the media side, there was 
qualified approval from radio sta- 
tion KSDO, San Diego, which like 
KSON is an independent. Wilson 
Edwards, general manager of the 
station, told AA: 

“All agencies and media recog- 
nize that there is a problem in 
local communities from the stand- 
point of some agencies meeting 
their bills—and I want to empha- 
size that I’m talking about a very 
few agencies. 

“This may or may not be the 
solution, but everybody recognizes 
that there are cases where some- 
thing has to be done.” 


® Strongest and most general en- 
dorsement of the new KSON com- 
pensation scheme came from Nor- 


bh ae: 


man W. Tolle, president of Tolle 
Co., San Diego agency. 

“IT think the KSON move is 
completely reasonable,” he said. 
“If I were a media owner, I 
would adopt a similar policy; in 
fact, I would have done so a long 
time ago. 

“Ultimately,” Mr. Tolle argued, 
“advertising agencies are going to 
have to step up to the role of pro- 
fessionals and eliminate commis- 
sions. Any system that comes un- 
der attack as repeatedly as has the 
commission system over the years 
must have something inherently 
wrong with it. 

“IT think the agency serves best 
when it functions as a professional 
and charges a fee.” 


® Having said this, Mr. Tolle add- 
ed his impression that the KSON 
policy thus far has merely changed 
the name from “commission” to 
“discount.” The agency head also 
took issue with KSON’s new pol- 
icy at one point—where it limited 
the standard 2% cash discount to 
payments “postmarked on or be- 
fore the 10th of the month follow- 
ing billing.” 

“Media billing is such that it is 
impossible to get out agency bills 
before the 7th or 8th,” Mr. Tolle 
declared. “Thus, KSON in effect 
is asking an agency tc finance a 
client in a 10th-of-the-month pay- 
ment. 

“KSON is assuming that all 
agencies are unethical and is en- 
couraging unethical activit y— 
namely, an agency’s pocketing the 
2% cash discount.” 

So far, the strongest criticism 
of KSON’s “discount” approach 
has come from New York, where 
Frederic R. Gamble, president of 
the Four A’s, took issue on two 
points—a paragraph of the sta- 
tion’s “notice” which made adver- 
tisers “fully responsible for all 
obligations in the event of default 
in payment by the agency,” and 
another clause in which the policy 
change was explained as being 
due, in part to “certain court de- 
cisions.” 


s Mr. Gamble’s statement ran as 
follows: 

“Copyright AAAA order blanks 
continue to make the advertising 
agency solely liable for payments. 

“The reason for this is to relieve 
the advertiser of double liability. 
Otherwise, if the advertiser paid 
the agency but the agency failed 
to pay media, the advertiser would 
have to pay twice. 

“Paragraph 6 on KSON’s state- 
ment, indicating that the advertis- 
er has double liability, might be a 
serious deterrent to advertising. 


s “As to ‘certain court decisions,’ 
what do they refer to? 

“If KSON means the recent 
statement of the anti-trust action 
with respect to Four A's, this was 
not a decision by the court, but an 
adjustment negotiated by attorneys 
of AAAA and of the Department 
of Justice. And there is nothing in 
the judgment to require any 
change in any medium’s arrange- 
ment with individual agencies. 
The judgment does not relate to 
the individual arrangement be- 
tween media and agencies.” 


AA Reassigns Moskowitz: 
Adds Three to Edii Staff 

Milton Moskowitz, of the New 
York editorial staff of ADVERTISING 
AcE, has been named international 
editor of the publication, a new 
post. He will be succeeded on the 
New York news staff by William 
G. Kerr, formerly wiih the New 
York Herald-Tribune. 

Jack Lane, Chicago editor of 
Electrical Merchandising, and pre- 
viously with Tide, will join the AA 
editorial staff in Chicago April 1, 
as associate editor in charge of 
special projects. John S. Lynch, 
formerly editorial associate on the 
Journal of Housing, has been ad- 


ded to the Chicago news staff. 
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Ads Chronicle Capital Airlines’ 
Takeoff into Jet Era-and Sell Fares 


(Continued from Page 2) 
a net income of $4,135,753 ($4.55 a 
share on 909,559 shares). 

But $4,000,000 of the 1955 income 
was a non-recurring item. It re- 
sulted chiefly from the sale of 
piston-engine aircraft, which have 
been displaced as a result of the 
purchase of 60 jet-prop Viscounts. 


8 With the two victories at CAB 
late in 1955, Capital and its backers 
see unlimited opportunity ahead. 


Where Capital’s maximum poten-| 


tial on East-West flights (in the 
heavily industrialized Washington- 


Chicago-New York triangle) had} 


been 5,052 passengers daily, or 
$93,272 in fares, its new East-West 
potential is 10,053 passengers daily, 
or $251,076. On North-South routes, 
where Capital will become a major 
contender for the first time, the 
potential goes from 437 passengers 
and $15,112 a day to 4,189 pas- 
sengers and $103,125 a day. 

Competitors already have had a 
taste of what to expect. Both of 
1955’s big developments represent- 
ed the culmination of energetic ef- 
forts by a new management, under 
J. H. (Slim) Carmichael, which 
took over the airline during a fi- 
nancial crisis in 1947. 

When the first Viscounts began 
arriving last summer, Capital was 
prepared with a step-by-step ex- 
pansion program running through 
1956 and 1957, exploiting the new 
opportunities coming its way. 


® Capital’s first move was on the 
Washington-Chicago route. Here it 
was getting only 17% of the traffic, 
in competition with American, 
TWA and United. 

As rapidly as planes became 
available, Capital added Viscount 
flights, until it topped each of the 
competitors with six non-stop 
flights daily each way. Along with 
a build-up of service was a care- 
fully coordinated advertising cam- 
paign hammering home the com- 
fort, speed and frequency of the 
service. 

By early 1956, Capital was get- 
ting 60% of the traffic on this 
route, and the big transcontinental 
carriers tacitly acknowledged its 
leadership by pulling off some of 
their flights. 

Because it is a short and med- 
ium haul airline (the average 
ticket sale is less than $18), Capi- 
tal’s success depends to a great 
degree on the effectiveness of its 
advertising. 


s “Out of our inheritance as a 
short haul carrier came things not 
pleasant to behold,” says James W. 
Austin, vp for sales and traffic. 
One of these was 
the equipment 
problem. Faced 
with competition 
from ___ transcon- 
tinental carriers 
flying the most 
modern and jux- 
urious planes, 
Capital had been 
compelled to use 
costly Consteila- 
tions on many of 
its routes, on 
short hauls that were uneconomic 
for the plane. 

The nature and mission of its 
advertising also were determined 
by the difficult competitive posi- 
tion it occupied. 

“Unlike the bigger carriers, we 
couldn’t afford personal selling,” 
says Mr. Austin. “If I bought a man 
a drink to sell him a ticket from 
Pittsburgh to New York, that 
would consume the whole profit on 
the sale.” 


James Austin 


® Nor could Capital's advertising 
philosophize about the rooftops of 
Paris. “All we have to sell is serv- 
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| ice to Pittsburgh, or some place 
| equally unromantic,” he says. “So 
|in our case, the answer was high 
| visibility, high frequency newspa- 
per advertising, telling the story of 
| our service over and over again to 
|establish identity.” 
| In 1955, when it faced the prob- 


lem of selling U.S. travelers on the 
Viscount, Capital put $1,650,000 in- | 
to advertising, well over $1,000,000 | 
of it directly into the campaign to 
| introduce the plane. 

This year, with Capital system- 
atically opening up new service and 
|routes, ad expenditures have been 
tentatively fixed at about $3,000,- 
000 and they may go higher. 


® Capital’s ancestry traces back to 
Clifford Ball Airlines, which flew 
single-engine Waco biplanes on 
the Pittsburgh-Cleveland airmail 
route in 1927. By 1933, then known 
as Pennsylvania Airline, its fleet 
of Ford tri-motors was carrying 
12,600 passengers about a mil- 
lion passenger miles. Pennsylvania 
Central Airlines, Capital’s immedi- 
ate predecessor, was organized in 
a merger in 1936. It was operating 
about 48 aircraft and flying about 
350,000,000 passenger miles at the 
time it became Capital in 1948. 
Like his predecessors, Slim Car- 
michael was hopeful that CAB 
would eventually eliminate the 
maze of route restrictions which | 
kept Capital from competing ef- 


UNT 


WORLD'S frest 
TERSO PROF AlmUNER 


VISCO 


PRIMES 


MOST FREQUENT SERVICE 
NO FASTER WAY 


LOWEST FARE!* 
“VISCOUNT 


CHICAGO 


SERVICE STRESS—The newspaper ad 


at left ran in mid-1955 to intro- 


duce the Viscount. Follow-up ads like the one at right stressed 
service, speed and low fares. 


change,” source of perhaps 30% of| 
its business, was developed. Adver- 
tising expenses went from $400,000 
in 1947 to $800,000 in 1948 and| 
$1,000,000 by 1949. 


= By 1955, when Capital spent $1,-| 
650,000, it was using 130 news- 
papers in 77 cities and radio and} 
tv morning news and saturation | 
spots in eight to 10 key markets. 
In addition it was running color 


WASHINGTON, March 13—When 
Capital Airiines decided in June, 
1954, to bet its future on the 
British-built turbine-powered Vis- 
count, Capital’s advertising and 
sales people already were well 
along on the job of planning their 
campaign to introduce the Viscount 
to the traveling public. 

With the very life of the airline 
at stake, Capital faced the job of 
selling Americans on the idea of 
flying in a British airplane. More- 
over, the Viscount was something 
new—the first plane in commer- 
cial aviation here substituting “jet- 
prop” power for the familiar 
piston-engine. 


s In this situation, Capital drew 
on its resources to the utmost, ulti- 
mately providing roughly $1,200,- 


Quiet British Plane Gets Noisy U.S. Ad Debut 


000 for promotions directly related 
to the Viscount. Through ingenious 
tie-ins with suppliers and others, 
an estimated $500,000 worth of 
additional support was marshaled 
to back up Capital’s own promo- 
tion. 

When Viscount was ready to go 
into service, Capital staged a mam- 
moth christening at its headquar- 
ters at Washington National Air- 
port. Before the British ambassa- 
dor, Sir Roger Makin, and Vickers- 
Armstrong’s chairman, Sir Ronald 
Weeks, Mrs. Richard Nixon chris- 
tened the first plane. 

Mr. Nixon predicted the pur- 
chase of the Viscount would bene- 
fit all aviation—including the 
plane manufacturers in his native 
state of California who had lost 
out on the business. 


fectively. But in the face of a $3,- 
000,000 loss, which wiped out sur- 
pluses that had accrued during 
World War II, Capital’s new pilot, 
when he took over the controls in 
1947, decided to retrench for the 
moment and do the best he could 
with what was available. 


® Mr. Carmichael came up with 
| the company, starting as a pilot at 
| 27. With the merger of 1936, he was 
PCA’s chief pilot, then operations 
|manager, vp for operations and 
finally exec. vp. | 

As Mr. Carmichael’s vp for sales | 
and traffic, the newly-hired James | 
Austin got a free hand. He brought | 
in Joel Daniels as advertising man- 
ager and John Andersen for the 
newly created job of sales promo- 
tion manager. 

One of his first decisions was to 
bring the advertising account back 
to Washington, where Capital has 
its headquarters. After resting | 
briefly in New York, Capital’s ac- 
count was returned to the Lewis 
Edwin Ryan agency, which had 
handled the account in 11 of the 
past 12 years. 

Though Mr. Carmichael was 
swinging the economy ax, chopping 
Capital’s staff by 30%, Mr. Austin 
was allowed to spend where he felt 
it would do the most good. Cap- 
ital’s contacts with travel agencies 
were built up. “Inter-line ex- 


page schedules in Business Week, 
Newsweek, The New Yorker, Time 
and U. S. News & World Report. 

Because it serves so many in- 
dustrial cities, Capital is acutely 
aware of the importance of busi- 
ness travel. Besides the news 
weeklies which reach business 
men, its campaign to introduce the 
Viscount included a_ substantial 
schedule of business papers, par- 
ticularly those reaching advertis- 
ing, travel, aviation and financial 
groups. Capital ads regularly run 
in such publications as Chamber of 
Commerce periodicals, Forbes, Ap- 
VERTISING AGE and Sales Manage- 
ment, and the airline also uses 
outdoor advertising in all its key 
markets. 

Capital’s newspaper advertising 
strategy calls for high visibility ads 
on key days of the week. On prac- 
tically all ads under 450 lines, full 
position is paid. 


s Newspaper ads always are 
straight merchandising—with spe- 
cific destinations and flying time. 
Magazine ads are _ institutional, 
with copy theme changed twice a 
year. 

Capital’s advertising staff, to- 
gether with a group from the Ryan 
agency, headed by Sam Hunsaker, 
account executive, have been “pre- 
fabricating” promotion packages 


for the string of specially-tailored 


local campaigns which will run 
this spring as Capital begins to 
exploit the new route privileges 
which recently have become avail- 
able. 

Typical of Capital’s method is 
the “package” developed to cap- 
ture the Chicago market. Two 
weeks prior to the introduction of 
service, Capital was running 1,200 
lines proclaiming the jet-prop Vis- 
count as “a new concept in flight.” 
Subsequent 1,200-line ads were 
used the week service was intro- 
duced, with 450 and 249-line ads 
three times a week thereafter. Each 
time a new flight was added, Cap- 
ital blossomed out with 1,200-line 
spreads pointing up the speed, lux- 
ury and frequency of non-stop 
Viscount service. 


= Capital’s smaller ads generally 
carry the Rolls Royce shield em- 
blem inserted in the border—a low 
pressure effort to associate Vis- 
count with that  high-prestige 
name. 

From the standpoint of both op- 
erating and sales people respon- 
sible for putting over the 100% 
increase in business in the next two 
years, Capital’s new “privileges” 
represent a gigantic assignment. 
Each route represents a_ special 
problem, with individual competi- 
tive factors and operational handi- 
caps. 

Schedules must be developed to 
provide maximum utilization of 
planes, while—at the same time— 
matching or exceeding the best 
schedules offered by competitors. 

“In each instance,” says Mr. 
Austin, “we are isolating our 


problem, measuring the competi- | 


tion and working out a plan for 
improving our service on that 
route.” 

As a first step, Capital is con- 
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| centrating on the “super-markets,” 
|particularly New York, where 
|Capital has just acquired unusually 
good non-stop flight “privileges.” 


= Capital also has its eye on Phil- 

|adelphia, and its plans call for a 
| substantial increase in flights orig- 
|inating there, so that Philadelphia 
will soon become a major Capital 
terminal. 

As it sets out to increase the to- 
tal number of passengers handled 
from 2,570,000 in 1955 to perhaps 
4,000,000 this year, Capital is keep- 
ing its advertising budget flexible. 
Mr. Austin knows he can have be- 
tween $2,000,000 and $3,000,000. 
But there is to be a reappraisal in 
June to determine whether this 
estimate will do the job. 

He anticipates that Capital will 
be spending about 4% of its income 
on advertising. While this is less 
than some of the major transcon- 
tinental carriers, it is a larger per- 
centage than most air carriers are 
spending. 

When the new management be- 
gan digging its way out from the 
financial difficulties of 1948, one 
of its first innovations was night 
coach service, “to change a 16-hour 
sales day to a 24-hour sales day.” 
Soon afterward, Capital again 
captured nationwide publicity by 
introducing “mystery vacation” 
flights. 


= Though it was the first domestic 
airline to offer coach service, Cap- 
ital continues to stay clear of day 
coach flights now being promoted 
by bigger carriers. “On long haul,” 
Carmichael says, “day coach can 
generate lots of new business.” For 
Capital, however, coach service is 
merely a way of getting more use 
from its equipment. 

“A short haul airline running 
coach flights at convenient hours 
competes chiefly with itself, since 
the differential between first class 
fare and coach on short haul is so 
small,” Mr. Austin declared. 

Capital’s decision to buy British- 
built Viscounts in mid-1954 was 
one of aviation’s most daring gam- 
bles. Besides being a foreign-built 
plane, Viscount was the first in the 
U. S. to abandon piston-engines 
and enter the jet age. 

When Mr. Carmichael took over, 
Capital’s fleet was mostly DC-3s 
and DC-4s, with a dozen Constella- 
tions to meet the competition 
where necessary. 


= Capital’s management listened 
intently to trade gossip, searching 
anxiously for a plane flexible 
enough for short as well as medi- 
um and long haul; fast and dra- 
matic enough so that Capital could 
match the glamor of the DC-7s 
used by the long haul carriers. 
The Viscount, which could cruise 
at 335 miles per hour, and operate 
comfortably on 500-mile hops, 
|seemed particularly promising. 

In the spring of 1954, Capital 
executives, flying incognito on 
newly acquired Viscounts of Brit- 
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DELIVERY—Sir Ronald Weeks (left), chairman of Vickers-Armstrong, 
turns over the first Viscount to J. P. (Slim) Carmichael, president 
of Capital Airlines. 
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ADVANTAGES—Magazine ads picture the comfort and convenience 


of traveling by Capital Airlines’ Viscount. 


The ad on the left 


appeared in mid-1955 in national, aviation, advertising, finance, 


travel and chamber of commerce 


publications. The ad on the right 


was used in February, 1956, in advertising, travel and chamber of 


commerce 


ish European Airways, decided 
this was the answer. In June Mr. 
Carmichael revealed the scope of 
the enterprise: immediate pur- 
chase of 30 Viscounts, with options 
on 60 more. At stake was roughly 
$68 million in a deal which, when 
completed, would make Capital 
virtually an all-jet-prop airline. 
After months of in-flight testing, 
Capital is confident the “gamble” 
is paying off. 


® Indicative of public acceptance, 
the figures show that Viscount 
payloads now average about 80%, 
compared with 55% on the re- 
mainder of the system. Capital re- 
ports operating costs have been 
“even lower than anticipated.” 

Mr. Austin says he is acutely 
aware of the fact that the total 
number of air travelers in 1955 ap- 
pears to have been about 8,000,000 
individuals, who made 35,000,000 
flights. 

Capital’s current magazine ads 
are trying to do something about 
this. Addressed “to the man who 
has never flown,” a typical ad 
says: “Let the Viscount be your 
introduction to air travel.” 

According to Mr. Austin, sur- 
veys of Washington-Chicago traf- 
fic indicate that roughly 20% of 
the business Capital is attracting 
consists of individuals who have 
never flown before. 


s Even now, as it faces the monu- 
mental job of using the “priv- 
ileges” it has just acquired, Capital 
is before the Civil Aeronautics 
Board battling to open up even 
broader horizons. In the Bos- 
ton-New York-Miami case, trade 
sources give Capital only “an out- 
side chance.” But in the Great 
Lakes-Miami case, and perhaps al- 
so the New York-San Juan case 
(just getting under way), Capital 
may emerge as a major contender. 

“With the Viscount, 
forced other airlines to move into 
the jet age,” Mr. Austin says. 
“But we have the planes now, and 
we have a three to five-year lead.” 


Boland Ltd. Names Combs 

Ralph S. Combs has been ap- 
pointed account manager of Bo- 
land Associates Ltd., Honolulu, 
subsidiary of Boland Associates, 
San Francisco. For the past three 
years Mr. Combs has been adver- 
tising manager of the chemical 
department of Kaiser Aluminum & 
Chemical Corp. Before that he was 
an account executive of Bozell & 
Jacobs, Seattle, and a vp of Sidney 
Garfield & Associates, San Fran- 
cisco. 


Transitads Names James 
Charles James, formerly a copy 
director at Owen & Chappell, New 
York, has been appointed sales 
promotion manager of National 
Transitads Inc., New York. 


magazines. 


Two Chains Hit 
Back at FTC on 
Ad Allowances 


(Continued from Page 3) 
tional right to engage in arms- 
length bargaining with its sup- 
pliers. “The commission,” the firm 
said, “has no general authority to 
compel competitors to a common 
level, to interfere with ordinary 
business methods or prescribe ar- 
bitrary standards.” 


NEW AD ALLOWANCE 
CASE: UNITED CIGAR 
WasHINGTON, March 13—The 
Federal Trade Commission 
charged today that United Cigar- 
Whelan Stores Corp. and its ad- 
vertising agency solicited illegal 
advertising allowances from sup- 
pliers who were asked to partici- 
pate in Whelan’s tv programs. 
The commission’s complaint. 
against United Cigar-Whelan, and 
Products Advertising Corp., its | 
wholly-owned subsidiary and ad-| 
vertising agency, said 57 suppliers | 


(Continued from Page 3) 
mation, a greater trend toward 
suburban living and shopping and 
continued emphasis on religion and 
cultural activity. 

“Tremendous shifts are taking 
place in media as television gets 
ready to make the final step to 
color,” Mr. Belding declared. 
“In magazine advertising double 
trucks, almost non-existent 10 
years ago, are commonplace today. 
Full pages in newspapers, rare 10 
years ago, are prolific today.” 


= Gustav L. Nordstrom, executive 


that the new packages shown this 
year “clearly indicate the consum- 
er buying shift to self service and 
self selection. 

“A majority of the cartons were 
obviously designed and engineered 
for colorful display, impulse buy- 
ing and convenient carrying by 
purchasers,” he said. 

Norman F. Greenway, New 
York, president of the association, 
told the 250 members that the fold- 
ing box industry “is well on its 
way to becoming a billion dollar 
industry.” 


s In the 11th annual carton contest 
of the association awards were 
made for the 100 best cartons on 
the basis of technical quality, prod- 
|uct protection, display and mer- 
|chandising value and structural 
| style, with the top cartons chosen 
| from a record breaking total of 7,- 
|027 entries. 

The Robert Gair Co., New York, 
won three first prizes, the largest 
| number won by any company. Gair 
|won top prizes in the multi-color 
| letterpress class with a Kaopectate 
carton for the Upjohn Co.; gravure 
‘division with an Old Grand-Dad 
‘carton for National Distillers Prod- 
ucts Corp., and the hardware divi- 
sion with a carton for Bissell Car- 
pet Sweeper Co. 

Other classifications, first award 
winners, their customers and the 


secretary of the association, said | 


Advertising in U.S. Will Reach 
$16 Billion by ‘65, Belding Predicts ‘wood Working’ Ad 


products were: 


One and two-color letterpress: Morris 
Paper Mills, Mico Photo Products Co. 

Lithography: The Lord Baltimore Press 
Inc., Spinnerin Yarn Co. (Spinnerin Sock 
Pak). 

Superiority of construction: Coates 
Board & Carton Co., Personal Products 


| Corp. (Modess ‘“‘V” form sanitary belt). 


Potential new volume use: Old Domin- 
ion Box Co., M, Lowenstein & Sons (Ever- 
pleat and Quint-pleat skirts). 

Medicinal products: The Richardson 
Taylor-Globe Corp., Ortho Pharmaceutical 
Corp. (Delfen vaginal cream). 

Cosmetics & personal accessories: Coates 
Board & Carton Co., Personal Products 
Corp., (Modess “V" form sanitary belt). 
Container Corp. of America, John Hudson 
Moore Co. (Sportsman shaving lotion & 
cologne). 

Soap: Robertson Paper Box Co., Lever 
Bros. Co. (Lux toilet soap dispenser). 

Food: Fleishhacker Paper Box Co., 
Spice Island Co. (Spice Islands herb 


| shelf), The Lord Baltimore Press Inc., 


Pepperidge Farm Inc. (Pepperidge Bor- 
deaux & Venice cookies). 

Bakery Products: Morris Paper Mills, 
Stop & Shop. 

Confections: National Folding Box Co., 
New England Confectionery Co. (Necco 
candies families). 

Tobacce: Container Corp. of America 
and Crowell Carton Co., DWG Cigar Corp. 
(R. G. Dun cigars). 

Textiles & wearing apparel: M. Lowen- 
stein & Sons (Ever-pleat & Quint-pleat 
skirts). 

Retail boxes: Andre Paper Box Co., 
Bullock & Jones Co. (Bullock & Jones). 

Beverages: National Folding Box Co., 
Joseph E. Seagram & Sons Inc. (Sea- 
gram’'s ancient bottle gin). 

Carriers: Cornell Paperboard Products 
Co., Ray Washburn (milk carrier). 

Toys & sporting goods: Rochester Fold- 
ing Box Co., Eastman Kodak Co. (Brown- 
ie holiday flash outfit). 

Royal Paper Box Co., Ungar Electric Tools 
Inc. (Snippy electric scissors). 

Paper products: Crowell Carton Co., 
Dow Chemical Co. (Saran wrap). 

Display containers: Fleishhacker Paper 
Box Co., Spice Islands Co. (Spice Islands 
herb shelf). 

Robertson Paper Box Co., Lever Brothers 
Co. (Lux toilet soap dispenser). 

Miscellaneous: Waldorf Paper Products 
Co., Pillsbury Mills (Pillsbury cake dis- 
plays). 


Hardesty Leaves Kroger 


i 
| 


Walker-Turner Runs 


Catalog as 32-Page 


PLAINFIELD, N.J., March 14—The 
Walker-Turner division of Kear- 
ney & Trecker Corp. has placed a 
32-page ad in the March issue of 
Wood Working Digest, Wheaton, 
Ill. 

The ad is said to be the largest 
ever run in a woodworking publi- 
cation. 

Printed on green-tinted stock, 
the insert, prepared by Wilson, 
Haight, Welch & Grover. New 
York, is actually a catalog of 
Walker-Turner’s line of light- 
heavyweight machine tools. 


se W. J. Antener, ad manager of 
Walker-Turner, says the ad’s ap- 
pearance in Wood Working Digest 
is only the beginning of its use. 
Reprints will be offered to dis- 
tributors and imprinted for dis- 
tribution as a mailing piece. 
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R. D. Hardesty has resigned as 
a merchandising research execu-| 
tive of Kroger Co., Cincinnati. He 
has not announced his plans. 


TELEVISION CO-SPONSOR 
OPPORTUNITY 


Alternate-week co-sponsorship 
“Science Fiction Theatre’’ avail- 
able now with Olympia Beer in 
following markets: Chico, Eureka, 
Santa Barbara, Sacramento, San 
Diego, Seattle, Spokane, Anchor- 
age, Fairbanks, Juneau and Twin 
Falls. Excellent time periods un- 
der contract. 


Botsford, Constantine 
& Gardner 


1400 Tower Building, Seattle 
EL 3523 


we have} 


paid an aggregate of $363,000 in 
1954 “for inclusion in the com- 
mercials” on “Whelan’s Play- 
house,” “Whelan’s Film Play- 
house,” or “Whelan’s Cavalcade 
of Stars.” 


« FTC said many of these sup- 
pliers, including four which were 
specifically cited in the complaint, 
failed to give proportionately equal 
treatment to other customers. 

The four suppliers named in the 
FTC complaint were: Bymart- 
Tintair Inc. and Serutan Co., both 
of Newark; Johnson & Johnson, 
Brunswick, N. J., and Anahist Co., 
Yonkers. FTC said these four paid 
Whelan a total of $38,000 in 1954. 


Coulter to ‘Blue Book’ 

Walter Coulter has been appoint- 
ed to represent MacRae’s Blue 
Book in the Cleveland and north- 
east Ohio area. Mr. Coulter, for- 
merly director of advertising of 
the Cleveland Engineering Society, 
will work with Glenn Ulfers, re- 


| gional manager. 


QUIPMENT Drauer 


eld @ FOREMOST 


ALONE Provides This 
“INTER-LOCKED MARKET” 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-GAS EQUIPMENT © APPLIANCES 
See SRDS - Our 10th Year 
ee 


Fifty Million 
from an investment of 


$400,000 


NEW ORLEANS, La., Feb. 13—At a conference today, Carl 


Mabry, President of MPA Film Production Studios in New 


Orleans, stated that the recent theatre study of Sindlinger & Co. 
reveals that theatre audiences double during the summer 
months mainly from the opening of Drive-In theatres. He went 
on to say that for $400,000.00 including the cost of one-minute 
film commercials in natural color, a national advertiser can now 
demonstrate before and talk to a captive motion picture theatre 
audience of 50,000,000 people per week of which approximately 
one-half are family-groups found in Drive-In theatres. He stated 
that Drive-In theatres are not only favorite places of amuse- 
ment for family-groups, but are food and drink points of pur- 
chase where the volume of sales run into the millions each week. 


Any Agency, Mabry points out, can move quickly to control 
use of natural color film commercials in motion picture theatres 
this summer. MPA Film Production Studios in New Orleans 
are fully equipped to produce any type of natural color films. - 
Showings can be scheduled coast to coast or sectionally. MPA, 
New Orleans, said Mabry, invites inquiries from Agencies on 
the basis that the first inquiry for each classification of product 
will be given preference. Address Motion Picture Advertising 
Service Company, New Orleans. 
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yecte “All we have to sell is serv-| were built up. “Inter-line ex-|for the string of specially-tailored | ae 


PAK Paris. “All we have to sell is serv-| W 
th 
102 Advertising Age, March 19, 1956 
’ cant collateral services, and to billing, to determine what kinds of serv-| s 
Individual’ Is Key for work done on an hourly basis. ices he will require and get from, Text of ANA Statement by Edwin Ebel 
. An advertiser today who tries to| the agency, (2) to determine the; “), Advertising has contributed|ment that is more flexible than 
Word in ANA Talks trim agency commissions by a few|value to the company of those |to our enviable pba throng the present one will place upon 
on Consent Decree percentage points is taking a “cal- services performed by the agency | “2. Advertising agencies have | the advertiser an increased respon- 
4 culated risk,” he said, of a “sub-|and (3) to determine what price | contributed greatly to advertising| sibility to distinguish between the 
(Continued from Page 1) stantial loss in creative effort and|he is willing to pay for such serv-|— not only advertising ideas but/quality of skills which will be 
to advertising, Mr. Ebel said that |in advertising effectiveness.” ices and on what terms.” |to progressive concepts of market- | available to him—for advertising 
the “commission system has sup-| Mr. Rubel said he knew of a| Whether media will continue the jng, service is skill—and the skill that 
ported the agencies and has pro- | “substantial” advertiser who re-|15% commission practice, and| “3, The commission system has | goes into marketing and advertis- 
vided reward where reward was|cently went to an agency it was|whether agencies “will continue supported the agencies—it has | ing planning, and into the prepara- 
due.” considering to handle its account/to accept a 15% commission from | provided reward where reward | tion of advertising, is a matter of 
But he also pointed out that|/and announced that it had not| the gross or card rate” as the basis | was due. dollar-and-cents payoff to the ad- 
“the commission system is no long-| been paying agency commission on/for its service charges constitute| «4 However, the commission | vertiser. 
\ er immutable as either a practical a particular type of work involved | “one question that only time and|system is no longer immutable 
or an ethical matter”—and without | in handling the account. The agen-|custom can answer,” Mr. West/either as a practical or ethical|# “6. Lastly, the commission sys- 
MA a fixed compensatipn system “each |cy approached said it did not do|said. — matter—and without a fixed com-|tem, despite all its imperfections, 
ee of us can determine the service | business on this basis—but it got : The importance of a close work-| pensation system each of us can/and implications of imperfections, 
¥* that fits our individual needs.” |the account anyway. ing relationship between agency | determine the service that is fit-|has served advertising very well 
and client was brought in again 


Other panel members at the 
press conference also stressed the 


Agency compensation, according 
to Mr. Rubel, cannot be set up 


increased importance, in light of | or evaluated on a fixed or day-to- 


the consent decree, of individual 
arrangements being worked out to 
the satisfaction of both parties— 
the agency and the client. 

Although he said the 15% figure 
for agency commissions probably 
will remain on the scene for some 
time as a point from which to ne- 
gotiate, Mr. Rubel pointed out that 
actually this figure has been flex- 
ible for some time. 


= In the past 15-20 years, he said, 
industrial agencies in particular 
have found the 15% commission 
figure inadequate and have been 


day basis, but must be approached 
from the point of view of a long- 
range relationship. 


s Paul West also stressed the im- 
portance of individual relation- 
ships, saying that “it will continue 
to be in the future, as it has been 
in the past, the individual respon- 
sibility of each individual agency 
to determine what kinds of serv- 
ices it will provide its clients and 
what the scope and character of 
these services will be.” 

As for the advertiser, it will 
be “the individual responsibility 


turning more and more to fees for 


of each individual advertiser (1) 


by Mr. Ebel when he said that 
“agency service is something that 
you don’t want to bother about on 
a price basis, but rather on a skill 
or quality basis.”” The emphasis, 
he said, should be on service— 
“just remember that you are pick- 
ing someone to do a job for you.” 


® Neither rebates nor card rates 
were brought up at the closed ses- 


sion, according to Mr. Weil. The | 


aim of the session, he pointed out, 
was to attempt to answer mem- 
bers’ questions concerning the ef- 
fect of the consent decreee, so that 
they would be “better armed to 
make their own individual ar- 
rangements.” 


Text of ANA Statement by Paul West 


“It seems clear that there will 
be no drastic changes in the fore- 
seeable future. However, there is 
one important change which I will 
come to. Customs and procedures 
that have worn rather deep ruts 
over a considerable period of time 
are not suddenly changed. 

“Let’s not overlook the fact that 
the standardized procedure of 
payment and the terms of pay- 
ment have served reasonably well, 
the inflexibility of a uniform | 
standard commission system has 
been compensated for on an ex- 
panding scale by advertisers’ 
growing needs for more and more 
services from the agency; and these 
needs have been met by agencies 
for the most part within the 
framework of the 15% commission, 
on a buyer and seller basis. 

“It seems reasonable to suppose, 
therefore, that the growing needs 
of national advertisers for the 
really effective advertising that 
will be necessary to sell the prod- 
ucts and services of American in- 
dustry on an expanding scale will 
continue to be, as it has in the past, 
the predominant factor in deter- 
mining what kinds of agency and 
media services will be provided in 
the future. 


Individual Responsibility 


“It will continue to be in the 
future as it has been in the past, 
the individual responsibility of 
each individual media enterprise 
to determine the kind and char- 
acter of communications vehicle it 
will provide for advertisers, at 
what price and on what terms. 

“It will continue to be in the 
future as it has been in the past, 
the individual responsibility of 
each individual agency to deter- 
mine what kinds of services it 
will provide its clients and what 
the scope and character of those 
services will be; to determine more 
precisely what the cost of specific 
services are, at what price and on 
what terms they will be provided 
for the client. 

“It will continue to be in the 
future as it has been in the past, 


ing to pay for such services and 
on what terms. 

“In other words, I believe the 
advertising business will continue 
to grow and prosper in the healthy 
American tradition of free com- 
petitive private enterprise and that 
there are no problems that can- 
not be solved to best advantage 
all around by fair dealings be- 
tween buyer and seller and by 


|good business conduct that will 


stand examination legally and 


ethically. 


Decree Changed Situation 


“There is a profound difference, 
however, in the situation now from 
what it has been in the past. The 
stipulations set forth in the con- 
sent decree signed by the Four A’s 
and the principles thus subscribed 
to by that leading organization 
seem to make the following point 
clear: The ‘organized national ad- 
vertising structure’ which the Jus- 
tice Department alleges to have 
existed since about 1917 is no long- 
er debatable as to its merits or 
shortcomings, whether on grounds 
of ethics, or any other grounds. 

“The basis on which it was al- 
legedly maintained in the past, 
through the organized ‘machinery’ 
as described in James W. Young’s 
report on agency compensation 
published in 1933, is held by the 
Justice Department to be in viola- 
tion of the law. 

“This conclusion isn’t really as 
startling as it may sound. It has 
always been recognized that, in 
reality, the responsibility for de- 
termining what services a given 
publisher, or agency, will provide, 
and what the compensation for 
given service will be, is the indi- 
vidual responsibility of the indi- 
vidual publisher, or the individual 
agency, and not a responsibility to 
be defaulted or to be delegated to 
an organized body. 


Time Will Tell on 15% 


“Whether individual media 
will continue the traditional prac- 


ices it performs for the client, the 
advertiser; and whether this will 
be mutually satisfactory to the ma- 
jority of media, agencies and 
advertisers, and for how long, is 
one question that only time and 
custom can answer. 

“Another question, the answer 
to which time will tell, is whether 
a uniform, standard commission 
arrangement will be maintained 
by the voluntary actions of the 
principal individual businesses 
concerned. 

“In the light of these considera- 
tions, which I believe have an 
important bearing on the present 
situation, let us finally consider 
what national advertisers can 
most advantageously do in these 
current circumstances.” 

(He then described ANA’s man- 
agement project, covered, in run- 
ning story, on Page 103.) 


Written Agreements Advised 


“In my best judgment, the re- 
sults of the action of the Depart- 
ment of Justice sum up this way: 
With the experience and re- 
sources now available—including, 
of course, your organization, the 
ANA—any responsible advertising 
manager should be able to deter- 
mine with greater clarity and 
precision than heretofore, and 
from the long range as well as the 
immediate view, what kinds of 
services he needs from his agency 
and a fair estimate of what those 
services are worth to his company. 

“On this basis, the matter of 
working out a written agreement 
that will be mutually satisfactory 
to the company and to the agency 
will, in due course, I believe, re- 
solve the question of agency com- 
pensation. 

“The efforts now being made in 
this direction by leading advertis- 
ers and leading agencies hold high 
promise that the almost critical 
need of American industry for the 
full power of creative advertising 
to maintain our free enterprise 
economy on a sound and expand- 
ing basis will be met. This, I be- 
lieve, will be done by agencies 


ting to our individual needs. And 
that should be our prime objective 
—if you go to a doctor for help the 
essential thing is what he can do 
for you. That is more important 
than the fee. 


s “In other words, we now have 
an opportunity to improve upon 
the commission system of compen- 
sation—but if any change is tc 
represent an improvement it must 
be profit-rewarding to both agen- 


'ey and client. 


“5. Any compensation arrange- 


for a long time. Nobody invented 
it; it just grew into being to serve 
|a purpose—and like most things it 
‘no doubt can be improved upon. 

“But in thinking about all that 
has been said I am put in mind 
of something my father used to 
| say to me: ‘Be respectful of the 
| things which were on earth before 
|you were.’ And that moves me to 
say let’s not go hastily tearing 
down arrangements which have 
|been working satisfactorily, until 
we are sure we have a better one 
to take their place.” 


Don't Lose Sight of Ads in Zeal for 


Marketing Role, Ebel Cautions ANA 


(Continued from Page 1) 


|Texas. The product thickened in 


the hot Texas sun, and a search 
started for a new method of ap- 
plication. Then came the ballpoint 
container, and in 1951 Mum Rol- 
lette hit six major markets. But in 
time the plastics used for the ring 
and marble congealed. Back to the 
drawing board. 

Then came 480 combinations of 
different plastics, before the right 
combination was found. In the fall 
of 1953 consumer testing started. 
Early in 1954, Batten, Barton, Dur- 
stine & Osborn was named for the 
product. Copy testing was done in 
Madison and Toledo, and market 
research in these two cities, plus 
Jacksonville and Johnstown. 

The dealers were fascinated by 
the package and paid more atten- 
tion to it than to the salesman’s 
pitch; so it became standard prac- 
tice to give an empty to the dealer 
to play with while talking to him. 


® Advertising followed, and sales 
were excellent. Then three markets 
were added for normal sales effort; 
two were cities in which the ill- 
fated Rollette had been on sale. 
Distribution was slow, but results 
were excellent. 

In November, 1954, the company 
decided to hold sales meetings in 
January and planned a simulta- 
neous national introduction. Initial 
shipments went out Feb. 15, and 
when national advertising broke 
March 14, Nielsen figures showed 
Ban with effective distribution of 
73%. This moved up to 89% in the 
next two periods. 

Mr. Van Nostrand credited 
BBDO’s publicity department with 
much of the product’s initial suc- 
cess. The introductory campaign 
was keyed to a symbol, an excla- 
mation point. In his opinion, the 
most important piece of Bristol- 
Myers’ media structure was a seg- 
ment of the Arthur Godfrey show 
on radio and tv in daytime hours. 
Since that time, B-M has revised 
sales forecasts upward regularly 
and has added nighttime tv, using 
“Four Star Playhouse” and “Alfred 
Hitchcock Presents.” 

And in eight months, Ban has 
moved to the No. 3 spot in drug 


mation and the guaranteed annual 
wage has deep significance for ad- 
vertising men. He asserted that au- 
tomation requires (1) high and 
continuous production, which can- 
not be altered except at high cost, 
(2) establishment of production 
requirements years in advance, and 
(3) increased capital investment. 
Accordingly, he said, automation 
requires company managements 
to stabilize their sales and expand 
their markets continuously over a 
long period of time. 


® The guaranteed annual wage, 
moreover, implies (1) that no com- 
pany can long afford to keep its 
employes when they’re not work- 
ing, and (2) management and 
labor have a joint interest in 
steady, uninterrupted employment, 
rather than in fighting about who 
pays how much to whom for not 
working at all, he said. 

“The greatest single challenge to 
management in the years ahead 
will be to find ways of maintaining 
a steady and growing rate of sales,” 
Mr. Miller declared. 

He suggested the following solu- 
tion: 

1, Establish a reasonably attain- 
able sales volume, on an average 
annual basis, for the next five to 
ten years. 

2. Establish minimum and maxi- 
mum market fluctuations expected 
during the period. 

3. Estimate the amount of adver- 
tising in dollars required to meet 
these sales objectives. 

4. Compute the cost of the ad 
budget on a per unit basis, and 
make it part of the product price. 

5. “Fund” the advertising over 
the cycle, building enough surplus 
money in good years to support ad- 
vertising adequately in poor years. 

He illustrated how the formula 
would work with an automobile, 
explaining that the figures were 
not exact (Mr. Miller is in charge 
of the agency’s Detroit office and 
oversees the Mercury account). 


® Russell H. Colley, management 
consultant to the ANA, reported 
that the ANA subcommittee on ad- 
vertising planning had broken 
down the ad planning cycle into 


Ae the individual responsibility of|tice of the 15% commission, or| working in close cooperation with 
each individual advertiser to de-| discount, to agencies for services| their clients and that over a peri-| deodorant sales, and Bristol-Myers|four steps: (1) Analysis of the 
mo termine what kinds of services he| performed primarily for the ad-|od of time there may evolve a/has moved into leadership in the| marketing situation, (2) prepara- 
ay will require and get from the|vertiser; whether individual agen-|pattern of agency remuneration | deodorant field. tion of the advertising plan, (3) 
- agency; to determine what the val-/| cies will continue to accept a 15%|that can be more advantageous setting the budget and (4) present- 
ue of those services performed by/| discount from the gross or card|and more profitable than the old|® Donald C. Miller, vp of Kenyon|ing the plan to management. 
- the agency is to the company; to/ rate of the medium as the basis of|system, for agencies, for media | & Eckhardt, told the assembled ad-| The committee feels that the 


determine what price he is will- 


the agency’s charge for the serv- 


and for advertisers alike.” 


vertisers that the impact of auto- 


weakest link in the process is step 
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Transitads Inc., New York. 
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one—planning and analysis. Mr. | 


Colley argued that the “greatest 
opportunity for increasing adver- 
tising productivity lies in clearly 
and specifically spelling out your | 


advertising objectives and goals.” | 


He went on to call attention to 
an exhibit of ANA’s advertising 
management project. It showed in 
outline 12 major elements in the 
work of advertising management, 
with a checklist of 60 to 70 differ- 


‘(ES NEEDHAM 92, Moss, 


HOUSEKEEPERS OF FAMOUS STARS REVEAL 
NEW DISCOVERY FOR CLEANING YOUR RUGS 

AND UPHOLSTERY LIKE NEW. ..INSTANTLY! 
hed 


ent management activities and re- | Ti 


sponsibilities an advertising man-| = 


ager may be called to fulfill. 


Around this checklist were 46 |} 


studies and reports already pub- 


lished by ANA, including four on || 
advertising administration, ten on |} 


planning and budgeting, three on 
advertising organization, eight on 
personnel, four on agency relations 


and 17 on advertising evaluation | **= 1 


and control. 


® Some concrete examples of 
methods of getting more mileage 
from advertising were presented 
to the meeting: 

LeRoy F. Newmyer, vp and ad- 
vertising director of the Toledo 
Blade & Times and chairman of 
the Newspaper Advertising Execu- 
tives Assn.’s marketing committee, 
told the ANA crisply and directly 
of methods in which newspaper 
merchandising facilities could be 
harnessed to help advertisers. 

He cited the work done by the 
Indianapolis Star and News for 
Frigidaire in Indianapolis; the 
work of newspapers with Squibb 
on a drug store “open house” 
(singling out the Seattle Times 
for special attention), a joint ven- 
ture which led to Squibb’s in- 
creasing its list from 37 to 172 
newspapers for a subsequent cam- 
paign; and Borden Co. and Doher- 
ty, Clifford, Steers & Shenfield for 
the launching of Rich Roast in- 
stant coffee in New England. Bor- 
den prepared a kit of marketing 
support newspapers might render 
(“That’s the right way to do it,” 
Mr. Newmyer said) and 59 New 
England newspapers pitched in to 
make the introduction a success. 
Also cited were merchandising 
drives for Philip Morris cigarets 
and for Folger’s instant coffee. 


® Mr. Newmyer showed a wide 
variety of promotional gimmicks 
used by newspapers, ranging 
across the country and embodying 
a number of miniature products 
and novelties. He urged advertis- 
ers to “earn the Big Plus” and sug- 
gested four ways to improve mer- 
chandising with newspapers: (1) 
Set aside a small part of the ap- 
propriation for marketing assist- 
ance; (2) originate the basic ideas 
for marketing assistance, making 
it clear what is wanted; (3) pro- 
vide the product or gadget for 
mailing; (4) have a representative 
contact the newspaper, talking to 
the advertising director or mana- 
ger of general advertising. 

Tom Cloney, assistant to the 
president of Palm Beach Co., 
was pinchhitting for Elmer Ward 
Jr., exec vp of the company, and 
he explained how Palm Beach 
merchandised its advertising to re- 
tailers. Heavy emphasis is placed 
on color in brochures and national 
advertising, in assistance in setting 
up window displays, in pre-sell- 
ing of advertising to be used in 
cooperative efforts by Palm Beach 
and the dealer, and in heavy pro- 
motion of the Palm Beach golf 
tournament, which, Mr. Cloney 
said, has had tremendous trade 
impact. Golf professionals are 
used as models for much of Palm 
Beach sportswear, and Mr. Clon- 
ey reported that not only are sales 
up 25%, but in many categories 
the company is virtually “sold 
out.” 


= T. R. Shearer, vp of A. C. Niel- 
sen & Co., showed how strategic 
television buying could improve a 
company’s broadcast advertising 
efficiency. But he made clear that 
an advertiser must first have 


INSIDE INFO—Glamur Products is 

plugging its Easy Glamur cleaner 

with ads using testimonials from 

stars’ housekeepers. This ad is 

scheduled for 21 dailies. (See sto- 
ry on Page 62.) 


clearly in mind what his market is, 
and how he wants to reach it. Us- 
ing charts and studding his speech 
with statistics, he pointed out that 
costs range widely, that combina- 
tions of sponsorship, network and 
programming can make tremen- 
dous differences in costs of de- 
livering sales messages, and he 
bore down on the hazards of tv. 

“Only 47% of the programs that 
appeared during the 1954-55 sea- 
son are currently on the air,” he 
reminded the audience, “or, put 
another way, 53% of the programs 
representing the hopes and invest- 
ments of many advertisers did not 
make the grade in one short sea- 
son.” 


® He reminded the ANA members 
that the audience is in constant 
motion, and that losses of 6,000,000 
listeners in the space of a half- 
hour show up often. But he urged 
advertisers to take a long-range 
look at tv. “You should not make 
big business decisions on one rat- 
ing or on two ratings—recognize 
it takes time to change the habits 
of people whether they are buying 
habits or tv program preferences,” 
he said. 

Donald B. Armstrong Jr., vp 
of McCann-Erickson, showed the 
group a procedure used by Mc- 
Cann to determine relative con- 
sumer conviction in copy prepara- 
tion for sales performance. Mr. 
Armstrong’s 1l-point summary 
emphasized the importance of lay- 
out and illustration to advertising 
performance, and laid heavy stress 
on believability and lodging sell- 
ing points in the consumer’s mind 
in a way that conforms with ex- 
perience. He commented that 
many ads fail to ask for the order, 
that many “lock out” potential 
buyers and that many fail to build 
a preference for a brand, although 
they do well for the product clas- 
sification. “Beware the generic de- 
lusion,” he cautioned. 


O’Mara & Ormsbee Moves 
in Three Cities; Adds 2 Staffers 

O’Mara & Ormsbee has moved its 
New York headquarters to 342 
Madison Ave. The newspaper rep- 
resentative also has moved its San 
Francisco office to larger space in 
the Russ Bldg., and in April, the 
company’s Los Angeles office will 
be moved to new quarters in the 
Wilshire district. 

O’Mara & Ormsbee also has ap- 
pointed Anthony Sureau, formerly 
with Company Advertising Agen- 
cy, to its New York sales staff, and 
Robert LaFontaine to its San 
Francisco office. Mr. LaFontaine 
formerly was assistant advertising 
manager of Gantner & Mattern, 
San Francisco sportswear manu- 
facturer, and was an account ex- 
ecutive with Botsford, Constantine 
& Gardner. 


Service Company, New Urieans. 


Last Minute News Flashes 


Air Force Will Reappoint Ruthrauff & Ryan 


WasHincTon, March 16—The Air Force is reportedly negotiating with 
Ruthrauff & Ryan for renewal of its contract for recruiting advertising. 


| The decision to stick with R&R if a suitable contract can be arranged | 


was reached following presentations by five agencies last week. Other 
finalists were Buchanan & Co., Bozell & Jacobs, Doherty, Clifford, 


Steers & Shenfield and Maxon, Inc., 
|cy for two years. The new contract reportedly will include options 


R&R has been the Air Force agen- 


allowing extension over a four-year period. 


‘American Aviation’ Loses Membership in ABP 


New York, March 16—Directors of Associated Business Publications 
by unanimous action yesterday at a special meeting voted that American 
Aviation had forfeited its membership in ABP, because of its resig- 
nation from the Audit Bureau of Circulations last November (AA, 
Nov. 14). By its action, the ABP board sustains the ruling of ABP 


president William K. Beard Jr., 


that when the Washington publica- 


tion resigned from ABC it automatically made itself ineligible for ABP 
membership. Mr. Beard said today ABP has not closed the door on 
American Aviation, and the publication will be welcomed back into 
ABP whenever it is willing to re-subscribe to the organization’s re- 
quirements for membership. In Washington, Wayne W. Parrish, presi- 
dent and publisher of American Aviation, said, “We ain’t mad at no- 
body,” but he went on to say he regretted the “immature” decision and 


to refer to it as a “blow to small business... 


If we had a stable of one 


ABC book and nine non-ABC books, we could have retained mem- 
bership in ABP with no questions asked.” 


K&E Names Browne, Haugland in Canada 

MonrtTREAL, March 16—Two top Canadian admen have moved over to 
Kenyon & Eckhardt. A. B. Browne, formerly an account executive with 
MacLaren Advertising, has been named manager of K&E’s Montreal 
office and T. Russell Haugland, with Cockfield, Brown & Co. for the 
past 11 years, has joined K&E as an account executive. Pepsi-Cola Co. 
recently moved its Canadian account from Cockfield, Brown to K&E. 


Chunky Chocolate Names BBDO 
BROOKLYN, March 16—Chunky Chocolate Corp. is switching its ac- 
count from Hilton & Riggio to Batten, Barton, Durstine & Osborn. 


Miles Heads Burnett Canada; Other Late News 


e John A. Miles has been appointed vp and manager of Leo Burnett 


Co. of Canada, Toronto. Edgar W. 


(Ted) Hudson, account executive 


with the Toronto agency, has been promoted to vp. Mr. Miles joined 
Burnett after eight years with Cockfield, Brown & Co. 


e The advertiser division of the Audit Bureau of Circulations last 
fall submitted six resolutions to the board. ABC this week announced 
it had discussed the proposals at a board meeting early this month 
in Palm Beach, with these results: A rule to make it optional for 
newspapers to report circulation totals for metropolitan areas will 
probably be approved by the board at its April meeting; two sugges- 
tions requesting further data on subscription revenue were turned 
down. Further study will be given to requests (1) to clarify the 
meaning of bulk circulation, (2) to make subscription renewal re- 
porting mandatory for all publications and (3) to show occupational 
breakdowns for the unpaid circulation of ABC business papers. 


e Curtis Berrien has resigned as vp and copy director of Needham, 
Louis & Brorby, Chicago, with “no immediate plans” for the future. 
Mr. Berrien left Biow Co., New York, five years ago to take the Need- 
ham, Louis copy post. Albert A. Klatt succeeds him as acting director. 


FC&B Names Winston, Rapp 
to New Ford Account Posts 

Foote, Cone & Belding has made 
the first executive staff appoint- 
ments to its new Ford Motor Co. 
account, Ford’s special products 
division, which will produce a new 
car (AA, Feb. 13). Charles S. 
Winston, vp and account super- 
visor in the agency’s Chicago 
office, has been named supervisor 
on the special products division ac- 
count and will manage the agen- 
cy’s Detroit office, to be set up 
within the next few weeks. 

Clyde E. Rapp, also a vp and 
account supervisor in the Chicago 
office, will be supervisor on the 
account in Chicago and will di- 
vide his time between Chicago 
and Detroit. Mr. Winston has been 
account supervisor for S. C. John- 
son & Son, and Mr. Rapp formerly 
was supervisor on the Minneapolis- 
Honeywell account. 


N. Y. Newspaper Boosts Two 

A. V. Miller, secretary and 
treasurer of the New York Herald 
Tribune since last April, has been 
elected a vp of the newspaper. 
Barney G. Cameron, former cir- 
culation director and director of 
industrial relations, has been 
named vp and business manager. 


Murison Elected VP 

Weiss & Geller, Chicago, has 
elected Kenneth A. Murison a vp. 
Mr. Murison is co-director of the 
agency’s industrial advertising di- 
vision and a member of the man- 
agement committee. 


Canadian Advertisers 
Spent $17,434,225 

+ a : a 

in Magazines in ‘55 

Toronto, March 13—A total of 
$17,434,225 was invested by adver- 
tisers in 13 Canadian magazines in 
1955, according to the Magazine 
Advertising Bureau of Canada. In 
1954, the advertising total came to 
$16,098,898. 

Top five advertisers in the Ca- 
nadian magazines were General 
Motors of Canada with $592,983; 
Chrysler Corp. with $524,052; Ca- 
nadian Breweries Ltd. with $361,- 
895; Joseph E. Seagram & Sons 
with $331,349, and Canadian In- 
dustries Ltd. with $298,335. 


® David S. Catton, president and 
manager of the Canadian MAB, 
reported that 28 advertisers spent 
$100,000 or better in the medium. 
The 28 spent $6,065,303, or 34.8% 
of the total. In 1954, 26 advertis- 
ers spent over $100,000 each, for a 
total of $5,130,293 or 31.9% of the 
total. 

Last year, 37 advertisers spent 
anywhere from $50,000 to $100,000 
in the magazines, while in the year 
before, 46 advertisers made simi- 
lar investments. 

Sixth to tenth leading magazine 
advertisers and their expenditures 
were: John Labatt Ltd., $290,978; 
Distillers Co. (Canada) Ltd., 
$249,895; Canadian General Elec- 
tric Co., $249,313; Ford Motor Co. 
of Canada, $243,776, and Imperial 
Tobacco Sales Co. of Canada, 
$241,591. 
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Mahoney Sells 
Agency; Will 


Head Good Humor 


(Continued from Page 1) 
Rock beverages. 

The Good Humor Corp. itself 
will not be invoived in the move- 
ment from Mahoney to MacMan- 
us. Ernest Jones, president of Mac- 
Manus, told AA: “We don’t want to 
take the Good Humor account, at 
least at this time. It would be too 
much of a locked-in proposition.” 


a “When I decided to move into 
the manufacturing field,” said Mr. 
Mahoney, “I recommended to each 
of these clients that through this 
move they would become associ- 
ated with a long-established agen- 
cy with a wealth of resources and 
experience. It has offices through- 
out the nation, including an ag- 
gressive New York operation that 
is well set up to provide outstand- 
ing service on all accounts.” 

MacManus figures the business 
from Mahoney adds about $2,000,- 
000 to its billings. MacManus cli- 
ents already include Cadillac and 
Pontiac divisions of General Mo- 
tors, Dow Chemical, Bendix Avia- 
tion, Minnesota Mining & Mfz., 
Chas. Pfizer & Sons, Reichold 
Chemical and S. S. Kresge. Mr. 
Jones said the additions from Ma- 
honey represent “a material de- 
velopment of our 10-year interest 
in the consumer packaged goods 
field.” 

The New York office of Mac- 
Manus is headed by Henry G. 
Fownes, vp. Cal J. McCarthy Jr., 
formerly with Mahoney, is joining 
the agency as vp and account su- 
pervisor. 


# Mr. Mahoney, whose rise at 
Ruthrauff & Ryan was rocket-like, 
spent only a month in the mail- 
room there. Then he jumped to 
assistant account exec on Rinso, 
Lifebuoy and Spry. Later he be- 
came account man on Virginia 
Dare, and at 27 he was a full- 
fledged agency vp. 

However, in the fall of 1951, he 
walked away from the $25,000-a- 
year niche he occupied at R&R, 
and with that agency’s blessings, 
struck out for himself with the 
Virginia Dare account. “More guys 
should grab the reins instead of 
just going along for the ride,” he 
later told AA. 

Less than a year after, Mr. Ma- 
honey reported he was riding herd 
on four accounts totaling about 
$1,150,000. Even for Mahoney— 
variously described by Madison 
Ave. habitues as “the boy genius” 
and “the barefoot boy in Brooks 
Bros. buckskins”—it was some- 
thing of a frantic life. 


a “There are a million things to do 
in a small shop,” he said then. 
“You work Saturdays and Sundays 
and nights.” New-business-getting 
was rough: “In some cases a po- 
tential client gets down to two or 
three agencies. Then we lost out. 
You hope all the time, and you 
sweat.” 

As Mahoney testified, it was no 
lark “pitching against the hot- 
rock, gardenia-in-the-buttonhole 
type with a 300-man outfit behind 
him.” 

But Mahoney seemed to thrive 
on the new business skirmishes. He 
even lost an ulcer during his own- 
agency days, and only last year 
he added Medaglia D’Oro, S. R. 
Thomas Inc. (bread), and Regent 
cigarets (which were sold to Rem- 
brandt International). 


Bernard Wiener Co. Moves 
Bernard Wiener Co., New York 
agency, has moved to larger quar~- 


ters at 220 Fifth Ave. 


: - 
ee i | 

in ; 

1- 

1e ny ee = T 

e |e a i 

lg 4 — x 

at i a — 7 + 

* 8 \\\ Ge | 

of — ba. eee : 

\- SS | ; 
ee . eae ng PERE SIS 

3- a pa pes TIRE : 

s, ee | sine 

 h,) + 

ll % ‘ Sees 0 10. een ana 

d | ES s 

e Te Ma Ladd's seen os SrSiSrs — ei | 

it : at oh me ey ey ‘ . 

t > ERE Sets 9 aaaeenenenatacaan 

d ote 

oO 2 

e Ra 

e a 

O ; 

g ir 

€ f 

l as ae Sa ES SS *% 

] 

ee ; 

> ~ 

‘ ee 

: ee 

l if 

| 

: es 

Ra 

7 

| a | 
t —— fe: . rey: sie Ps aa es SM a eS gee ale eh Bid eee . 3 i es gether OR ae Le en. : 
ll ciate. megan i a 2 OE 


THE ADVERTISING 


MARKET PLACE 


HELP WANTED 
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POSITIONS WANTED 


Advertising Age, March 19, 1956 


POSITIONS WANTED 


ADVERTISING PRODUCTION 
TRAINEE 


Unusual opportunity to learn advertising 
production first hand with leading pub- 


| ADVERTISING MGR OF CANADIAN 
| DAILY NEWSPAPER SEEKS POSITION 
| anywhere in Canada or U.S.A. Prefer def- 
inite challenge either as General Manager 


TV COPYWRITER 
| (Food and Drugs) 
| 1% yrs. agency exp. with diversified roster 
| of leading accts. yng. single. 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum-—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


of Daily (Cire. 10,000 to 25,000) or Adver- | Box 8284, ADVERTISING AGE 

tising Manager (Circ. 15,000 to 40,000).| 480 Lexington Ave., New York 17, N.Y. 
Proven ability to manage Display and | ART DIRECTOR LOOKING .... for agen- 
Classified Staff with knowledge of edi-| cy with get-up and go. Real spot for cxe- 
| torial, circulation and production depart-| ative talent (I’m loaded). Eight solid years 
ments. Personal Statistics: young married | experience, references and sample book 


lisher. Want personable young man with a 
| flair for detail, aggressive and resourceful 
enough to keep things moving. Convenient 
northwest side location. Good starting 
salary, 5 day week. Excellent company 
benefits. | 


Box 8269, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


man, financially secure, 7 years newspaper 
experience, believes Quality leads to 


speak for themselves. TV's my baby too. 
Box 8267, ADVERTISING AGE 


} HELP WANTED 

COPY WRITERS 
Frank Lavelle provides service for em- 
ployers and applicants in the field of Ad- 
vertising. He’s at Cornell Personnel, Inc. 
14 E. Jackson, Chicago Wabash 2-8550 | 
OPPORTUNITY FOR ARTIST with sub- | COPY WRITER—9 yrs. exper. all print 
scription department of LOOK Magazine | media, consumer & trade. Also dir. mail, 
in Des Moines. An exciting, satisfying job| sales prom. mat’l., some radio. Now No. 
for a man with good eye for layout and/2 man in small 4A agency. Seek step up 
type. Let us know your salary require-|to senior spot, heavier accts.—possibly 
ments. Write H. Cowen, LOOK Magazine, | Chief in medium-size Chicago agency. : 

Des Moines 4, Iowa. Box 8277, ADVERTISING AGE 
JOB MARKET 200 E. Illinois St., Chicago 11, Illinois 

or TOP SPACE SALESMAN AVAILABLE 
CREATIVE TALENT Has one of the finest space sales records 
ADMINISTRATIVE PERSONNEL in East. Over 100 pages of new business 
MOLENE An 3 4424) alone in last two years—in field where 
Bankers Bidg. Chicago 3./ linage is rather stationery. Use ideas as 
CREATIVE LAYOUT MAN selling tols; sells ethically. 35, ten years 
Growing Chicago studio needs experienced | Xperience. Two years present position, 
creative layout man. Must know type and where he is Eastern ad manager for two 
be capable of handling a variety of design | trade papers. However growth limit here 
problems including collateral. Handy| »@5 been reached. Six years previous with 
Near-North location. Salary open. industrial paper (last two as assistant na- 
Box 8274, ADVERTISING AGE tional ad manager). And two years as pub- 
200 E. Illinois St., Chicago 11, Illinois | lishers rep. Can write effective promotion, 


- sales letters, organize special issue cam- 
COPY WRITER. Large midwest farm pub- , ‘ - - : 
lisher has opening for experienced copy paigns, etc. Lives in NYC and know East- 


- - . : ern AAs. Position must have potential of 
writer in Circulation Department. Ability a oe 
to write convincing direct mail sales let- $12,000. Might also consider “repping 


ters essential. Also, to create all promotion again if book has sufficiently good poten- 


tial. 
for subscription and agent programs. Com- 
pany has profit sharing and retirement Box 8276, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
RADIO-TV WRITER 
Experience in both media. Now key Radio- 
| TV writer in 4-A agency. Experienced; to 
manage all or part of smaller agency's 
Radio-TV. Creative; to fit into larger 

agency. Prefer Chicago. 
Box 8285, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 
Amazing suburban business! 
Test it in Sanders ABC 3 
Geneseo, N.Y 


MISCELLANEOUS 
Maintain a Permanent Phone and Mail- 
ing Address at Mail Center, 216 W. Jack- 
son, Chicago, Illinois. 
Three Months $10.00 plus 
postage, FRanklin 2-7876. 
| ADV. SCRATCH PADS - Mass Produced 
ADVERTISING MANAGER For Economy. 4 sizes. Typical Price: 
Seeking change as advertising manager or | pads 342”x5” printed your copy ONLY 
pr sop —— food, —. ad ho ~ RS hey ey 
other consumer product company. an- rite. - o ° 
aged all phases of large department for | Kassarine, Houston 21, Texas. 
more nan fifteen years: Solid ‘and sales-| YOUR PRODUCT placed on National 
merchandising, copy package design, | a ——— on pegged ban Rw 
- eg *| We also arrange . 
— py Fg arts. Will relocate. | Write Roberts" & Gail, | 5880 Hollywood 
. he ood 28, Calif. 
Box 8282, ADVERTISING AGE = SS 
200 E. Illinois St., Chicago 11, Illinois 


Quantity. 
Box 8279, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION - MERCHANDISER 
OR COPY-CONTACT—now in fourth year 
of food sales and sales management. Have 
background of creative & managerial 
positions with adv agencies & mfrs. Ex- 
perienced in all phases of adv, sales pro, 
merchandising & P.R. A practical planner, 
idea man, writer, salesman, doer, who 
wants wider scope for planning and crea- 
tive work. 39-married-2 children. Must re- 
locate to East or South. 

Box 8280, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER WANTS 
SALARY CUT 

Now making $13,000 will take less for| 
copychief spot in small agency with 
moxie. Write Box 8281, Advertising Age. 
480 Lexington Ave., New York 17, N.Y. 


HELP WANTED 
EDITORIAL PROJECT DIRECTOR 
Large home magazine has unusual oppor- | 
tunity for man with construction knowl- | 
edge and editorial experience. Background 
in home furnishings helpful. Must have | 
proven experience in public contact. Mod- 
erate amount of travel. Chicago location. 
Excellent salary for qualified man 25 to 
35 years of age. In replying please give 
full details covering age, education, ex- 
perience, and salary requirements. 
Box 8211, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CIRCULATION MANAGER 
Chicago business publication in office 
equipment field needs circulation manager 
trained in ABC regulations, subscription 
fulfillment, and promotion. Male or fe- 
male. Salary open. May pay moving ex- 
penses for right person. 
Box 8270, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Midwestern Advertising Manager for high- 
ly rated up and coming eastern trade mag- 
azine publishing company. Terrific oppor- 
tunity for young, well-trained man with 
minimum three years experience space 
selling. Up to $10,000 to start. Give full 
details in confidence. 
Box 8271, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING SALESMAN - opportun- 
ity for young beginner who thinks he can 


BARNARD’'S — Nationwide 
CONFIDENTIAL LISTING 
. Art Research 
Wa 2-2306 Chicago 


bi'g 
202 S. State 
POSITIONS WANTED 


forwarding 


sell and wants to prove it. ABC business 
weekly in New York area. Write complete 


benefits. Give age, experience, educatior. 


480 Lexington Ave., New York 17, N.Y. 


PUBLIC RELATIONS WRITER 


PACKAGE DESIGN DIRECTOR 


Offers planning, research, writing, placing 


and salary required. 
Box 8252, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALESMAN: Est. studio expanding to full 
services in printed advertising. Draw 
against comm. for right man. Opportunity 
knocks! 
Box 8248, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GIRL COPYWRITER 
Imaginative girl with fashion flair. This is 
a rare opportunity to learn the entirety of 
retail advertising in one of Chicago's out- 
standing specialty stores. 
Box 8205, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Seeking new challenge as director of pack- 
age design and development in food, drug 
or other consumer product line. Twenty 
years experience in field for leading com- 
pany includes supervision of complete re- 
design of all package requirements. Thor- 
ough knowledge of quality control of 
packaging supplies and production costs. 
Write for resume. 
Box 8278, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters a 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Rnoctives © Sony © ft @ Ofike 
Public Relations 


Please write brief outlin 
qpouite capedanes of penauncl’ acsde. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


know-how backed by 17 years experience 
in PR, newspapers, magazines and engi- 
neering. Free lance considered. 
Box 8283, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Vice President, General Manager and Cre- 
ative Director AAAA medium sized di- 
versified agency available. Broad ex- 
perience account handling, planning, new 
business, agency management and opera- 
tion. Outstanding idea - and copythinker. 
Box 8268, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
RADIO, TV, FILM, PRODUCER 
8 yrs. exp. Station client and agency 
bekgd. Visualizer, merchandiser and promo 
minded. Box 8266, ADVERTISING AGE. 
200 E. Illinois St., Chicago 11, Illinois | 


EDITOR 

Woman. For large, national monthly consumer magazine; 
office in New York City. 

Will have responsibility for all broken copy. Must be thor- 
oughly familiar with editorial procedures and be able to 
work well with staff. Our staff knows of this advertisement. 
Top salary offered; Top references required. All replies held 
in absolute confidence. 


Box 859, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N. Y. 


details, age, background, etc. 
Box 8271, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 S. State St. Ha 17-1991 Chicago 


INDUSTRIAL SPACE SALESMAN 
One of the country’s largest publishers 
serving many industrial markets, has 
opening on its electronic engineering pub- 
lication for an experienced space salesman. 
Location, Cleveland; travel Ohio territory. 
Opportunity for energetic salesman who 
has had experience selling space for in- 
dustrial publication. Experience in elec- 
trical field helpful but not essential. Im- 
portant requirement is full understanding 
of function of advertising in industrial 
marketing. Draw against iiberal commis- 
sion. For interview, give complete resume 
in first letter, including earnings required 
and when available. 

Box 8273, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING MANAGER 
Young man with agency experience for 
Advertising Manager by a canned food 
manufacturer. Excellent opportunity to 
advance for the right party. Give full par- 
ticulars in first letter. 

Otoe Food Products Co., Nebr. City, Nebr. 
ADVERTISING ASSISTANT - Ambitious 
young man with well rounded background 
needed in industrial advertising depart- 
ment, Chicago area. Must know produc- 
tion, understanding of copy and layout. 
Accurate and resourceful. Write, giving 
education, experience and salary required. 
Box 8275, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 


From Coast to Coast it’s 
THOMAS PERSONNEL 
for 
Advertising 
Acct. Execs. - Copy - Layout - Artists 
Merchandisers - Media, etc. 
Personalized Service 
8 So. Michigan Ave. - Chicago - FR 2-6230 


FLORIDA BRANCH OFFICE? 


Here's a chance for a good medium agency 
to set up shop, and cash in on the tremendous 
rowth of Florida’s industrial development. 
New York advertising man, agency owner for 
seven years, with management, account exec- 
utive and creative abilities will manage this 
branch office. Seek agency with reputa- 
tion and financial stability. Excellent proposi- 
tion for interested principal who is planning 
semi-retirement in a few years. 
Box 858, ADVERTISING AGE 
480 Lexington Av New York 17, N. Y. 


ADVERTISING 
PLACEMENT COUNSELLOR 


Our Office—Good Opportunity 

We need a man or woman with a good 
b/s in Advertising to specialize in the 
placement of both men and women in the 
Advertising and kindred fields. 

Contact Mr. Latham 
WAbash 2-5020 
Chicago 4, Ill. 


Young, Creative, Proven... 
READY FOR MAJOR RESPONSIBILITY 


If your operation is growth-minded, con- 
sider the possibilities of a man who can 
offer you: 
Youth (30) and all the imagination and 
drive that goes with it, but tempered by 
this broad range of experience— 
@ Advertising Manager (2 yrs.) 
midwest wer company. Everything 
from sales contests to budget planning 
Editor award-winning external maga- 
zine (industrial equipment). 
J pe = Bm om for 4-A agency—national 
industrial accounts. 


WABASH AGENCY 
202 S. State St. 


ADVERTISING OPPORTUNITY 


We have an attractive opening in our Advertising Department which handles a broad pro- 
gram in both consumer and industrial advertising and promotion. We are looking for a 
college graduate whose background refiects demonstrated creative advertising and man- 
agerial ability. Ideally, we would like to see about 3-5 years of quality experience. Our 
Springfield, Mass. location will appeal to you because of its excellent cultural and recrea- 
tional facilities. Please send your complete résumé including present salary and a supple- 
mentary letter telling us about your —_— abilities, achievements and long-range career 
plans. Manager, Professional Employment 
Monsante Chemical Company 
Springfield, Mass. 


ADVERTISING MANAGER 


Exellent opportunity for ambi- 
tious man in aggressive national 
organization, located eastern Great 
tobe area. To supervise various 
phases of advertising; develop 
sales promotion material; create 
broadsides and other selling tools; 
handle liaison with New York 
advertising agency. Must have 
ideas and , how to sell them. 
= 25-35. College degree with 
advertising training preferred. 
Building products experience de- 
sirable but not essential. Reply 
should include age, education, ex- 
perience, salary expectations. 


Box 864 ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


smal! 


We Want A 
Selling COPYWRITER 


This is a spot for a copywriter who 
has been labeled a “junior” but 
who actually could handle senior 
assignments with a little coaching. 
We are a “Johnny-come-lately” 
agency of only sixteen people, but 
with big name accounts, and 
headed by veterans with big name 
contacts. But after a year of copy- 
training our way, you'll rate five 
figures, here or elsewhere. Send 
detailed resume. 


Box 867 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Senior Writer (4') yrs.) large all-mar- 
kets advertiser. The copy writing gamut 
—plus speeches, articles, visual pres- 
entations for top management. 


Missouri U. journalism grad. Commercial 
art training. By-line has appeared in na- 
tional business publications. A man young 
enough to grow with your business, but 
ready new to step into spot of major 
responsibility. N.Y.C. 


only. $12,500. 
Box 860 ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


TO MEN 
WHO OUGHT TO BE AGENCY HEADS... 
THIS AD CAN CHANGE YOUR FUTURE! 


PROPER REPRESENTATION 
— 


We're a well-known Miami Agency, not big, but 
good! We've got class and surprisingly big muscles 
for our size . . . and the world is a mighty pleasant 
place from where we see it. But we’re chafing at the 
bit for want of good men to share our growth. It's 
a bit frustrating to know our roster of accounts can 
be vastly enlarged . . . except for you men who are 
in the rut of a mere good job. 


Come to us—we'll genuinely share our growth with 
you. Come because you have vision, ambition and 
ability. Come because you know we can service ac- 
counts anywhere in the world from this sunny para- 
dise . . . where living is a joy . . . free of snow, sleet, 
dust and grime . . . where children can grow in a 
benign atmosphere of gardenlike beauty and health- 
ful climate. Account executives (with or without 
accounts ), art directors, artists and copywriters with 
the talents to work on blue-chip accounts in travel, 
transportation, resorts, fashion products and allied 
fields can rise to the fullest measure of your ambi- 
tions. Come . . . make the break . . . and the break 
can make you. 


All communications treated in fullest confidence. 


* 
INQUIRIES 
INVITED 
FoR 
MIDWEST 
COVERAGE 


CONSUMER AND OPINION RESEARCH 


Expanding West Coast consumer and opinion research firm with head- 
quarters in San Francisco has © ings for qualified men or women to 
ful staff positions of Research Director, Research Supervisor, or Re- 
search Assistant. 
General qualifications must include college training. While graduate 
work is not a requirement, it will be considered as further evidence 
of an applicant's fitness. Ability to express ideas in writing in a logical 
and lucid manner is a prime requisite. 
Research Director: Should have at least six years of experience in 
consumer and opinion research. Should have had responsibility for 
direction of research projects. Skills should include ability in: develop- 
ing and planning overall project including recommendations for best 
techniques to meet objectives, construction of questionnaire and de- 
sign of sampling plans, administration of interviewing phase, plannin, 
and supervision of tabulation, analysis of findings, and preparation o: 
rt. Writing ability should be developed to point where minimum 
editorial supervision is required. Age 30 to 40. 
Research Supervisor: Should have at least three years experience in 
this field, with emphasis on interviewing and tabulation and supervision 
of these phases. Additional experience in preceding and succeeding 
phases will also be helpful. Age 25 to 35. 
Research Assistant: Should have strong interest in this field and the 
kind of background which indicates potential ability. Age 22 to 28. 
At any level, this firm presents an excellent opportunity for advance- 
ment. Starting salaries are open within limits dependent on job level. 
Vacation and hospitalization benefits. Pleasant surroundings and con- 
genial associates. 
Write giving as much pertinent detail about yourself as you deem nec- 
essary, including salary requirement, to assure a fair presentation of 


your qualifications. 
Field Research Company 
145 Montgomery Street, San Francisco 4, California 


CREATIVE— 
UNIQUE—MARKETABLE 


Facilities of Modern Print- 
ing Plant Available. Prefer 
items which can be mass 
produced, free of urgent 
deadlines or rigid time ele- 
ment. Will make royalty ar- 
rangement. 


L. W. BECKNER—Box 349 
MENDOTA, ILLINOIS 


CHARLES ANTHONY GROSS ADVERTISING AGENCY 
901 N.E. 2nd Ave., Miami 32, Florida 
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Advertising Age, March 19, 1956 


ADVERTISING LAYOUT MAN 


Large midwest metropolitan news- 
paper needs young man to lay out 
newspaper ads, tradepaper ads, di- 
rect-mail pieces. Excellent o r- 
tunity for man with creative ability 
and typographic know-how. Write 
details giving age, experience, salary 
requirements and include samples of 
work, which will be returned. All 
replies will be kept confidential. 


Box 857 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


MARKETING DIRECTOR 
$35,000 to $40,000 


A leading Manufacturer expanding their 
operations seeks a TOP Marketing Direc- 
tor with heavy experience in Sales Mer- 
chandising and Administration. Should 
have solid background in Drugs, Foods, 
Cosmetics or Proprietaries. Age under 42. 
Negotiations strictly confidential 


MONARCH PERSONNEL 


28 E. Jackson Bivd. Chicago 4, Illinois 


ADVERTISING EXECUTIVE 


Outstanding opportunity for a 
thoroughly experienced advertising 
executive. Must be highly qualified 
to direct all advertising and sales 
promotion activities for a large mid- 
west manufacturing company which 
is a leader in the automotive after- 
market parts industry. Wide variety 
of responsibilities—offers real chal- 
lenge and unlimited opportunity to 
man with leadership, talent and cre- 
ative ability. 

Must have background of experi- 
ence in the automotive field with 
record of successful accomplishments. 

Write giving age, marital status, 
education, complete experience and 
salary requirements. 

ADVERTISING AGE 


DISTRIBUTOR WANTED 


Opportunity to become exclusive (state) dis- 
tributor for completely w and essential 
electronic wireless intercommunication yo 
tem. Tremendous market can be developed for 
homes, factories, institutions, and farms. Re- 
cently appointed distributors doing volume 
repeat business. Substantial margin to w 
with. Deal will stand rigid testing. Minimum 
instrument requirements. Distributors will be 
se ed on basis of experience, financial re- 
sponsibility, and ability to do a job. 
=x 861 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Bruning Appoints Patas 


James E. 


duction machines and materials. 


Patas, formerly a 
member of the Seattle sales staff, 
has been appointed to the new post 
of director of merchandising of 
Charles Bruning Co., Chicago, 
manufacturer of Copyflex repro- 


CHICAGO OFFICE SPACE 
Two individual offices in dignified 
Near North Side town house. Air 
conditioned, automatic elevator, 
tile floors, fluorescent lights. Call 
DElaware 7-3870. National 2 
ing Goods Association, 716 North 
Rush St. 


The Gift Supreme 


For the LINCOLN lover—a beautiful port- 
folio of 12 fine Lincoln prints in magnif- 
icent 6-color lithography on high-grade 
rag paper. A collector's find at $50.00 a set 
(unframed) to settle an estate. Only a 
handful in existence. Refund if these 
aren't the finest gifts you've ever given. 


Box 866 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Til. 


"Our 45th Year” 
GOING UP? 


Ou wn your present ition? If 
you're a soundly trained agy copy- 
writer bumping head against a finan- 
cial ceiling we may be able to help. 
All replies in strictest confidence. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 Chicago 


Box 863 
200 E. Illinois St., Chicago 11, Illinois 


Copy Chief Food Bkgd. $12,000 
Technical Editor  $ 8,000 


BIRCH 
* 


pins Space Sales $10,000 
E xecutive — Ec. $ 7,000 
Place : S9E yh serve 1007 
. ” ' 
Counselors CEntral 6-670 


EDITORIAL-PROMOTION 
EXECUTIVE 


An established publisher of auto- 
motive lubrication and accessory 
technical information, training and 
reference material requires an expe- 
rienced editorial-promotion execu- 
tive. Publications and services are 
sold to oil com ies and rubber 
manufacturers of national and in- 
ternational status. 

Experience in printing and general 
production is desirable but not es- 
sential. Remuneration will be based 
on experience and record of per- 
formance. 


Box 862 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 


to art direct own accounts; some client 
contact. Must have agency experience. 
Need prolific idea man who'll do roughs 
through comprehensives for presentation. 
Largest 4-A agency in this city; suburban 
location. Diversified nationa! and business 

unts—newspaper, i and col- 
lateral. In applying, state age, salary ex- 
pected. No samples. Al) applications con- 
fidential. 
KIRCHER, HELTON & COLLETT, INC. 

2600 Far Hills Avenue 
Dayton 9, Ohio 


Laurence Brinkman, Art Director 


— 


“BH&G’ Contest 
Offers Agency Folk 
$10,000 in Prizes 


Des Mornes, March 14—What is 
it? 

Is it a bird? Is it a plane? Is it 
a cloud no bigger than a man’s 
hand? 

No. That thing you see on the 
horizon, dear agency people, is a 
Better Homes & Gardens $10,000 
contest just for you. In fact, it’s 
a “It’s a” contest. 


8 BH&G wants you to tell it what 
kind of magazine it is. You may 
say it’s a food magazine, a home 
service magazine, a woman’s mag- 
azine, a building magazine, a mass 
circulation magazine or a special- 
ized magazine. But BH&G thinks 
these are only partial answers. It 
wants a complete answer. 

Prizes will range from a $3,000 
first prize down to 80 prizes of 
$25 each. Prizes will be awarded 


in the form of merchandise which 


105 


winners may select from advertis- 
ing run in BH&G during 1956. 


Red Cedar Releases Movie 

Western Red Cedar Lumber 
Assn. has released a 15-minute 
sound picture, “Let’s Remodel with 
Western Red Cedar.” Prints will 
be available for lumber dealers 
throughout the country, both for 
live audiences and tv. The film 
was produced by Rarig Motion 
Picture Co., Seattle. The associa- 
tion also has named Ray Bloom- 
berg to the new post of public 
relations director. 


WESTERN TRUCKING 


NEWS SERVICE. 


covers Coast for-hire motor 
transportation since 1937 and offers 
LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 
Sample copy free on request. Published by: 
$.D. McFadden News Bureau} 
7 Front Street, San Francisco 11, Calif. 


18,611 
AVERAGE 


PAID 


National Newspaper of the Motor-Freight Carriers 


1424 SIXTEENTH ST., N.W. 


* WASHINGTON 6, D.C. 


West. 


ACCOUNT EXECUTIVE FOR 
COMMERCIAL AUTOMOTIVE VEHICLES 


Medium-sized Agency with blue-chip clients has a unique 
opportunity for a seasoned account executive for com- 
mercial automotive vehicle account located in Middle 


Experience in automotive field—especially on commercial 
vehicles—desirable but not essential. Experience in indus- 
trial marketing and advertising is essential. While job 
covers all phases of account work, an important attribute 
would be ability to contribute to creative thinking. 


Account is sizable at present and has tremendous future. 
Substantial compensation for right man. 
Submit resume to Box 675, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


ILLINOIS | 


OFF-BEAT 
COPY SPECIALIST 


Ideal solution for touchy copy problems 
mee like to drop in lap of someone new. 

as other practical-minded execs have 
done—liet this Chicago specialist with deep 
background in ad themes, campaign ideas, 
and copy twists take over. Thoroughly at 
home in merchandising, films, P.O.P.. TV 
spots, collateral material, etc. An ethical, 
competent, professional man; all contacts 
completely confidential. Outline the prob- 
lem in a note to— 

Box 865 ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


Account Executive 


Excellent background of 20 years experience 
with leading drug house, most of them as top level 
advertising manager. Thorough knowledge 


of marketing, merchandising, copy and 


package design. Would like opportunity 


as account executive with agency. Will furnish 
résumé and willing to relocate. 


Box 847, Advertising Age 
200 East Illinois Street, Chicago 11, Illinois 


The facts about TRANSPORT Topics invite com- 
parison—and envy. Its paid circulation is in 
excess of 18,000, and its renewal percent is 
83.47! Astounding figures if this were a give- 
away publication—but TRANsPorRT Topics sells 
for $7.50 per year. (Over 81% of its subscrip- 
tions are for one year only, and 77% are 
obtained by mail direct to the publisher.) 

TRANSPORT TOPICS is unique in the trucking 
field. It is a tabloid-size newspaper published 
every Monday and edited exclusively for Motor- 
Freight Carriers — common carriers, contract 
operators, household goods movers, automobile 
transporters, petroleum and oil-field haulers, etc 
Its news columns are devoted exclusively to 
topics that interest these people: ICC decisions, 
court actions, rate increases, size and weight 
legislation, taxes, personalities, etc. 

Weekly issues (ABC net paid) reach the 
foremost operators in the industry. The 2800 
Class I Carriers—the cream of the crop who 
account for 79% of the income of regulated 
carriers — overwhelmingly prefer TRANSPORT 
Topics to any other publication. 

The third-Monday edition of TRANSPORT 
Topics (ABC plus 8,000 controlled circula- 
tion) réaches every carrier regulated by the 
ICC. This edition gives you 100% coverage of 


ry, Ww 
COPY OF PAPER AND ABC STATEMENT SENT AIRMAIL ON REQUEST x ABC) 


the motor-freight industry twelve times a year. 

Motor-Freight Carriers make up the largest 
single vocational truck market in America. 
With 1,000,000 power units—roughly 13% of 
the nation’s total—they account for over half 
the annual truck-ton miles. They operate 51% 
of the tractor-trailer combinations. Regulated 
carriers alone gross over $5 billion a year. 
Approximately 18,000 of these carriers operate 
their own shops for rebuilding and maintenance. 

Readership of TRaNsport Topics is attested 
to by its remarkable renewal rate and by the 
fact that each issue carries a page or more of 
classified advertising set solid. 

The newspaper format of TRANSPORT Topics 
assures advertisers another dividend full posi- 
tion, regardless of size, on a page replete with 
live editorial matter Proportion of editorial 
content to advertising pages is approximately 
50-50. In 1944, TRANSPORT Topics carried 456 
pages of display advertising; in 1954, 821 
pages—an increase of 80%. 

Any automotive advertiser, large or small, 
who wants to sell the vast motor-freight market 
should give very serious consideration to 
TRANSPORT Topics. It is the logical publication 
to use, and it is the only publication that thor- 
oughly covers the entire market. 
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HIGHEST 
SINGLE-ISSUE 
CIRCULATION 


in McCall's history 

was reached by the 
December issue of McCall’s, 
with a total circulation 

of 4,750,000. 


PUBLISHER’S ESTIMATE. 


McGALLS REACH 


HIGHEST _ 
QUARTER YEAR 
CIRCULATION 


in McCall’s history 

was the final 

quarter of 1955, with an 
average circulation per 
issue of 4,677,000. 


PUBLISHER’S ESTIMATE. 


DD 


3 NEW CIRCULATION HIGHS! 


HIGHEST 
SIX MONTHS’ 
CIRCULATION 
AVERAGE 


in McCall's history was 
set by the average total 
circulation of McCall’s 

for the last 6 months of 
1955, with an average-per- 


issue circulation of 4,640,000. 
PUBLISHER’S ESTIMATE. 


*McCall's gains would 
have been even higher 
if they were based 
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What this means to an advertiser 


Increased circulation—increased readership of the 
magazine—offer tangible proof that more and more 
families are enjoying McCall’s unique editorial con- 
cept, appealing to the woman whose chief interests 
are shared with her family. 


Record-breaking circulation increases are nothing 
new in McCall’s history. The three latest circulation 
highs reached by McCall’s continue the magazine’s 
rising circulation trend. Since 1950 this trend has 
seen McCall’s add more circulation gains than any 
other women’s magazine. 


As a matter of fact, McCall’s gain in this five year period 
(715,417) is almost equal to the combined gains of Good 
Housekeeping, Ladies’ Home Journal, and Woman’s 
Home Companion (787,837), based on ABC for the first 
six months of 1955 over 1950.* 


McCall’s has demonstrated to its advertisers that the 
woman who lives in close togetherness with her 
family —who shares their interests and their activi- 
ties—who shops with her family in mind—has 3 to 
4 times the reasons for being interested in what an 
advertiser has to say—and to sell! 


MARCH McCALL’S, on the newsstands now, features 
the century's most important romantic autobiography, The Auto- 
biography of the Duchess of Windsor. This intimate personal 
life story of the American woman for whom a King of England 
gave up his throne, is one of many outstanding publishing firsts 
brought to you in the pages of McCALL'S. 
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McCall’s... the magazine of Togetherness in more than 4,600,000 homes every month. 
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